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to invest in listed an 
although it would be q 
gle wrong call, most on 
have been bang on. For 1% 
Sridharan meticulously 
with the man himself, his ment 
of the companies on which Dhani 
bets. The outcome: an under-the-s® 
India’s most successful private eq- — 
uity investor got to where he is in 
five quickfire years. 

A month or so back, we sent a 
posse of our writers and reporters 
on a strange mission: the pursuit 
of cool. That was how we began 
compiling the first ever list of the 
coolest Indian companies. What — | 
makes a company cool is not just = 
a brilliant business idea that nobody thought of but tl 
and much more. To be cool, such an idea has also t 
be commercially sustainable and scalable. For the 
inaugural list of BT’s Cool Companies, we've profiled. 
a dozen companies (in no particular order). And just 
in case you thought cool companies are those that 
usually have to do with techie or nerdy stuff, here's. a 
surprise. The 12 companies featured include a coffee 
bar, a film studio, an engineering consultancy, a hos- 
pital and a T-shirt maker. Oh, and we'll track these 
and the others over the next one year and tell you 
how they're doing on the cool quotient. For now, | 
check out what makes them cool (Page 69). 

Another story you wouldn't like to miss in this issue 
is about a major, hush-hush war that is on in an unlikely 
place: Chhattisgarh. Read Chhattisgarb's Rs 4,000-.— 
crore Diamond Wars by Sahad P.V., where we unveil 
how some of the world’s largest diamond mining com- 
panies are trying to grab their slice of the action in what 
is purportedly the country’s largest diamond deposit. At 
stake: five million carats of diamonds a year. 


SANJOY NARAYAN 








































man and currently Director, 
Almaden Research Lab, Jim 
on the future of 'services 

It it, he's also busy working with 
other social scientists who look 
n a company of geeks. So what 
b—-up to? 
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P - 12 Hurrah For Hedge Hounds BT SPECIAL 


69 Cool Companies 
TRENDS Businesses, big and 


small, with a twist that 





14 Past Perfect, Present Tense makes them oh-so 
The country looks set to return to an era of happening. The first 
greater government control and statism. ever BT listing of 
India's coolest 
16 No Longer Hot companies. 
i After investing $10 billion in FY 2003-04, FIs 
MET have now turned cold on Indian equities. 


18 The Singaporean Invasion 


STT gets a stake in Idea Cellular as Singapore 
firms grow their presence in India's telcos. FEATU R ES 
B. 20 The Face Of Indian Communism 54 Chhattisgarh's Rs 4,000- 
M- Sitaram Yechury it is. And he is clearly making Crore Diamond Wars 
CN .. . his presence felt in the corridors of power. Six diamond companies, 
i 22 eTelecare Wants In including three global 


heavyweights, are fighting it out 





: ip The Filipino call centre company is determined Pes rare et 
pe o us ines sir pany for the state's rare treasure. india’s diamond rush 
Ni 22 Andhra's New Formula hos 62 The Greenfield Imperative 

B Formula 1 is out; auto manufacturing is in. With the government 


deciding against privatising 
profitable public sector 


n 26 The Return Of The Trade Union 








(A Surprisingly though, industry is unruffled. firms, India Inc gets into 
- 30 Q&A: Paul Calello piecnneid mode, 
zy: The Chairman and CEO, APAC, of Credit Suisse 
a First Boston, speaks to BT on his plans for India. 92 Edison Redux 
Ds ! An eccentric Libya-born 
OR 32 Losing Touch? US-based inventor comes to 
» With the market flooded by new players, cell india wii bs námi of 
er phone major Nokia faces new challenges in India. technology sth is gnty and 
| 34 The BT 50 Index local arm of his tech hothouse = 
A Reveo. Is anyone listening to Ta 
; : | | 38 Leveraging The Last Mile Sadeg Mustafa Faris? Sadeg Mustafa Faris 
"E Reliance Infocomm offers to wire up ATMs 40 
Z per cent cheaper through its CDMA network. 98 BT- Nasscom Roundtabie 


A brainstorming session 

at Nasscom's India-ITES 

BPO Strategic Summit in 
Mumbai on the evolving 
business models for 


— A A 38 Flexing Muscle 
SN Singapore’s Flextronics snaps up Hughes Software 
E Systems in India's biggest cross-border deal yet. 


41 Breaking News 





With record profits and a 15 per cent dividend, Indian BPOs. 
No TV Today puts up a stellar show. 
> 42 Homeward Bound 104 The Buying Game 
E And now, home delivery from McDonald's and ACNielsen's Asia Pacific Retail 
Pantaloon Retail's Food Bazaar. Shopper Trends 2004 sheds 
some light on the rapidly 
44 Anxious Moments changing retail landscape of 
TCS’ forthcoming IPO raises expectations. the region and of India. 
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MANAGING 


134 You-and-me Marketing 


It may lack Meg Ryan’s impish 
charm or Nora Ephron's witty 
repartee but with Hurm Tum, 
Bollywood has proven that 
when it comes to creative 





marketing it is second to none. 


BOOKEND 
136 Saying No To Monopoly 
A McKinsey expert on overcoming poverty, a 


look at diversity, and cricket statistics. 


COVER STORY BACK OF THE BOOK 


46 The Great Gambler Fh La 


As a 29-year-old, Ashish Dhawan of 
ChrysCapital made three bets: 





That global investors would trust him with 
millions. They did—with $450 million. 

Fhat they would be interested in India. 

They were, 

[hat he could make money investing in Indian 
companies. He has. 

[he story of how one man changed the rules of 
the private equity game. 


At home in India: | 





Cover photograph by Vivan Mehra 142 That Homing Instinct 


Service apartments bloom to cater to the 


PERSONAL FINANCE increasing number of long-stay visitors to India 


112 Five On The Long Horizon 144 Men Of Metal 


Here are five stocks you could put your money 146 Breaking In Your Gym 
on for the next five years. 147 Q&A With Muscles Mani 
114 Expect The Unexpected 148 P 
May was harrowing for mutual funds; what copie 
next? A BT-Mutualfundsindia.com round-up. starring Nachiket Mor 
1 18 Adventure Capital of IC AK I Bank, lina 
Raising startup funds isn't a big headache if Ambani of the Dhirubhai 
you're sure of what you're doing. Ambani Memorial Trust, 


V. Raghunathan of ING 
JOBS TODAY Vysya Bank, actualisation 
guru Robin Sharma, 
122 Old Places, Equus Red Cell's Suhel 
New Diffusion Seth and G.R. Gopinath 


Are India's jobs-starved of Air Deccan. 


small cities in for 


renewed hope? A report. CO LU M N S 


4 =. 126 Help, Tarun! 150 Leadership Secrets 
Looking up: Small-city jobs 12/ Hiring Happiness By Lalit Khaitan Lalit Khaitan 
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Doctor's Dilemma 

Your cover story The Doctor's 
Choice: Economics or Politics (BT, 
June 20, 2004) was an eye-opener. 
The cmp, housed half-way betw- 
een the reformist Right 
and the conservative Left, 
could prove to be an imp- 
ediment to the reform 


Best letter wins 
a HIDESIGN travel bag 


from 


JK PAPER LTD. 





process, as the policy of not allowing 
disinvestment of profit-making com- 
panies already shows. The govern- 
ment needs to realise that while 
such a policy will in the long run 
cause profit-making PSUs to fall prey 
to competition and eventually end 
up as loss-making units, it will also 
deny the government much-needed 
funds that could go into long-term 
investments in infrastructure and 
welfare programmes. 

L. PRASAD, through e-mail 


This refers to your cover story The 
Doctor’s Choice: Economics or 
Politics (BT, June 20, 2004). While 
many of the members of the UPA 
government have proven themselves 
to be efficient administrators in the 
past, it remains to be seen whether 


they can deliver the same quality of 


work given that they now have to 
cope with the ever-growing demands 
of the parties supporting their gov- 
ernment from the ‘outside’. 

C.V. ARAVIND, Jayanagar, Bangalore 





for Whiteness 
that lasts... 


Tm 


- pY 

|] 

b 
owe 


aidie ~~i ai 


The tea Corssimari Pharma Ma ks Witch- numioa en 0-siree 





Apropos your cover story (BT, June 
20, 2004), few people would opp- 
ose the government's levying of serv- 
ice charges for public utilities if it 
took it upon itself to ensure that 
the right quality of services are pro- 
vided. The present state of govern- 
ment-run hospitals and schools, 
however, makes that extremely un- 
likely. The key challenge before the 
government, therefore, is to prove to 
its people that their hard-earned 
money is being put to good use by 
focussing on improving the exist- 
ing public services. 


ANAND G., through e-mail 


Pr e AE Tw i= 


Wait And Watch 
Your editorial None Of Your Bus- 
iness (BT, June 20, 2004) was 
timely. While it is true that Prime 
Minister Dr. Manmohan Singh, can 
do wonders if given a free hand, a 
closer look at his performance dur- 
ing the last few years of the Nara- 
simha Rao government reveals how 
political pressures can strip a person 
of the power to do good. It remains 
to be seen whether the show is repea- 
ted this time or Dr. Singh carries on 
with the reforms despite the pres- 
sures of coalition politics. 

R.S. JOSHI , through e-mail 


Success Speaks 
The BT Special India’s Hottest 
Young Executives (BT, June 20, 
2004) shows the talent, the spirit of 
innovation, and enterprise amongst 
today’s youth. These young people 
have proven that India does not lag 
behind others in terms of intellectual 
and entrepreneurial excellence. 

G. BASAPPA, through e-mail 


Corrigendum 

In BT's List of Advertisers in the 
issue dated June 6, 2004, Indian 
School of Business was incorrectly 
mentioned as Indian School of 
Banking. The error is regretted. 


HOW TO CONTACT BUSINESS TODAY 
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The Editor, Business Today, 
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business-today.com. 
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HER ATM, HOWEVER, MAY NOT. 


An ATM that's not just the 
latest. It just may be forever. 
With Diebold ATMs now 
manufactured in India, along 
with having the region's most 
comprehensive sales and service 
organisation, vou're not just 
assured of the best today. 

But the best forever. Expect 


highly localised solutions 


including Diebold Premier 
Services, 24x7. For us, it means 
a strong commitment. For you, 
it means a stronger future. 





looked on in some market circles as fair-weather 

friends, a sub-sect of those moneybags in pin- 
stripes is eliciting unbridled paranoia, utter con- 
E. tempt and undiluted fear in nooks and corners of 

^ Dalal Street. After all, these are the guys who are 
| going when you think they're coming, the ogres 
responsible for bringing down economies 
(remember East Asia), who collapse under 
their own over-leveraged weight (a US 
hedge fund, Long Term Capital 
Management, took a hit of $4 bil- 
lion in 1998), and who , 
are generally considered even (7 
more volatile than John ¢& 
McEnroe once was. 

The Securities & Exchange 
Board of India (SEBI) is merci- — 
fully for its part not as terrified 
of hedge funds. The watch- 
dog is working out regula- | 
tions to allow for direct entry 
of hedge funds into Indian 
markets, with of course the 
requisite checks and balances. 
Currently, hedge funds can't 
come in as Fils and so open up 
sub-accounts (outside India) spon- 
sored by registered Fils. Sebi esti- 
mates that hedge funds accounted 
for 5 per cent of total Fil assets for the 
year ended March 2004. 

If hedge funds are feared—not just in 
India but in many global markets—it’s not so much 
because they tend to go bust (or get busted) but 
simply because there’s not much information available 
on them. That they often allegedly work in collusion, 
are outside the purview of disclosures required to be 
made by conventional funds, and that advisors to 
hedge funds pocket fat fees, may have something to 
do with the negative perception (including perhaps 
envy) surrounding these firms. 

According to data put out by Sebi, global hedge 
funds had volumes of $750 billion as of 2003, and— 
here's the best part!—the 8,000-odd such funds 
yielded an impressive cumulative average growth rate 
of 24 per cent between 1988 and 2003. In five years, 
hedge fund assets could cross the $1 trillion-mark. 

And we don’t want a piece of that stash! 


[: FOREIGN INSTITUTIONAL INVESTORS (FIIS) ARE 
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RAJAT BARAN 


1 Hurrah for Hedge Hounds 


With a huge question mark hanging over Fils inf- 
lows into emerging markets sustaining over the 
medium term—already in May Fils had net sales of 
$800 million, and there’s no reason why such out- 
flows can’t happen again in subsequent months—is 
it wise to continue to ignore an attractive source of 
much-needed liquidity? Hedge fund baiters can 

point to the misdeeds of hedge fund advisors in 

cases like LTCM, but by that yardstick the 
high-jinks of mutual funds in the US 
are scandalous enough to call for a 
blanket ban on foreign mutual 
funds into the country. 

But of course such a ban 
won't serve much purpose. 
Rather, it's up to SEBI and the 
Association of Mutual Funds 

(AMFI) to ensure that regu- 

lations are in place to en- 

sure that illegal activities like 

late trading and insider trad- 

ing are curtailed in Indian 

funds. And that's exactly 

what SEBI and AMFI are doing. 
Similarly, Sebi has to put in 
place laws to prevent hedge 

funds from running riot in 

Indian markets. 

Short-term, speculative trading 

today isn't just the purview of the 
hedge fund manger, what with get- 

rich-quick wannabes in Kolhapur or 
Rajkot staring into NSE terminals indulging in 
the same. Of course, the hedge funds' trading decisions 
will impact markets more than a Rs 10,000 small-town 
transaction, but then again it isn't as if these funds buy 
or sell on a whim or via a tip: Research is a given in 
this industry, as the pressure for this *rich-man's 
fund" to deliver is enormous. What's more, investors 
can look forward to another avenue for portfolio 
diversification within the equity ambit. 

Clearly, being wary of hedge funds because of the 
dangers they come with is a risk-free approach that's 
in absolute contradiction to the spirit of equity markets, 
which by nature are all about risk and return. Greed- 
induced fraud is an intrinsic inevitability but there's alw- 
ays the criminal and civil rods to deal with scam- 
sters. After all, it can't be considered only a patriotic 
right to manipulate and abuse markets! @ 





India's No.1 Job Site 


MONSTER IS TWICE AS LARGE AS 
THE NEAREST COMPETITOR 


The acquisition of JobsAhead.com will propel Monster to a dominant No.1 position in India with a market 
share of 6296. That's twice as large as the nearest competitor! As per Media Metrix, an international 
organization that independently monitors traffic on the Internet, Monster and JobsAhead together attract 
55 lakh Unique Visitors per month. Not a surprise why more and more employers choose us to find the 
best talent. So, when it's your turn to find the best job site in India, trust no one but the very best 





monster 


never settle" 





JobsAhead.com 


Fillin your ambition 
www.jobsahead.com www.monster.com 
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Early signals emanating from the new government in office herald a return 
to an era of greater government controls and statism. BY ASHISH GUPTA 


^ O ONE. WANTS A ROLLBACK,” SAID PALANIAPPAN 
Chidambaram, soon after taking over as 
India's Chief Finance Officer in May. He 
was out to reassure India Inc, investors, and the world 
that the country was committed to free market eco- 
nomics. It is ironic he should have resorted to the R- 
word. It was the previous government, the National 
Democratic Alliance, now projecting itself as a die-hard 
econonuc retormist that popularised the 
term im its early years in office when 
Yashwant Sinha presided over North 
| Block as India's Finance Minister. 
The man would present a budget 
that held the promise of reform, 
the various coalition partners that 
made up the NDA, even some 
members of his own party, 
Bharatiya Janata Party would 
lobby against measures seen as af- 
fecting their own electoral bases— 
farmers, the poor, small indus- 
try—and the government would 
quietly return things to status quo. 
Chidambaram knows everyone 
is watching to see how a gov- 
ernment that is in power largely 
thanks to the support extended 
to it by the Communist Party of 
l India, and Communist Party of 
India (Marxist), (together re- 
ferred to as the Left) both anti- 
reform moves ahead on its eco- 
nomic agenda. “I have spoken to 


—-- 


er ree = in 


= tee aar llamas 
° 


SHIVAY BHANDARI 










the Left,” he said at the first instance. “What they 
want is to go forward." 

There can be no doubt over Chidambaram's cre- 
dentials as a reformist Finance Minister—he was the ar- 
chitect of what has become known as the Dream 
Budget of 1997—but over the past few weeks, signals 
emanating from various ministries have clearly shown 
that this government is not above revisiting key eco- 
nomic decisions taken by the earlier one, rationale be 
damned. Even before the United Progressive 
Alliance government took office, its constituents, 

including the new Prime Minister Manmohan 
Singh made it clear that the Disinvestment 

Ministry would be scrapped. Then came 
other announcements. 

One of the first concerned 
a "review" of the path-breaking 
Electricity Act of 2003— passed 
after three years of intense de- 
bate—and was the UPA's first 
quid to the Left's quo. The Act 
seeks to tame the Wild West 
that is India's power sector by 
encouraging competition, ra- 
tionalising power tariffs, and 
being transparent about subsi- 
dies. The new government has 
postponed the date for un- 
bundling the bankrupt State 
Electricity Boards (SEBs) into 
generation, transmission, and 
distribution companies from 
the earlier deadline of June 








Signals emanating from various ministries have shown that this government is not above 
revisiting key economic decisions taken by the earlier one, rationale be damned 
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Shopping List 


10. Consultants such as R. Venkatraman, Executive Director, 
KPMG, an audit and advisory firm believe that it is unlikely the June 
10 deadline could have been met given the complexity of the un- 
bundling, but with even the government's intent to reform the 
power sector now suspect, private sector companies are unlikely to 
rush into the business. After all, the first wave of power sector re- 
forms, circa the early 19905, failed largely because private genera- 
tors of power had no recourse but to distribute electricity through 
SEBs that were both financially and operationally inefficient. 

In what could be disastrous timing, two state governments, 
Andhra Pradesh, where the Congress has returned to power, and 
Tamil Nadu, where the ruling AIADMK was routed in the Lok Sabha 
polls, have chosen to return to a regime of free power. “This turning 
back the clock," says Paul Rawlins, Senior Director, Fitch India, a rat- 
ing agency, “could have serious repercussions on state finances." “The 
last thing the states need to do is indulge in such profligacy," he adds, 

an obvious reference to 
the fiscal deficit of the 

GOING BACK IN TIME states which is a staggering 
6 per cent of national 
Gross Domestic Produce. 

Then, there’s the oil 
sector where it is clear 
the UPA will not press 
ahead with the previous 
government’s stated ob- 
jective of aligning prices 
with international ones. 
The cri has already artic- 
ulated its opposition to 
any proposal to remove 
subsidies on kerosene and 
cooking gas (even down- 
stream product urea), and 
the stabilisation fund that 
the government is creat- 
ing to help it maintain 
price stability sounds suspiciously like the oil pool account that was 
scrapped in April 2002. The flip-flop is also evident in the gov- 
ernment's policy on modernisation and privatisation of Mumbai 
and Delhi's airports. The NDA had announced a ceiling of 74 
per cent for private sector participation; the UPA has scaled that 
down to 49 per cent and the CPI(M) has signaled its solidarity with 
the employees of these airports who do not want them to be pri- 
vatised (or modernised) at all. With Textile Minister Shankarsinh 
Vaghela putting in his bit about the NDA’s efforts to reduce, even- 
tually to zero, the gap between the excise duties on cotton and syn- 
thetic textiles, needing to be *reconsidered", the tableau of im- 
minent rollbacks is complete. Now, if only Chidambaram can undo 
some of the damage with his budget. 








Read my lips: Wait till early July 


What India Inc. wants from the 
Finance Minister and what it is 
likely to get. 

8 Early implementation of the 


Value Added Tax regime. 
Yes 


m Emphasis on infrastructure. 
Yes 





m Acceleration of private sector 
participation in defence sector. 
Unlikely á 


@ Full implementation of Kelkar 
committee's report on direct 
and indirect taxes. 





m Continued disinvestment of profit 
making public sector companies. 
No 








u Tax exemption for ir and 
iT- enabled services sector. 
Unlikely 

m Reduction in import tariffs on 
raw materials so that these are 
at least five per cent lower than 
duties on finished products. 
Unlikely 
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m Continued emphasis on reigning 
the country's fiscal deficit. 
Can't say 


m Renewal of subsidies for exporters. 


Unlikely 


m Sops for rural housing industry. 
Likely 





JULY 4 2004 BUSINESS TODAY 15 


MP he 


E 


a e 
ate She 


wwe. LADEN 


ai: 


bt 


RITESH SHARMA 





An encore is unlikely: For most foreign institutional investors, it's time to say goodbye 





SECONDD 


FIl Fundamentals 


Foreign institutional investors go cold on India. BY ROSHNI JAYAKAR 


OU KNOW THINGS ARE BAD 

when you ask a global fund 

manager for advice on where 
to invest in India and he suggests 
real estate. “It’s so underdeveloped 
compared to other Asian countries,” 
says Marc Faber, aka Dr Doom, 
the renowned Hong Kong based 
fund manager. There's no talk of eq- 
uities, something that isn't alto- 
gether surprising. Dr Doom turned 
negative on India in early 2004. 
"Far too many foreigners (read: 
Foreign Institutional Investors) were 
investing there; foreign buying al- 
ways comes at the top." 
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You know things are getting 
worse when, as in late May, Merrill 
Lynch's global investment strategy 
group, puts out a negative report on 
the country. Titled, Taking The 
Shine Out of India, the report argues 
that the new government's intent to 
free market economics is suspect 
and cuts the rating for India from 
‘over weight’ to ‘market weight’, 
effectively indicating that it isn’t 
bullish on Indian equities any 
more. And you know things can’t 
possibly get any worse when 
Morgan Stanley, reduces the 
weightage it assigns to India from 


5.9 per cent to 2.9 per cent. 
Some of these could explain 
why Fils, which invested $10 bil- 
lion, Rs 45,060 crore in India be- 
tween April 2003 and March 
2004, about 20 per cent of total Fi 
investments in emerging markets in 
the same period (and well in excess 
of the 5.3 per cent weightage as- 
signed to India in Morgan Stanley 
Capital Index (MSCI) for emerging 
markets) suddenly turned cold on 
Indian equities. In May 2004, for 
the first time since October 2002, 
Fils sold more stocks than they 
bought (in terms of value). India, it 





Asian emerging markets that attracted some $30 billion of Fil investments last year, 
have witnessed an outflow of $5 billion in just the last four weeks 


is evident, is no longer the hottest 
destination for Fils. 

If there's any silver lining to 
this phenomenon, it is that foreign 
investors have been deserting most 
emerging markets these past few 
weeks. By some estimates, Asian 
emerging markets that attracted 
some $30 billion (Rs 1,35,180 
crore) of Fil investments last year, 
have witnessed an outflow of $5 bil- 
lion (Rs 22,530 crore) in just the 
last four weeks. The spurt in oil 
prices, the fear of a slowdown in 
the Chinese economy, and the pos- 
sibility that the US Federal Reserve 
will increase the interest rate, ob- 
viating the need for investors from 
that country to seek higher returns 
elsewhere (one of the reasons for 
the surge in emerging market in- 
vestments in the past three years), 
have all contributed to this trend. 

India's cause, as evident in the 
Merrill Lynch report, has not been 
helped by a change in govern- 
ment. Ergo, despite some soothing 
words from the Prime Minister 
and Finance Minister, most fund 
managers have decided to wait 
and see what the new government 
delivers. “Most fund managers 
have adopted a wait and watch 
approach," admits Mark Mobius, 


DASHBOARD 





IPO SALARIES M&A MANUFACTURING 
TCS files for an IPO, and | Indian IT-sector salaries, More companies declare The manufacturing sec- 
although analysts say it says Mercer Human record profits, the wave of tor grows by 9.2 per cent 


will bring the bulls Resource Consulting, 
back into the reckoning, are among the lowest Inc holds out the promise 
the bears rule for now in the world 


FII Investments: 


Net investments in Rs crore. Figure for June till June 10, 2004 


President, Templeton Emerging 
Market Funds. “If the liberalisation 
and privatisation programme is 
abandoned (by the government) 
there will be fewer investments.” 
“From where we are at present, a 
lot depends on the budget,” adds 
Andrew Holland, Executive Vice 
President (research), DSP Merrill 
Lynch. Things could go either 
way. If the government decides to 
go slow on economic reforms, 
Fils will likely turn bearish on 
India. And if it doesn’t, or if a 
clutch of companies with strong 
fundamentals, such as TCs, de- 
cides to tap the market through 





Have They Peaked? 


M&As continues and India 


of keeping the boom going 


Oct '03 
6,797.5 Dec '03 
6,161.1 








initial public offerings, or if Korea 
is categorised a mature market 
by Fils, thereby resulting in a re- 
allocation of the country's weigh- 
tage among all other emerging 
markets including India, or all 
three happen, Fils could return 
to India with a vengeance. 

No one, however, is counting 
on all three positives coming to 
pass. The most optimistic estimate 
of Fil inflow into India in 2004-05 
is $6-$7 billion (Rs 27,030-Rs 
31,542 crore). Which, when seen 
in the light of Dr Doom's invest- 
ment advice isn't all that unim- 
pressive a number. 


in Aril 2004; the renais- 


turing is finally here 


JULY 4 





sance in Indian manufac- 
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Idea: It may still catch the cellular bus 


A Nifty Idea 


Singapore gets a big slice of Telecom India. 


INGAPORE TECHNOLOGIES TELEMEDIA (STT) AND 
Telekom Malaysia acquiring AT&T's (now part 
of Cingular) 32.9 per cent stake in Idea Cellular is no 
doubt a shot in the arm for the beleaguered operator, 
where the other shareholders include the A.V. Birla 
Group (33.7 per cent), the Tata Group (31.7 per cent), 
and American insurance giant AIG (1.7 per cent). But 
that's not really the interesting bit. What is, is how the 
small country of Singapore may actually be emerging 
as a big player in the Indian telecom industry. 
Consider: Temasek, the Singapore government's pri- 
vate equity vehicle, has stakes in both str and TM. It 
also has a stake in SingTel, which in turn owns 28.5 
per cent of Bharti Tele-Ventures. Now, Temasek is re- 
portedly eyeing the 10 per cent in Reliance Infocomm 
that its promoters, the Ambanis, want to divest. If the 
deal comes through, Temasek (and hence its owners, 
the government of Singapore) will have an interest in 
20 of the 35 million mobile phone market in India. 
(Last heard, Tata Teleservices was also said to be 
reportedly holding talks with Singapore companies for 
roping in more investment.) 
Meanwhile, Idea is now on a firmer footing. STT 
and Telekom Malaysia's deal—won in the face of 
competition from six other bidders comprising 
Maxis, Telstra, Aircel, Sistema (a Russian Telco), 
and two financial investors—comes in the wake of 
Idea acquiring Escotel Mobile Communications 
from Escorts Telecommunications and First Pacific. 
The company has already put in place an integration 
blue print, which envisages the use of the Escotel 
brand along with Idea in UP (West), Haryana and 
Kerala. What impact will the srr-TM deal have on 
Idea's road ahead? *We are looking forward to ac- 
quiring original licensees contiguous to our circles if 
the price is right,” says Vikram Mehmi, CEO, Idea. Bit 
by bit, Little Singapore is set to get a lot bigger—at 

least in India’s telecom market. 
SUDARSHANA BANERJEE 
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Rolling Stone 


A small-time operator who's done it all. 


EATHERMEN HAVE THEIR 
weather-vanes. Small- 
time businessmen in Delhi's 
central business district of 
Connaught Place have Sukhjit 
Singh Anand. Over the past 
20 years, Anand, who runs a 
small family business by the 
name of Calculus, has switched 
businesses over and over again 
to keep with the changing 
times. In 1985, Calculus 
started as an all-in-one com- 
puter accessories store in 
Connaught Place’s well-known 
Regal building. “We were 
ahead of the times and could 
not survive in retail,” says 
Anand. So, Anand got into the 
wholesale business, importing 
computer peripherals that he 
would sell to local assemblers of personal com- 
puters. That didn’t work for long either. In 1989, 
he got into computer education and launched 
Silicon Academy, training people for a career in 
computer maintenance. Many of his students went 
on to become small-time owners of service cen- 
tres, but for Anand, it was time to move on again. 
This time round, in 1997, he launched an air-con- 
ditioned cyber café to cater to foreign tourists. To en- 
sure that he got a steady stream of them, Anand even 
registered with foreign travel directories. That lasted 
for a couple of years and in 1999, Anand decided to 
get into something timeless—yoga seemed as time- 
less as anything else. His firm started making software 
for CDs on yoga. Alas, that too proved short lived, 
and in 2001, Anand decided to partner with UK 
Recruitment to body shop software engineers from 
India. Then, 9/11 happened and the IT sector in 
any case was witnessing a slowdown. Anand still has 
a finger in the rr body shopping pie, but his preoc- 
cupation is something else—shipping nurses to the 
US. He says that 25 to 30 nurses walk into his office 
every day, whom he vets, prepares and then sends to 
hospitals in the US. At the moment, Calculus— 
which gets a fee from the American employer—is 
feeding a near-insatiable demand. But tomorrow is 
another day. Anand knows that only too well. 
AMANPREET SINGH 
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Sukhjit Singh 
Anand: What next? 
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The Face Of Indian Communism 


It has to be Sitaram Yechury, and being telegenic has little to do with it. 


ARKISHAN SINGH 

Surjeet, the General 
Secretary of the 
Communist Party of India 
(Marxist) CPI(M), may be 
the most powerful com- 
munist leader in India, but 
circa 2004, it is Sitaram 
Yechury, a member of the 
party’s politburo, its high- 
est decision-making body, 
who is, at once, the most 
articulate voice and tele- 
genic face of the move- 
ment. At a time when the 
party holds 52 seats in the 
Lok Sabha, its highest ever, 
and supports the ruling 
United Progressive Alli- 
ance, that makes Yechury 
one of the most important 
and visible politicians in 
the country. 

Just how important be- 
came evident on June 2, a 
mere six days after the 
UPA’s common minimum 
programme (CMP), sup- 
posedly vetted by Yechury 
was released. Minister for 
Civil Aviation, Praful Patel had just 
announced that the new govern- 
ment would go ahead with the pre- 
vious regime’s proposal to mod- 
ernise and privatise the New Delhi 
and Mumbai airports with one 
change; private sector participa- 
tion would be capped at 49 per 
cent, not 74 per cent as planned 
earlier. The employees of the 
Airports Authority of India 
protested the move and joining 
them, for a few hours at Rajiv 
Gandhi Bhawan, Safdarjung Airport 
in New Delhi was Yechury, an act 
that belied Patel’s insistence that 
the communist parties knew about 
his proposal. Most newspapers car- 
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Yechury with AAI workers: Viva /a solidaridad 


ried a photograph of Yechury with 
the protesting employees signaling 
to the world at large just where 
the CPI(M) stood on the issue. 
Then, the 52-year-old Andhra 
born, Delhi-educated Yechury—he 
graduated in economics from St 
Stephen’s College and completed 
a masters degree in the same disci- 
pline from Jawaharlal Nehru 
University—has always been clear 
about his beliefs. Foreign invest- 
ment, he has repeatedly spelt out, is 
welcome as long as it augments the 
country’s productive capacities, 
serves to upgrade technology, and 
results in the creation of jobs. 
Among the first to dismiss the pre- 


vious regime’s India 
Shining campaign as the 
creation of slick public re- 
lations, he maintained that 
people were going hungry 
despite the government's, 
granaries overflowing with 
grain. And his, and his 
party's philosophy on dis- 
investment in reflected in 
the UPA's CMP. Profit-mak- 
ing Navratnas—think 
ONGC, GAIL (India) Ltd, 
NTPC, BHEL and the like— 
will not be privatised; mid- 
dle-level public sector com- 
panies that are profitable 
will be allowed to stren- 
gthen themselves by rais- 
ing money from the mar- 
ket; and loss-making public 
sector firms will be sold 
only after all attempts to 
revive them have failed. 
Many of these beliefs 
may fly in the face of the 
logic behind the econom- 
ics of a free market, but 
with a government recep- 
tive to inputs from the 
CPI(M) in power, they will no doubt 
influence India's economic agenda. 
There is also a quirky happen- 
stance in Yechury's finest hour— 
that is what this is—coinciding 
with the rise of the Telengana 
Rashtra Samithi, which has five 
seats in the Lok Sabha and is part 
of the UPA. In 1969, it was vio- 
lence surrounding the demand for 
a separate Telengana state that 
forced his family to shift to Delhi. 
Had he not moved to Delhi, who 
knows what the head of the 
CPI(M)'s international department 
and editor of People's Democracy 
would be up to now? 
ASHISH GUPTA 
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Buy In or Sell Out? | 


A Philippines-based BPO outfit eyes the Indian market. 


HEN IBM RECENTLY BOUGHT OUT 
M Daksh eServices, one of the many 
surprises about that deal was that Daksh 
itself was apparently scouting for takeovers 
(and planning an IPO). A few months 
prior to getting snapped up by Big Blue, 
the Daksh founders were reportedly 
scrambling to buy out a Philippines-based 
call centre company, eTelecare 
International. Those plans, if at all con- 
crete, didn't of course pan out, but what 
Is promising to play out is eTelecare's en- 
try into the Indian market, any which 
way, by the year-end. *We have multiple 
options for entry. It could be via acquisi- 
tions, a greenfield venture or a partner- 
ship," points out Alfredo I. Ayala, 
Chairman & CEO, eTelecare, which was 
founded in late 1999, by two alumni of 
McKinsey’s call centre consultancy. 

As Ayala, who visited Delhi, Mumbai and Bangalore last fortnight, sees 
it, India and the Philippines have complementary strengths: the Philippines 
is perceived to be more attuned to US culture, excels at complex commu- 
nication and interactions and boasts excellent telecom infrastructure, whilst 
India brings along with it intense technical and analytical skills. And now, with 
many of eTelecare’s clients—the list includes Fortune 100 financial services 
providers and electronics manufacturers—indicating they're more comfortable 
with a presence in two locations, it makes immense sense for Ayala to look 
at India. What's more, the outsourcing market in the Philippines, esti- 
mated at $350 million (Rs 1,575 crore) last year, is much smaller than India's 
which stood at over $2.3 billion (Rs 10,350 crore). 

The Philippines is also known for its lower (than India) attrition 
rates, and that's yet another reason for a number of global firms, 
from Accenture to Citibank to AIG to Amex, to set up delivery cen- 
tres in that country. That's also why an Indian Bro like ICICI 
OneSource is reported to be planning a centre in the Philippines and 
Hinduja TMT an acquisition. 

eTelecare, meantime has appointed Edelweiss Capital to assist in 
working out the right strategy for India. Ayala isn't willing to reveal too 
much, but being a part of a larger BPO major (read: getting acquired) is- 
n't something you could rule out. A few months ago reports indi- 
cated that eTelecare was in talks with Wipro-Spectramind and Mphasis’ 
BPO subsidiary MsourcE. Today, though, eTelecare is a much bigger 
player, having last fortnight acquired Phase 2 Solutions, a US call cen- 
tre company. With Phase 2 in the bag, eTelecare expects revenues of 
$125 million (Rs 562.5 crore) in 2004, and Ayala claims he’s the 
largest Asia-based call centre company in Asia, Any takers? 

BRIAN CARVALHO 





Alfredo |. Ayala: 
Advantage Philippines 
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Y.S.R. Reddy: Out of the race 
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Cars & AP 


E CAN CONSIDER SUCH 

projects when the 
state's coffers are full and 
people get rich and fat and 
suffer from indigestion." With 
these evocative words, 
Andhra Pradesh Chief 
Minister Y.S. Rajashekhara 
Reddy effectively derailed 
Hyderabad's chances of host- 
ing a Formula 1 race in 2007, 
something former cM 
Chandrababu Naidu had set 
his heart on (he had convinced 
F1's Bernie Ecclestone to 
agree to a race in the capital 
in 2007). However, keen to be 
seen as a destination for auto 
companies, the state is ag- 
gressively wooing German car 
major Volkswagen, which is 
considering investing around 
Rs 2,300 crore in a manufac- 
turing facility in India. "Andhra's 
USP would be the location (the 
port city of Vizag) with a mod- 
ern container terminal," says 
K.V. Rao, Principal Secretary 
of the state and Commissioner 
for Industrial Promotion. "But it 
is up to them to decide." The 
state has also initiated talks 
with another German major 
BMW. Will these make up for 
not having a Formula 1 race? 

E. KUMAR SHARMA 
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„.ONGC's Subir Raha wants to generate power 


i ...and the Gujarat Cooperative Milk Marketing Federation's B.M. yes negotiates 
from gas in a "well-head to wire" strategy... with Wal-Mart in a deal that could soon see the retail giant stock the Amul range 
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Weaving Partnerships. 


What Business Demands 


* Presence in 45 countries * Over 14000 Associates * An SEI CMM Level 5 organization 


Satyam Computer Services Ltd. 


* Over 300 global customers * 18 Development Centers worldwide 


Registered Office: Floor I, Mayfair Centre, S P Road, Secunderabad - 500 003. Tel.: + 91-40-27843222 
Website: www.satyam.com Email: marketing@satyam.com 
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Red Menace? Not Really 


Industry need not fear a revival of trade unionism. 


N: ONE REALLY KNOWS THE 
exact date, but sometime in 
the 1990s, the trade union lost 
its relevance in most parts of the 
country. However, with the 
Communist Part of India, and 
Communist Party of India, 
Marxist winning an unprece- 
dented 62 seats in the elections to 
India's fourteenth Lok Sabha, and, 
better still, supporting the ruling 
United Progressive Alliance with- 
out really being part of the gov- 
ernment, most unions seem suf- 
fused with renewed vigour. 
"Unless globalisation is changed 
(sic), trade unions will fight against 
the attacks let loose by manage- 
ments and the government," thun- 
ders Chittabrata Majumdar, 





I Seo 
Trade Unions: A shot in the arm 


General Secretary, Centre of 
Indian Trade Unions, the apex 
body of Indian trade unions. 
Industry, however, isn't unduly 
perturbed. *We give full credit to 
trade unions for the maturity they 
have displayed in appreciating the 
pressures of competition," says 


Plasma Or LCD? 


Here's how you can choose between the most contemporary television technologie 





LCD: Lasts long, really long 


= Cost: Plasma Tvs are expensive 
and cost between Rs 3.8 lakh and 
Rs 14 lakh. LCD Tvs are cheaper 
and can be had for anything be- 
tween Rs 65,000 and Rs 2.8 lakh. 


m Screen width: Plasma, with 
screen sizes ranging from 30 
inches to 63 inches, beats Lco (15 
to 32 inches) hollow. 
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m Viewing angle: Plasma offers 
much better viewing angles 
compared to LcD, making it ideal 
for large-room viewing. 


m Colour: Plasma offer greater 
range of colours. 


m Brightness and contrast: LCD 
offers superior brightness 
and contrast. 


m Maintenance: Plasma screens 
can be damaged by static images, 
so if you're the kind that loves 
freeze-frame action, avoid them. 
And plasma screens may also not 
work well at high altitudes. 


m Power: Plasma Tvs consume 
almost twice as much electric 
power as LCD TVs. 


m Longevity: LCD TVs have twice 





OSV 3NOHS 


N. Srinivasan, Director General 
designate, Confederation of Indian 
Industry. *We do not see any in- 
creased trade union activity that 
will negatively impact industry 
performance." Maturity seems to 
be the word of the moment with 
Raman Kumar, Executive 
Director, Personnel, sAiL, a public 
sector steel major that has just 
turned profitable claiming that 
the *maturity of the trade union 
has been a strong supporting fac- 
tor in the implementation of our 
cost reduction programme." If a 
man who has seen the back of 
some 45,000 workers over the 
past five years has no cause for 
concern, nor do we. 

ADITYA WALI 





Plasma: Truly wide 


the lifespan of plasma Tvs. 


m Handling: Plasma Tvs are 
heavier, more fragile and more 
difficult to install than LCD Tvs. 


m Last Word: Strangely enough, 
plasma TVs outsell LCD Tvs 8:2 in 
India. Our call: go for Lcps. 


COMPILED BY 
ALOKESH BHATTACHARYYA 
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FOR THE FIRST TIMEÆVER, FLY NON-STOP 
"P “FRQM SINGAPORE TO NEW. YORK. 


Now the world is a smaller place. From 28th June, Singapore Airlines introduces daily non-stop flights 
between Singapore and New York (Newark), saving up to four hours for the busy traveller. Enjoy more comfort 
and space on our new A340-500, featuring a more luxurious Raffles Class and our new Executive 
Economy Class, all specially designed with the executive traveller in 


A great way to fly 


mind. And of course, the inflight service even other airlines talk about. SINGAPORE AIRLINES 
For more details, please visit www.nonstop2newyork.com 


A. 
A STAR ALLIANOE MEMBER W 1 
; : : ^ 
www.Singaporeair.co.in 





Microsoft: 


Your potential. Our passion." 


NAME 


Mr. 100% Increase 
in Website Hits 

With 0% Increase in 
IT Management 


ES BSEindia.com 
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We got it done.” 


S. B. Patankar 
Chief Technology Officer, BSE 





Microsoft* 


Windows 
Server System 


"We had to build a website that would handle over 15 milion hits daily, d i 
and reliably deliver real time stock updates and other information. 
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Make a name for yourself with Windows Server System. — 
Microsoft Windows Server System™ makes BSE's 
infrastructure easier to manage. Here's how: using " 
Windows 2000, SQL Server™ 2000 and IIS, BSE 

revamped their website to provide real-time data to 

the rapidly growing user base. The robust new website 
now handling the colossal traffic, which keeps the 4 
IT team free from just chasing downtime emergencies a 
and lets them focus on developing revenue generating 
projects. It's software that lets you do more with less. 

See the BSE case study at a 
microsoft.com/india/casestudy " | 


Windows Server System™ includes these products: 

Server OS Windows Server™ 

Operations Infrastructure Systems Management Server 
Operations Manager 

Internet Security & Acceleration Server 
Windows® Storage Server 

SQL Server™ 
BizTalk® Server 
Commerce Server 
Host Integration Server 

Exchange Server 

Content Management Server — — 
Office SharePoint" Portal Server x 
Office Live Communication Server 








Application Infrastructure 


neal 





Information Work Infrastructure 
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“We Have Served Our Time" 


p CALELLO, CHAIRMAN AND 
CEO, Asia-Pacific Region, 
Credit Suisse First Boston, bas 
just finished a packed fortnight in 
India trying to get the investment 
bank's reputation back on track, 
grab an Fil license to begin port- 
folio investments in the country 
and meeting witb corporate lead- 
ers. He spoke to BT's Ashish 
Gupta and Aditya Wali on the 
bank’s plan for the country, 


Why did the Securities and 
Exchange Board of India ask you 
to wind up operations in India 
in 2001? 

We were suspended by sEBI for 
two years—April 19, 2001 to 
April 18, 2003—but that sus- 
pension is over now. First, CSFB 
accepts full responsibilities for 
anything its employees did. But that was before 
my time and none of the employees involved with 
the incident still work for csrB. There were allega- 
tions with regards to transactions our firm did with 
Ketan Parikh and I am not going to get into the de- 
tails of what we believe happened from a CSFB 
management perspective versus what SEBI believed 
happened. We feel we have served our time. 


SHIVAY BHANDARI 


Have you applied for a Foreign Institutional Investor 
(Fil) licence? 

The current status is that CsFB has made an applica- 
tion for a FII license and we are still waiting for a re- 
ply. And as I said before, we were only suspended 





from our brokerage activities. 


As an investment bank, credi- 
bility is very important. Don't 
you think your credibility has 
taken a beating? 

Absolutely. We certainly have 
felt the pain. And the only way I 
see to rebuild credibility is to 
have individuals with high level of 
integrity. We hired Ajeya (Singh, 
from the India operations of 
Lehman Bro-thers), brought in a 
new team to help us build the 
trust with regulators, government 
and corporates, some of which 
we serve round the globe. 


Do you believe in the India 
growth story, despite what's 
happening in the emerging 
markets and the possible slow- 
down in the Chinese economy? 

If you read our recent research on Asia, we believe that 
India is probably among the most resilient of the 
Asia-Pacific countries toward a slowdown in China. 
More importantly, we do believe that from a China 
perspective we will see a soft landing rather than a hard 
fall (of the economy). 


Has the change in the government at the Centre af- 
fected your outlook towards the country? 

We are extremely positive. Prime Minister Manmohan 
Singh and Finance Minister Chidambaram have an im- 
peccable record and seem to be very forward thinking. 
That's what the financial community looks for. 
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What happens when you buy out a competitor? Or 
decide to engage in a totally new line of business? 
Will your Enterprise Solution be able to cope with 
all the changes required? Or will you simply decide 
that its too much trouble and keep everything 
separate. 


With Ramco Systems, you visualize the Enterprise 
Solution that translates your strategic objectives 
into action. You actually see how your solution 
works even before we begin to implement it. And 
keep refining it till you are completely satisfied. 
Even after implementation, making modifications 
is a breeze. On any scale. Whether you need to 
respond to new business demands. Or to counter 
competition. 


Hard to believe? Ramco Systems has already 
implemented several such Enterprise Solutions for 
customers around the world. On its revolutionary 
software platform called VirtualWorks, Ramco 
Systems builds and assembles comprehensive 
solutions. To meet the unique needs of your 
business. And adapts and modifies the solution 


Will your Enterprise Solution 
| cramp your ability to 
> j diversify the business? 


as your business evolves. Whaťs more, you 
are free to choose just about any technology 
available. Without worrying about getting tied 
down to it. 


We deliver all this in remarkably short time- 
frames. If you are wondering how to integrate that 
company you have just taken over or 
contemplating a new line of business, you know 
whom to call. 


To find out more cal: 1600 44 2345 or 


e-mail: info@rsi.ramco.com 
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www.ramco.com 


Running the next generation of business 
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Losing Its Touch 


For long the market leader, Nokia finds itself challenged by nimbler rivals. 


T’S LIKE THE COLA WARS, ONLY 

worse," says Sanjeev Sharma, 
Managing Director, Nokia India. 
Cola wars may well be Sharma's 
favourite metaphor (he was with 
Pepsi earlier) to describe the battle 
in the cellular handsets market, but 
he has a point. Last year saw a rash 
of new entrants—Kyocera, BenQ, 
Bird, DBTel, Kejian, Primus, Sagem, 
Telson, GTran—upping the total 
number of players to 20 in the GSM 
and 10 in the CDMA space. Not only 
are the models offered by these 
vendors cheaper, but often better- 
looking too. Oomph has never been 
Nokia's strong point, and the com- 
pany is losing ground in the coun- 
try. That it entered the CDMA field 
rather late has not helped matters 
either. According to a study con- 


Feeling The Heat 
LG leads Nokia by a significant margin. 
Others". 6.6 (549) 


Kyocera: 0.7 (60) 
Sony Ericsson : 2.5 (210) 
Siemens: 2.9 (243) 
Hyundai Curitel: 3.6 (297) 
Motorola India: 7.8 (633) 
Samsung Electronics". 
12.9 (1,074) 

Nokia India**: 29.7 (2,481) : 


Marketshare are in percentage 
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Figures in brackets are sales in Rs crore 


ducted by CyberMedia Research, 
LG Electronics leads the combined 
GSM and CDMA handset market, 
with Rs 2,797 crore in sales, and a 
33.5 per cent market share for rv 
03-04 (See Feeling The Heat). 
Nokia is the number two with sales 
of Rs 2,481 crore and a 29.7 per 
cent marketshare. 

Does Nokia have a comeback 
strategy? You bet. Following 
global directives, the Indian sub- 
sidiary has just finished a re- 
structuring of its operations to 
make itself leaner. It recently 
hired Sanjay Behl from Lever to 
head its marketing, and it is also 
revamping its channel strategy, 
roping in IT resellers as retailers. 
New market segments—like the 
enterprise market—are being ag- 


* Includes LG India revenues of Rs 40 crore 
** Includes Nokia Corporation revenues of 
i Rs 180 crore 
Includes Samsung India revenues of 

Rs 442 crore 


* Includes BenQ, Bird, DBTel, Kejian, Philips, 
Primus, Sagem, Telson, GTran, & others 


Source: V&D-CyberMedia Research 


Nokia India’s 
Sharma 


MD Sanjeev 





gressively courted. New ideas 
such as gaming phones are being 
introduced. Seven new models 
are waiting in the wings. 

For good reason. The Indian 
handset market grew a whopping 
568 per cent growth last year in 
value terms. Of the total sales of Rs 
8,344 crore, Rs 4,153 crore came 
from CDMA and the rest from GSM. 
Expect these numbers to go higher 
north this year with unified li- 
censing, consolidation among the 
service providers and, of course, 
newer circles getting into the mo- 
bility net. Nokia, though, has big- 
ger plans. “We are looking at man- 
aging the entire mobile commu- 
nications ecosystems for enter- 
prises,” explains Sharma. That 
apart, Nokia plans to go after the 
rural consumer. 

Competition hasn’t been sit- 
ting idle either. BenQ is targetting 
a 5 per cent share in the next one 
year, and mumero uno LG has re- 
vised projected sales for 2004 from 
3 lakh units to 4 lakh. “By 2005 
colour phones will dominate about 
50 per cent of the handset market,” 
says Praveen Valecha, Product 
Group Head (Mobile Phones), LG. 
With handset makers battling it 
out, the consumer can expect bet- 
ter phones at lower prices. 

SUDARSHANA BANERJEE 
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BUSINESS 
RAIDS AREN'T 
ONLY PLANNED 
BY TAXMEN. 


Hackers. They target businesses big or small. They prey over the internet or break in 
through your own network. Result? Business downtime and losses. So, how can you tackle 
threats internal or external? PRESENTING SELF-DEFENDING NETWORKS FROM CISCO. 

An innovative strategy for threat defence. From the worldwide leader 

in network security. You'll be amazed at its unique ability to sense and repel 

hacker attacks before you even wake up to the threat. Outsmart potential disasters; 
protect your business. VISIT CISCO.COM/GO/IN/SECURITY OR CALL 1600-22-1777 
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GRAPHICS BY PINAKI PAUL 


CONSUMERP 


First Things First 


Durables: Value-less Growth 


Proof of price erosion Cheaper is 


98.5 — 


w Volume growth 2003/2002 
im Value growth 2003/2002 





2002 2003 
Figures are proportion o 
sales coming from each 
price band 
m-8k 8-9 
m9-10k m 10-11k 








LE one mis a, oein khi 
Figures in per cent Source: ORG-Gfl 
Budget Countdown Begins 
EBT Tech MBI Pharma 396.63 
IR BT 50 IEBTBF BT Auto 








7441 
Jun. 11, Jun. 14, 
2003 2004 
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Knowledge KO 


NI E IS A 'DIFFERENT' COMPANY. IT IS 
co-founded by an Indian, bas about 100 
employers in the country (some 30 of them 
are IIT-IIM types) and is engaged in Knowledge 
Process Outsourcing (KPO) for Big Pharma. 
Jaswinder S. Chadha, President and CEO, caugbt 
up with BT's Sudarshana Banerjee on a re- 
cent visit to India. Excerpts: 


How does KPO work, as opposed to BPO? 
Companies hive off business processes or IT because 
they do not want to do it themselves for reasons of 
cost or efficiency. KPO comes into play when a 
company can't do the knowledge bit itself, even if 
it wants to. It is primarily consultancy on strategy 
issues and audience research. 


How big is the Indian market for pharma KPO? 
KPO works mostly with branded pharma prod- 
ucts, as opposed to generic ones. The Indian mar- 
ket mostly runs on generic products, ergo, there are 
not much business activities on that front. But if we 
look at the KPO service industry, the prospects 
are very high (in India). The pharma industry 
worldwide spends about $30 billion (Rs 1,35,000 
crore) a year on sales and marketing and some $3 
billion (Rs 13,500 crore) a year on sales plan- 
ning, market planning and market research. Add 
to that the fact that technology analytics requires 
the kind of skill set that is not freely available. 


What is the business model of marketRx? 

KPO, because of its IP-intensive nature is more of 
off-site than of offshore. We have a major foot- 
print in US, a workforce of some 125 people. 
India services the European market. Relationships 
with clients are ongoing, multi-year ventures. 
Size of the deals vary from quarter to a half 
million dollars (Rs 2.25 crore) for market research 
to $1 to $3 million (Rs 4.5-Rs 13.5 crore) for 
helping pharma companies implement enter- 
prise solutions. Typically, billings for a client is 


INVINVH8W AVAIHS 


around $18 to $20 million (Rs 81-90 crore). ; 


Gross margins can be as high as 90 per cent. 


Boutique visit by appointment only. E 2 E DIAMONDS PY LHD 
ANISH DIAMONDS PVT LTD - SS TENURE ee eee TS aC 9 INDIA. Ph 91-11-51756405 the solitaire boutique. 
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CHARMED b 


Potter 
Crazy 


E THE TEENAGED 
wizard's magic 
in India on the 
wane? If early 
box office collec- 
tions of Harry 
Potter and the 
Prisoner of 
DOES ANYONE HAVE Azkaban are to 
ANY IDEAS FOR be believed, then 

BOOSTING MORALE? maybe noc. Ín its 

first week, the 

movie had 

taken in more 

than Rs 12 lakh from one theatre 
alone in Mumbai. “The initial re- 
sponse has been phenomenal," says 


Komal Nahata, a trade expert. But 


THE EMPLOYEE BUT WE ONLY DID i 
POTLUCK LUNCH THAT IT ONCE AND SOME expect the crowds to thin once the 


WE HAD LAST YEAR PEOPLE HAD schools reopen in a week or so. 
WAS ALMOST PERFECT. SCHEDULE Already, the Harry Potter merchan- 


CONFLICTS. dise is going abegging because of 
steep pricing. “The Swords and 
Hogwarts Castle were relatively 
popular, but the rest of the range 
didn’t go down as well as we ex- 
pected,” says Vishal Dabre, 







———— 


I CALL MY IDEA THE EVERY DAY. EACH Merchandiser (Kidswear), Westside. 
‘PERMANENT VIRTUAL EMPLOYEE BRINGS Fortunately for Harry Potter’s cre- 
INDIVIDUAL EMPLOYEE A SMALL MEAL IN 
POTLUCK" OR P. V.LE.P. A BAS AND EASE ator, J.K. Rowling, the books are 
FOR SHORT. IT WHENEVER HE still doing brisk business. 

GETS HUNGRY. PRIYANKA SANGANI f 





OKAY. WHO IS 
GOING TO ORGANIZE 
THE P.V.LE.P.? 


AND LOOK 
HOW HAPPY 





ALICE HASN'T 
HELPED YET. 


SHIVAY BHANDARI 
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Harry Potter: Crowd puller 
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Presenting Auto-fit. 
[wo extra inches 
Mround your waist. 
Whenever you need it. 





AUTO ADJUSTABLE WAISTBAND 


'resenting Auto-fit trousers from Park Avenue. 
wach pair sports an auto-adjustable waistband 
"hich expands upto 2 inches. providing an 
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wnparalleled comfort whether you are seated at 


gc «L| LARA FIT D us ety 
ME ra "n i LE Sd 








t -N 
; 2 ee e Y* 
P. asa y -— n : ME ` 
aie. d - À - 
P +-* ak > - m, - 
pop Agr 


è - , "E 
ut a - Se i . fe T 
- 4 


Pan Avenue AUTO-FIT TROUSERS 


Wailablg at RAYON PARK AVENUE - PARI STORES sd other leading outlets. 


Ambience Publicis/AVEN/05-0352 
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Tapping ATMs 


Infocomm offers cheaper ATM hook up. 


| ene ALL THEIR CONVEN- 
ience, automated teller 
machines (ATMs) are devilishly 
expensive to operate. Blame it 
on technology. Currently, 
ATMs are hooked up to the 
bank's central servers thro- 
ugh vsar technology, deplo- 
ying which requires a licence 
from the government (a time 
consuming process) and a 
leased telephone line. 

The high cost of setting up 
an ATM is one reason why 
their spread is still limited in 
the country. Reliance 
Infocomm believes it can 
change that. By providing last 
mile wireless connectivity through its CDMA network 
riding on a nationwide network of optic fibre covering 
1.100 cities, Reliance Infocomm claims that it can 
wire up ATMs at least 40 per cent cheaper than con- 
ventional VsAT technology. Says Kishore Oka, Head of 
Finance Vertical at Reliance Infocomm: “Since ATMs re- 
quire limited bandwidth, the cost to the bank for 
leasing the line is high. Reliance Infocomm's solu- 
tion is, therefore, more cost effective." 

At present around 11,000 ATMs have been in- 
stalled in the country and analysts expect the number 
to quadruple over the next five years. State Bank of 
India has already connected 100 of its ATMs using 
Reliance Infocomm's CDMA technology. “Others like 
HDFC Bank, ICICI Bank, Citibank and Bank of 
Punjab have also linked to our Reliance Infocomm’s 
central point at Navi Mumbai,” says Oka. Lower in- 
frastructure cost may also enable banks to spread card 
terminals to B and C class towns. In other words, it’s 
smart business—one way or another. 

VENKATESHA BABU 





Kishore Oka: From 
telecom to banking 
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Flextronics' Ash Bharadwaj: Big dea! 


Flexing Muscle 


Flextronics snaps up Hughes Software. 


I CAME, IT SAW, IT BOUGHT. FLEXTRONICS, A 
$14.5 billion (Rs 65,250 crore) electronics 
manufacturing services (EMS) provider based out 
of Singapore, has acquired a 55 per cent stake in 
Hughes Software Systems. The deal, being 
dubbed as the biggest cross-border deal to date in 
India, is worth Rs 1,023 crore, at Rs 547 per 
share. Ever since Rupert Murdoch disclosed his 
intention of selling News Corp's non-core busi- 
nesses, DirecTV's stake in Hughes Software had 
been up for grabs, and several leading tech and 
venture capital outfits are believed to have had a 
go at it. Flextronics entered the fray after the mid- 
dle of May. “EMS prt viders offer solutions like lo- 
gistics, reverse logistics, hardware, manufacturing 
support, mechanical design etc. With this ac- 
quisition, we enter the crucial software design and 
services business,” says Ash Bharadwaj, President 
(Design Services), Flextronics. Hughes, how- 
ever, will continue to function as before. “The 
management structure will remain the same and 
Hss will remain a public company,” Bharadwaj 
adds. Arun Kumar, President and Managing 
Director of Hss clarifies that the guidance of 25 
per cent mentioned earlier will not change, as 
won't the relationship with Hss’ top five cus- 

tomers, including News Corp. 
SUDARSHANA BANERJEE 
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Kodak 3 
EasyShare 0x7630 


6.1 Megapixels 
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To order prints online 
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POSITIVE 


Never fail to say YE 
despite the urge to shake 
your head the other way. 


ISSUED IN THE INTEREST OF THOSE WHO DON'T READ BUSINESS TODAY. 
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Breaking News 


In a great Act |, bleeding-edge content and an eye on costs help TV Today Network declare 


"poe 


record profits and a handsome dividend for 2003-04. Act II will not be as easy. 


S BUSINESS NEWS GOES, A COMPANY 

Å m a 15 per cent dividend 142 days 
er it lists is compelling stuff. TV Today 
Network, part of the India Today Group that 
publishes this magazine, has done just that. The 
dividend was the yield of a year when revenues grew 30 
per cent to Rs 142.52 crore. Other figures are as im- 
pressive: a net profit of Rs 32 crore and an operating 
profit margin of 44 per cent. “If the company is 
able to deliver these kind 
of results for the next 
three-to-four quarters, in- 
vestor perception about 
the entire media sector 





as a relative non-per- CNNL 

former may change," says Aaj Tak 

Jigar Shah, the Head of NDTV India 

research at Mumbai bro- DD News 

kerage K.R. Choksey. Star News 
Hindi news channel Zee News 

Aaj Tak is at the core of Sahara Samay 


this success. “Time and 


again, we have proved that 

Aaj Tak has the ability to 

run better and faster than 

the competition," says G. Revenues 
Krishnan, CEO, TV Today. Net Profits 
The channel has lost some Aoi 


share to its rivals—its av- 
erage share of viewership 
has declined from 40 per 


i CHANNEL 
sound 28 per cent to. I 
day—but i ins th CNBC TV 18 
ay—but it remains the TREE e 
leader. ““Marketshare is al- y 
ways relative and, in iso- c World 


lation, an inaccurate meas- 

ure to measure perform- 

ance," says Krishnan. 
“When we had a 40 per cent marketshare we used to 
deliver lesser eyeballs as we do now at 30 per cent." 
And the channel delivers when it matters. On May 13, 
the day the results of India's general elections were de- 
clared, Aaj Tak's share went up to 37 per cent, al- 
most twice #2’s. Then, as Anita Nayyar, Managing 
Director (North & East), Starcom, a media-buying 
agency points out, “Aaj Tak continues to be very 





TV Today: Breaking News; Minting Profits 


Leveraging Aaj Tak's leadership position... 


Source: TAM. for week ended May 29, 2004. ALL INDIA, 4 YEARS +, CBS 


... TV Today has boosted revenues and profits... 


...but the company's English channel has ways to go. 


Source: TAM, for week ended May 29, 2004. 6 METROS, 4 YEARS +. C&S 


strong with advertisers because their own sales 
networks have faith in it." 

The competition is unconvinced. “We carry 
150 stories a day compared to Aaj Tak's 50 or 
60," says Laxmi N. Goel, the Head of Zee 
News, making a pitch for editorial supremacy. “And 
4,500 boxes measuring viewership in an universe of 45- 
million cable homes means there are serious issues," he 
adds, taking a pot shot at the way viewership is meas- 
ured. NDTV couldn't re- 
spond to BT's questions 
because it was in the silent 
period preceding the an- 
nouncement of its results. 





SHARE (ALL DAY, IN PER CENT) For the nine months 
27.9 ended December 2003, 
20.5 the company made a loss 
16.3 of Rs 46.4 crore on rev- 
14.7 enues of Rs 37.13 crore. 
13.9 TV Today isn't with- 


6.6 out its share of problems. 
Its English channel 
Headlines Today had its 
share of teething problems 


2002-03 2003-04 although data indicates 
109.38 142.52 that it has started deliver- 
25.92 32.08 ing results in recent weeks. 


Its last measured viewer- 
ship is almost equal to 


CNBC TV 18's. 

SHARE (ALL DAY, IN PER CENT) _ Aaj Tak's success, 
52 ironically enough, wor- 
20 ries some media buyers 
who see clutter on the 

18 pore 
12 channel adversely affect- 
2 ing quality of advertising 


exposure. And the com- 

pany has not made much 
headway into southern mar- 
kets (some 20 million cable homes). 

Krishnan believes all these can be addressed. 
Headlines Today, he explains, is targeted at the young 
viewer from SEC (socio economic category) A and B in 
the top six metros, a viable positioning. The com- 
pany is restricting advertising on Aaj Tak to a maximum 
of 18 minutes an hour, building special packages 
around events such as the Union Budget and working 
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on a new look for Aaj Tak that will be concern,” says Sanjeev Prasad, an 
unveiled sometime in July. On May 13, the day the analyst at Mumbai-brokerage Kotak 
Nor is Krishnan worried about results of general iP ius aee — that pe 
rowth. TV Today is eyeing interna- . ployee costs have risen by aroun 
tional vibes n for eoride elections Were de- per cent in 2003-04, but at 25 per 
its revenues and may become a pay i ? cent of total costs (for 2003-04) this 
channel in India if the Conditional clared, Aaj Tak's share is far lower than NDTV's 40 per 
Access regime kicks in. Headlines went up to 37 per cent, cent Gor nine months ended 
Today could help the company im- , December 2003). 
prove its showing in the south where almost twice #2 NDIVs Can TV Today retain its edge? 
viewers prefer regional language news *[ am very confident we will not 
channels or English ones. At Rs 50-60 only retain leadership but continue to 
crore, the English news channel ad market isn't some- grow,” says Aroon Purie, Chairman and Managing 
thing TV Today can ignore, and Krishnan claims the Director, TV Today. “We have a great team in place 
company is “now showing the same aggression with and it will deliver the results.” At the moment, the 
which we launched Aaj Tak to Headlines Today". stockmarket, the final arbiter in such matters in free 
Not all challenges facing TV Today are external. markets believes so. As this article goes to press, the TV 
There's the issue of its low-cost model, built around Today stock is quoting at a price-earnings multiple of 
a lean team paid adequately, not lavishly, coming — 19.7. That's almost the same as Mphasis. 
under fire. *Employee costs shooting up is an area of SHAILESH DOBHAL 


Home-body 


If you're the kind that thinks the only thing that tastes better than a Big Mac is a 
Big Mac eaten at home, we've great news for you. 


VERYONE IS GOING DIRECT-TO-HOME (DTH), AND WE Kishore Biyani, Managing Director, Pantaloon Retail. 

do not mean the eye-in-the-sky satellite “Local kiranawalas are deeply entrenched in the 
channel thingamajig. Taking a leaf out latter.” In early May, McDonalds went 
of the books of every pizza com- DTH too in one Mumbai-borough 
pany worth its pepperoni (simply and soon after extended this 
too many to enumerate), local across all its outlets in the city. 
Udupi, Punjabi-chinese, and Mughlai “The idea is to allow our 
restaurants, and neighbourhood gro- customers to enjoy a 
cers and pharmacists, a clutch of McDonalds meal, even if 
companies has decided that Indian they cannot make it to a 
customers crave the home-deliv- restaurant,” says Amit 
ery option. So, following the Jatia, Jv Partner and Mana- 
footsteps of Sangam, a HLL ging Director, McDonalds 
home delivery initiative Western Region, who is bet- 
(restricted to certain ar- ting on sales increasing by 10 
eas in and around per cent to 15 per cent. That, 
Mumbai), Pantaloon the fact that home-delivery in- 
Retail's Food Bazaar creases the size of a company's 
launched the Food Bazaar opportunity, could be one rea- 
on Call service in early June son why everyone is in a rush to 
in Navi Mumbai—it travels go DTH. Àn, incremental business 
to Gurgaon next. “We will | of 15 per cent isn't something 
be focussing on new colonies anyone can afford to ignore. 


rather than old ones," says PRIYANKA SANGANI 
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CEO RESOLUTION FOR 2004-05 #1 


i propose to 
do the right 
thing for my 
employees by: 





> Not inventing a month-long > Not having them work on my p | 
European business visit this summer T presentations and speeches b ull 

Not sending them home, or picking Participating in the Best Companies v 
» them up from there, in killer MUVs D: P* To Work For In India study | 





Be positive, participate in the BT-Mercer-TNS Best Companies To Work For In India study 





THE 






COMPANIES 
TO WORK 
FOR IN INDIA 
A BT-Mercer-TNS study | 


For details 
e-mail: bestcompanies @intoday.com or go to www.business-today.com 





S À RE c2 


bt trends 


PINAKI PAUL 


— SORTEO ’ 


21 a epee 





Where's The Pay-off? 


The IPO may prove a windfall for Tata trusts and group companies, but what's in it for TCS? 


HEN COMPANIES MAKE INITIAL PUBLIC OFFERINGS 

(IPOS), you would like to believe that they will in 

many ways benefit from the proceeds of that issue. 
After all, the funds collected can be used for expansions, 
acquisitions, brand-building and so on. So the IPO of 
Tata Consultancy Services (TCs), which is expected 
to raise some Rs 5,000 crore, is unusual (to say the least) 
in the sense that a week after the billion dollar-plus Tata 
jewel filed a draft prospectus with the Securities & 
Exchange Board of India (SEBi), the last question on 
prospective investors’ minds is: But what's in it for TCS? 
That's simply because it's difficult to ignore that 
the biggest beneficiary from the 1PO isn't turning 
out to be Tcs but Tata Sons—of which TCS was 
once a division—the trusts that hold 66 per cent in 
Tata Sons, and other group companies like Tata 
Power, Tata Tea and Tata Steel, who own bitsy 
stakes in TCS. The trusts directly own 6.5 per cent. 
And as far as the proceeds of the IPO go, analysts 
point out that a fair chunk of the money raised 
will be utilised for funding the Tatas' giant ambitions 
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No Free Lunches 


Smart brands ride on editorial coverage in the India-Pakistan cricket 
series for free. 


Hindustan The Indian The Times 

Brand Name* Times Express The Hindu Of India 
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*Not a complete list 
Net Media Value in Rs for Delhi editions only, March 3 to April 21, 2004 
NMV is calculated by multiplying the cost in column cms of an article (had it been an ad) 


Ali figures are Net Media Value 


with quality of brand exposure 
Source: Comperio Research (Mark McCormack Group) 
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in the cash-guzzling business of telecom. 

So what's in it for TCS? In fact, you have to 
wonder how this conservative software services pi- 
oneer is going to deal with the pressures from the 
finicky analyst community, which lives from quarter 
to quarter, even as it expects guidance for the entire 
year ahead. TCs officials weren't available for com- 
ment (it's the "quiet" period), but observers maintain 
that for the past couple of years the company has 
been honing its act precisely for this occasion. For in- 
stance, S. Mahalingam was anointed Chief Financial 
Officer (CFO) of TCs, with the clear-cut mandate of 
preparing the company for Dalal Street. 

The iro will also help TCs become more recognisable 
as a brand under the Tata umbrella, both in India and 
globally. For a company that has the ambition of being 
amongst the top 10 consulting firms in the world by 
2010, hiring will also be easier as brand awareness in- 
creases. After all, Tcs will need to have at least 40,000 
employees (roughly double today’s headcount) across at 
least 30 countries to hit revenues of $6 billion (Rs 
27,000 crore), which is what’s needed to enter the top 
10. To make the brand visible and known in the west as 
well as countries like Chile and Uruguay, TCS has hired 
global PR firm Fleishman & Hillard (a unit of Omnicom). 

Clearly, if the Tata companies benefit from 
cold cash from the TCS IPO, the software major 
will gain more from the ripple effect the public of- 
fering will have in terms of higher brand recall, and 

the rub-off factor from the 
Tata brand. But then 
perhaps wouldn't a 
part-overseas listing 
have helped... 
BRIAN CARVALHO 







UMESH GOSWAMI 


High hopes 






TCS' S. Ramadorai: 


WWW.emirafesindia com 


Experience everyday New Vork. 
Daily non-stop flights from Dubai. 


'Keep discovering. à 


e five boroughs of New York all connect in different ways. Travel to Brooklyn from 


ooks, televisions and movies. But none have truly done it justice. Experience 
Big Apple from a local perspective and discover a very different New York. 
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Conditions apply. For more details contact your local travel agent or Emirates in Mumbai: 2879 7979. Delhi 
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Six years ago, as a 29-year-old, Ashish Dhawan made three bets: 
-. That global investors would trust him with millions. They did—with $450 million. 
— That they would be interested in India. They were. 

~ That he could make money investing in Indian companies. He has. 














the rules of the private equity game. 


BY R. SRIDHARAN 


S FANCY HOTEL SUITES GO, THE ONE AT THE 
end of the corridor east to the bank of 
cramped elevators on the first floor of 
Oberoi Hotel in south-central Delhi, is 
nothing to write home about. It's 2,000 sq 
ft of cavernous real estate with wall-to-wall carpets and 
Mughal paintings, and a narrow corridor that has 
rooms on either side. Walk into the first room to the 
corridor's left, and you'll find a small workstation 
hugging one corner, a large three-piece sofa with 
green leather upholstery sitting not too far away, 
near a large quasi-French window. There are two 
untitled paintings on the wall behind the worksta- 
tion, one of which is hung above a shelf cluttered 
with files and documents. On the whole, a rather un- 
pretentious and functional pad. 

Just like its occupant, you could say, who on this 
day is wearing khaki-coloured trousers, an open-col- 
lared blue shirt, and a pair of well-worn burgundy 
moccasins. On the wrist of his left hand is a five-year- 





old plastic Swatch and the oval metal-rimmed spec- ^ 


tacles that he is wearing has its left side temple bent— 
a fact unnoticed by the wearer until pointed out. 
Next day, when he turns up for an evening photo 
shoot, he does so wearing an 11-year-old tie, albeit a 
Hermes (you see it in the photo alongside). ^I haven't 
bought a suit in the last five years," he informs the 
writer, not as a matter of pride, but fact. 

That's one more thing global investors must love 
about Ashish Dhawan, the 35-year-old Senior Managing 
Director of ChrysCapital, and who calls Suite 101 in 
Oberoi his headquarters. Five years ago, he and his class 
mate at the Harvard Business School, Raj Kondur, 
gave up lucrative Wall Street jobs to launch an India-spe- 
cific fund under ChrysCapital (formerly Chrysalis 
Capital), to invest in start-ups. Since then, Dhawan has 
raised, in two rounds, $200 million in funds from 
investors around the world, and on June 11 closed ano- 
ther, vastly bigger fund of $220 million (a greenshoe 
option included, it will eventually close at $250 million 
in July). That means Dhawan, the elder of two sons of 
a reasonably well off but retired corporate executive, is 
the keeper of $450 million of money from global inv- 
estors, including the Harvard Foundation, Digital 


Century (a hedge fund), HSBC and Microsoft, among 
others. Says a Delhi-based private equity investor, 
who is currently doing the rounds of international in- 
vestor circuit to raise a fund of his own: “For 
American investors (investing in private equity funds), 
India starts and ends with Ashish Dhawan." 

No doubt, he's exaggerating for effect, but only a lit- 
tle. For, what Dhawan has managed to achieve in the 
private equity business is the near impossible. In an era 
when venture funds (the difference between private equ- 
ity and venture funds is that while the latter invest in 
start-ups, the former fund listed or unlisted companies 
that already have sizeable revenues) were dominated by 
large financial institutions, Dhawan & Co. jumped in 
as fresh-faced kids with a naive conviction that they 
could a) get savvy investors to put millions of dollars be- 
hind them, b) sell them the India story (back in 1998- 
99 doing so was harder still), and c) actually make 
investments that would pay off. And incredibly, they've 
been right on all three counts. Says Prakash Karnik, an 
industry veteran: “In many ways, Ashish is a pioneer. He 
changed the rules of the game. For the first time in 
India, it was an individual, and not an institution, 
launching a venture fund.” 

For that reason alone, Dhawan—not necessarily the 
smartest of them all—is both the pride and envy of the 
industry. In less than five years, ChrysCapital, the first 
half of its name derived from Dhawan’s school fest, has 
managed to return a 31 per cent IRR (annualised) for its 
Fund One, and make two highly profitable exits. One 
was the sale of Spectramind, a BPO, to Wipro, which 
fetched the firm $60 million and the other was the sale 
of half its stake in Jerry Rao's Mphasis to various in- 
stitutions for $13 million. That was approximately 
the amount ChrysCapital had invested in it, and in- 
terestingly enough the other half of its stake is worth 
$30 million at current market valuation. The second 
fund, where investment has been made in companies 
like IVRCL and Yes Bank, is said to be running an IRR of 
48 per cent, but even Dhawan admits that it will be im- 
possible to maintain that when it's time to pay back to 
investors in 2006 or 2007. Still, depending on its exits, 
ChrysCapital should be one of the top performers in the 
secretive business of private equity. Says George E. McCown, 
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Fund One was largely wasted on dotcoms. 
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What Happened? 

















Co-founder and Managing Director, 
McCown De Leeuw & Co. (MDC), a 
Menlo Park (California)-based pri- 
vate equity fund with $1.2 billion 
under management, and who gave 


-Dhawan and Kondur part of the seed 


capital to launch ChrysCap: “They are 
probably among the top firms (in 
terms of returns) of that vintage." 
Possibly as a reward, the otherwise 
thrifty Dhawan has bought himself a 
house (the grapevine has it, for Rs 
11 crore) on Delhi's upscale Amrita 
Shergill Marg, not far from where 
Bharti Tele-Ventures’ Chairman Sunil 
Mittal lives in an even bigger and 
more expensive house. 


Salesman #1 
Talk to private equity players in India 
and they'll tell you that Dhawan’s 
networking and money-raising skills 
are "light years ahead (that) of oth- 
ers”. But the idea of a venture fund 
like ChrysCapital may actually have 
been fathered not by Dhawan, but 
by McCown. Here's how: About 10 
years ago, when Dhawan had just 
passed out of Yale with an under- 
graduate degree in mathematics and 
economics and had taken up a job 
at McCown's firm as an analyst, 
Dhawan's father (Anand) happened to 
visit California and meet McCown. At 
that time, McCown was trying to 
raise a third fund for MDc and 
Dhawan senior suggested that he tap 
business families in India because re- 
cent liberalisation of the economy 
may have got them interested in mar- 
kets abroad. McCown, an Indophile, 
came with his young Indian employee 
in tow, and went around meeting 
some of the big business families. As it 
turned out, the Birlas and the Tatas 
were more interested in investing in 
India than overseas. That got 
McCown thinking and he was keen to 
open an India office for his own firm. 
But Dhawan, only 25 years old back 
then, felt that they should wait for a 
few more years. McCown agreed. 
At Harvard, the idea planted by 
McCown took shape when Dhawan 


didi ia — we | 


and Kondur (besides class mate Sanjiv Bajaj of Bajaj 
Auto) started working on a case study on India (ap- 
parently, it is now taught at Hes). But instead of taking the 
plunge right away, Dhawan and Kondur decided to 
take up Wall Street jobs—Dhawan at Goldman Sachs as 
part of its $4-billion hedge fund business and Kondur 
at Morgan Stanley, where he was part of the team 
managing the $1-billion Princess Gate Fund, which in- 
vested in telecom and rr. Ironically, the defining mo- 
ment came with Dhawan’s (arranged) marriage in July 
1998. When he came to Delhi, he sensed that the time 
was ripe for launching an India fund. Returning to the Big 
Apple with his new bride, Dhawan—who until then 
shared a large apartment with Kondur at SoHo in 
Manhattan—told his friend that he planned to take the 
plunge. Was he interested in joining hands? Kondur was. 

In the latter half of 1998, Kondur and Dhawan 
(who by then had moved with his wife to a one-bed- 
room set up on 225, East 79th Street) started putting 
their business plan together. Once they had their 15 -page 
presentation finalised, they made a pitch to McCown 
and Jeffrey C. Keil, Chairman of International Real 
Returns, a private investment advisor. It helped that both 
McCown and Keil were Harvard alumni, besides which 
McCown had been Dhawan's employer just a few 
years earlier. McCown and Keil, along with some of 
their partners, gave Dhawan and Kondur $500,000 
in seed capital to go out and raise money from other in- 
vestors. They also promised to invest $20 million, pro- 
vided the energetic duo could get other investors to first 
cough up $35 million at least. 

Over the next five months, Dhawan and Kondur 
criss-crossed the US, flying cheap airlines and living 
out of inexpensive hotels, and met dozens of potential 
investors. A few said a polite no, but most, interest- 
ingly, liked their sheer energy and enthusiasm. Among 
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THE MAN AND THE INVESTOR 


IRST AND FOREMOST, ASHISH DHAWAN IS A FAMILY 

man. He came back to India to get married to 
an Indian girl because he believed that was the 
right thing to do in the long run. He moved 
headquarters from Mumbai to Delhi and took up 
a suite in Oberoi because he wanted to be close 
to his family. Currently, he lives with his parents 
in their home in Delhi's Jor Bagh, but will be mov- 
ing out to his own nearby that he bought recently. 
Last week of May, when he went to a fortnight-long 
vacation in China, he not only took his wife and two 
children, but also his parents. He's doesn't lead a 
page-three life, preferring quiet evenings with his 
family and, occasionally, a few select friends. A so- 
cial drinker, he gave up red meat and turned to 
seafood after he went down with typhoid last 
year. Although he doesn't get to work out much, he 
likes to go skiing and scuba diving, which in India 
isn't all that often. As an investor, Dhawan believes 
in investing in a handful of industries where 
India has a chance of succeeding globally. "I 
hate commodity investments," he says when 
asked if he would invested in steel or cement. He 
also believes in letting the professionals in his in- 
vestee companies run the show. Says Raman Roy 
of Wipro Spectramind: "He knows when to push 
and when to back off." 
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THE ESSENTIAL j^ 
them were people like Henry M. Paulson Jr., Chairman D WAN 
and CEO of Goldman Sachs, Rajat Gupta of McKinsey, Y 
Victor Menezes of Citigroup, Gurcharan Das, formerly 
j of P&G, besides companies like Microsoft. Says Das: 
"In some ways, they reminded me of myself when I was 
their age. They had this fire in their belly and a desire to 
come back and do something for the nation." In the fall 
of 1999, they closed the fund at $63.8 million. Messrs 
Dhawan & Kondur were in business. 


Damned by the Dotcoms 
When the two young investors (Dhawan had just turned 
30 and Kondur was only 28 then) moved into their 
900-sq-ft office in Mittal Chambers in Mumbai's business 
district of Nariman Point, the dotcom frenzy in the US 
was already winding down. But in India, Net babies 
) were still mushrooming out of every nook and cranny, 
and Dhawan—whose basic idea was to replicate 
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A Sri Lankan Tamil 
who grew up in 
Malaysia and Britain, 
Brahmal went to 
Harvard with 
Dhawan and 
Kondur and has 
worked with BCG 
and BAT. Currently, 
he's a Managing 
Director in charge 
of US operations. 


€ Adarsh Sarma: 


A little over three years old at ChrysCap, Sarma 
has previously worked with Radiowave (a media 
and technology company funded by Warburg 
Pincus, Intel, and Motorola), McCown De Leeuw, 
and Merrill Lynch. He has an MBA from Chicago 
Graduate School of Business. 


€ Sanjay Kukreja: 


An economics graduate, he's done more than 
four years at ChrysCapital. He joined the firm 
fresh out of IIM Bangalore. 


Ashley Menezes and Sanjay Kukreja 





A winning combo: (Anti-clockwise from left) Brahmal Vasudevan, Adarsh Sarma, 
Kunal Shroff, Gulpreet Kohli; (centre, anti-clockwise) Ashish Dhawan, Ravi Bahl, 


He worked with GE's 
BPO business before 
joining ChrysCapital 
in May 2000. Kohli - 
has an MBA from 
Clark University. 


® Kunal Shroff: 


He was hired even 
before ChrysCapital 
formally launched its 
fund in India. Kunal 
previously worked 
with Chilton 
Investment Company, 
a $2-billion hedge 
fund. At ChrysCap, 
Kunal, a graduate in 
computer science 
from Cornell University, focuses on tech investments. 





€ Ashley Menezes: 


A chartered accountant by education, Menezes came to 
ChrysCapital three years ago from KPMG, where he worked in the 
IT and US GAAP practices. 


€ Ravi Bahl: 


The oldest of the lot, Bahl, a Managing Director, joined three 
years ago and has worked with Citibank and eFunds, a trans- 
action processing company. A graduate of IIM Calcutta, Bahl | 
came on board soon after Kondur left. 


America's dotcom boom in India—refused to believe 
that it could die a sudden death, which it did. So, in a 
matter of 90 days, Dhawan and Kondur mowed 
through some 500 business plans and even visited 
150 outfits. While their average size of investment 
was small, they wagered on a string of dotcoms with 
names as bizarre as Cheecoo and Planet Saffron (See 
The Doomed Dotcommers). More than 40 per cent of 
the $64 million went into such companies, and most of 
it had to be written off in 2001. 

Around late 2000, when it became apparent that 
dotcoms in India were doomed, Dhawan realised that 
they had a big mess on their hands. Two things needed 
to be done: One, salvage whatever little value was 
left in their dotcoms and, two, cobble together a new 
fund if ChrysCapital were to have a tomorrow. Early 
2001, Dhawan and Kondur hit the road again to raise 
some more money. They travelled “like mad men” over 
six months “banging a lot of new doors". A lot of 
the previous investors didn't come on board, but luck- 
ily for them Harvard, which has a fund pool of $20 bil- 
lion, obliged this time round, and the duo finally man- 
aged to raise $127 million. *It was a lifeline that had 
been thrown to us and we were determined not to mess 
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up this time," recalls Dhawan. 

In a move that surprised ChrysCapital's investors 
too, Kondur quit—ostensibly to set up his own BPO, but 
actually because the partners fell out—and Dhawan 
had to rope in more experienced managers like Ravi 
Bahl, who joined in the middle of 2001. By then 
ChrysCapital also refocussed its own strategy and 
decided to be a generalist rather than a specialist fund, 
to do "growth capital" (industry jargon for funding 
companies seeking aggressive growth), to invest in 
start-ups only in industries that the team understood 
thoroughly, and to set up an office in the US not just for 
fund raising, but also investment. *We realised that to 
be successful, we had to do fewer things and do them 
better," says Brahmal Vasudevan, Dhawan's Harvard 
batchmate and head of ChrysCapital's US operations. 

The investments that followed were in stark contrast 
to the, well, irrational exuberance of Fund One. Bro, rr 
services and financial services became the core of the 
second fund, although it has an infrastructure company, 
Hyderabad-based IVRCL, in the portfolio too (See The 
Comeback Portfolio). In each of these companies, 
ChrysCapital has picked between 8 per cent (like in Yes 
Bank and TechTeam) and as high as 80 per cent (in 
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Want an air ticket really fast? 
Print a Jet Airways ticket yourself. 
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Welcome to the future of air travel. Now, 
your favourite airline has made it possible for 
you to fly without a conventional ticket. 


On www.jetairways.com you can book your 
flight, pay with your credit card, take a printout of 
your e-ticket, and you are ready to fly. Remember 
to carry some valid photo identification" along 
with your e-ticket. 


Our payment mechanism is protected by 
VeriSign and Thawte using powerful encryption 
technology (128-bit Secure Socket Layer - SSL) 
that meets industry standards. What's more, 
our web booking engine is connected to our 
Sabre Reservation System which has direct links 


Conditions apply. “Government-issued photo identification/Driving License/Voter ID/Passport (for international passengers)/Photo Credit Card 


to the credit card associations. This makes sure 
that your transactions on our website do not 
get exposed on the web. So it is safe to use your 
credit card on our website 


e-ticketing isthefastest and most convenient 
way to get a ticket. It lets you book your ticket 
anywhere, anytime. Now no matter where you 
want to fly, make sure.wwWw.jétatriays.com is 
your first stop. 3 
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MV pees CAPITAL PARTNERS, 
a $140-million fund, has a 
| story similar to that of ChrysCapital. 
Like Ashish Dhawan and Raj 
| Kondur, WestBridge’s Sumir Chadha 
, and K.P. Balaraj also graduated 
from the Harvard Business School, 
and worked with Goldman Sachs. 
. And like ChrysCapital, WestBridge 


has managed to get some — TAn. 
big investors interested in /f 1 X a\ 


India. In the latter's case, ~~~) 
investors include Goldman 

Sachs, Merrill Lynch, and Capital Z. 
But unlike ChryCapital, they haven't 
managed any hi-profile exit yet, and 
neither do they have as diversified a 
portfolio as ChrysCapital’s. Their 
concentration is on information tech- 
nology and outsourced services 
(BPO), with investments in 


Genomics, July Systems, 
Emagia, Celetronix and 

ICICI OneSource. The last 
two—Celetron is based in the US 
and ICICI OneSource in India—are 
set to go public in the next 6-12 
months. Once that happens, “our 
performance will probably be at the 
top or very top of our VC peer group 
globally”, says Balaraj, who heads 
India operations out of Bangalore. 


Global Vantedge). Going by the average perform- 
ance of the portfolio, the second fund is clipping at an 
annual IRR of 48 per cent, but Dhawan points out that 
the rate will be hard to hold on to. Yet, it’s unlikely that 
it will perform any worse than the first fund. Says 
Raman Roy, Chairman and Managing Director, Wipro 
Spectramind: “Ashish is one of the smartest guys 
around, he understands things very quickly.” 


Smart Fund Raiser, Smarter Investor? 

Few in the private equity business will dispute 
Dhawan’s extraordinary fund-raising ability. But ask 
them if he's as brilliant an investor and they'll demur. 
First of all, they point out—and to be fair, Dhawan 
readily admits as much—ChrysCapital is not about him 
alone. There are several smart managers (See Dhawan’s 
A-Team) who work with him. In fact, one of his former 
colleagues says that much of ChrysCapital’s dotcom fia- 
sco happened because of Dhawan's infatuation with the 
phenomenon. Besides, Kondur, and not Dhawan, 
may have been the driver of ChrysCapital's first-ever 
and the most famous and life-saving deal: the invest- 
ment in Spectramind. When ChrysCapital started 
talking to Raman Roy, he was already negotiating 


with at least six other venture funds and the man who 
spent the most time trying to woo Roy (once, an entire 
day on October 9, 1999) was Kondur, not Dhawan. 
Even Spectramind's deal with Wipro happened not 
because of Dhawan (Kondur was out by then), but 
because of Azim Premji, who personally visited 
Spectramind's Okhla facility before investing $10 mil- 
lion in 2001. The final landmark deal where Wipro 
bought out ChrysCapital's stake for $60 million about 
a year later also happened because of Premji stepping 
in—especially when it came to buying the manage- 
ment's part of the stake. Says Suresh Senapaty, CFO, 
Wipro: "Basically, (Premji) told us to ensure that the 
management felt like a winner in this deal." 

Another criticism about Dhawan you are likely 
to encounter in the business is that he's figured out a 
great way to avoid lemons—"he simply piggy-backs on 
deals of other private equity investors," one of his com- 
petitors told BT. As evidence they point to UTI Bank, 
where CDC Capital Partners got in first, Mphasis, 
where Baring Private Equity Partners India made a big- 
ger and bolder bet by buying an ailing BFL Software 
and then merging it with Jerry Rao-promoted Mphasis, 
or IVRCL and Yes Bank, where CVC International 
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PRIVATE EQUITY 
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HEN ASHISH DHAWAN AND RAJ 

Kondur set up their own ven- 
ture fund in 1999, they were one of 
the first individuals to get into a 
business traditionally dominated 
by large financial institutions in 
| India. But in more mature mar- 
_ kets like the US, individual man- 
. ager-led funds have always been 
. the norm. That trend is finally be- 
ginning to emerge in India. So far 
. this year, two private equity firms— 
|. CDC Capital Partners and Baring 
. Private Equity Partners India— 





have seen their managers do a 
buy-out. In other words, instead 
of CDC of UK raising and investing 
funds, it will be the new manage- 
ment companies (Actis in the case 
of CDC and Rahul Bhasin, who 
gets to retain the Baring name) 
that'll run the show. What's forcing 
the trend? Investors, who want the 
fund managers, and not their in- 
stitutional employers, to make 
money. That's swell for the man- 
agers, because apart from the 2 per 
cent management fee that they 


i 


get to keep from the overall size of 


the fund to manage their expenses — 


and pay salaries over a five-year pe- 
riod, they stand to gain—in a typ- 
ical situation—20 per cent of the 





profits as bonus, provided they . 
deliver a minimum retum agreed to — 


by investors. In the case of 
ChrysCapital, if the third $250- 


million fund crosses such a “hurdle — 
rate” and assuming it returns 30 © 
per cent, Dhawan and his team . 


will get 20 per cent of $75 mil- 
lion—or a cool $15 million. 


made the first move. 

But, then, you don't get 
into Harvard and graduate 
with flying colours if you 
don't have a damn good 
head on your shoulders. To 
Dhawan's credit, he did spot 
the BPO wave much ahead of 
its coming and he also knew 
which horse to back. He was 
also smart enough, even as 
a 29-year-old, to turn down 
McCown's suggestion to 
bring the first fund as a 
McCown De Leeuw venture. 
As McCown told BT, 
Dhawan felt that an indige- 
nous fund would better ap- 
peal to Indian entrepreneurs. 
Says Giri Devanur, CEO of 
Ivega, an investee company 
recently sold to The 
Chatterjee Group: “Ashish 
is a brilliant individual. He is 
a trend spotter and is able 
to latch on to new things 
very quickly.” Devanur 
speaks from experience. In 
early 2000, he ignored 
Dhawan’s advice to move 
into the BPO space and suffered for it. 

Not just that. Dhawan, who was born in Delhi 
but went to school in Kolkata’s St. Xaviers, can really 
push himself. E. Sudhir Reddy, 43, Vice Chairman 
and Managing Director of IVRCL, recalls his first meet- 
ing with Dhawan last November. It was supposed to be 
a breakfast meeting but Dhawan ended up spending 
close to eight hours at their office, chatting up every- 
body from the engineer to the draftsman in his bid to 
understand IVRCL’s business. Past month, when Dhawan 
went to China on a vacation with his wife, two kids, and 
parents, he was regularly working his mobile phone. 
Says Ajay Relan, Managing Director of Cvc International, 
a good friend and neighbour: *He's incredible. He 
was sending me four-to-five text messages a day and also 
calling up because we were trying to get a deal done." 

Dhawan, who likes an occasional evening walk in 
Delhi's Lodhi Gardens with friend, mentor and in- 
vestor Das, can also display tremendous amount of 
courage if he's convinced about an investment. For ex- 
ample, soon after he invested in Mphasis, paying Rs 350 
a share when the prevailing market price was Rs 230, 
the stock plunged to Rs 60. But Dhawan held on, 
convinced that Mphasis was a good bet in the long 


KEY EXITS AT 
CHRYSCAPITAL 





term. Says Jerry Rao, 
Chairman and CEO, Mphasis: 
“It must have taken a lot of 
courage and foresight to in- 
vest in us back then.” His 
stand was vindicated. Today, 
the stock quotes at Rs 245, 
post a 1:1 bonus, and 
ChrysCapital still has half its 
original investment in the 
company that is worth an- 
other $30 million. Says 
McCown: “Every year we 
have three or four under- 
graduate analysts at the firm 
who stand out. But Ashish is 
simply the best we ever had.” 
But as some super 
achievers can be, Dhawan is 
impatient and not as good a 
people manager as some ex- 
pect him to be. For instance, 
his former colleagues are 
pretty bitter about their ex- 
perience at ChrysCapital. A 
rival private equity investor 
complains how Dhawan 
once hijacked a done deal 
simply by offering a higher 
valuation. Another one-time 
friend, who claims to have acted as. Dhawan’s sounding 
board when the fund was being set up, says that when 
it was his turn to ask Dhawan for help, he didn’t give 
him the time of day. Dhawan’s defence: “I am not 
perfect.” Not that Dhawan can’t be inspiring when 
he wants to. Rao of Mphasis recalls the “brilliant 
speech” that Dhawan delivered soon after he made the 
investment. It was so good that it worked like a “shot 
in the arm”. Dhawan also doesn’t interfere in the day- 
to-day operations of his investee companies. “If we 
have to run a company, it means we've messed up,” he says. 
With his third fund, Dhawan wants to do more of 
the same thing: invest in promising companies in a wide 
variety of industries. He is currently looking at a few 
deals, one of which is a heavy engineering company. “1 
want ChrysCapital to be a premier investment firm that 
is ahead of the curve and is associated with building a 
few world-class companies from India. With the third 
fund, I have that platform,” he says. Dozens of in- 
vestors around the world seem to think that he does. 

Now, Dhawan only has to deliver. — If 
ADDITIONAL REPORTING BY PRIYA SRINIVASAN IN 
MUMBAI, VENKATESHA BABU IN BANGALORE, AND 
E. KUMAR SHARMA IN HYDERABAD 
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Six diamond companies, including three global heavyweights, 
are fighting it out for the state's rare treasure. sv sanan r.v. 


VERYONE, JOHN BURGESS WILL TELL YOU, IS AN 

enemy. The 41-year-old India head of Rio 

Tinto, one of the world's largest mining 

companies, has been in the business long 

enough to know that it pays to be paranoid. 
And in Chhattisgarh, a central Indian state where the 
company expects to find diamonds, the enemy could 
well be the man sitting next to you in a hotel lobby. 
Burgess is a frequent visitor to the state. He stays at 
Hotel Babylon, the best capital Raipur has to offer by 
way of accommodation to an executive with a multi- 
national firm. That's where he meets with this writer, 
in Babylon's lobby. The conversation starts well, but is 
soon interrupted. A Caucasian-looking man wearing the 
uniform of western tourists in India—floppy shorts and 
T-shirt—has positioned himself (strategically, Burgess 
suspects) in a sofa within hearing distance. *Excuse 
me," says Burgess, “but are you from De Beers?” The 
man isn't, Burgess loses some of his edginess and the 
conversation continues. Rio Tinto, says Burgess, has 
made some headway in diamond prospecting in 
Chhattisgarh. In mid-May, the company drilled a 
borehole at an undisclosed location in the state and 
Burgess' reticence indicates that it may have well hit pay 
dirt. "Diamonds is a competitive game," says Burgess. 
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Gj WHAT'S AT STAKE? 


él WHAT'S THE NEXT STEP? - 


Possibly around 5 million carats of 
ice a year, and that which can be 
extracted economically 


iig WHAT'S IT WORTH? 


If all goes well, $900 million 
(Rs 4,050 crore) a year 








The reconnaissance y is on. 
But rules about mining in forest areas 
could pose a hurdle 


COULD THIS START A DIAMOND RUSH 


é IN CHHATTISGARH? 








Rio Tinto and De Beers have 

already made some progress in their 
prospecting. Another global major BHP 
Billiton is set to join the race, as will 
several others. The government is 
opening more blocks for exploration 
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MAHANADI RIVER BASIN/MAHASAMUND/CHHATTISGARH 


The state government believes the basin and adjoining 
border areas have large deposits of diamonds 


“I will not reveal it (the location of the borehole).” 
Realising that the whole thing is beginning to look 
like an exploitative multinational trying to hood- 
wink a poor state—Chhattisgarh’s per capita in- 
come is a mere Rs 7,072 as compared to the national 
average of Rs 13,721—he hastily adds that the com- 
pany keeps the government in the loop. 

De Beers hasn’t been idle either. One day in the 
middle of April this year, villagers in Chirama and 
Korar in the Bastar district were woken up by the 
sound of a low-flying aircraft. This was a geophysi- 
cal survey aircraft hired by De Beers and equipped 
with electromagnetic survey equipment that detects 
diamond-bearing rocks. The company needed to 


have the data cleared by a clutch of government 
agencies, including the Intelligence Bureau, but is now 
engaged in studying the data closely. 

India knew of diamonds (and appreciated them) 
much before the rest of the world did, some say as far 
back as 600 B.C. All known diamond fields were 
(and remain) on the eastern side of the Deccan Plateau, 
500,000 square kilometres of pre-Cambrian rock for- 
mations whose geological history can be traced back to 
super-continent Gondwanaland. Golconda, the field 
that produced the famous Kohinoor, and Panna both 
fall in this region. Interestingly, so does the 
Mahasamund area of Chhattisgarh, part of the alluvial 
basin of the Mahanadi river. That's probably where Rio 
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Burgess’ reticence indicates that Rio Tinto may well 
have hit paydirt in the Mahasamund area 


Tinto’s borehole is, although no one, not even the 
Chief Minister of Chhattisgarh Raman Singh, and 
Shivraj Singh, Principal Secretary (Mining), who dou- 
bles up as Managing Director of the state’s Mineral 
Development Corporation, knows for sure. “What we 
all know is that they (Rio Tinto) have made significant 
progress in exploration,” says Singh, who looks more 
like an academic than anyone associated with dia- 
monds in any way. “Drilling is research and any 
drilling data is important business intelligence,” coun- 
ters Burgess, who has a team of 12-odd geophysi- 
cists stationed at Chhattisgarh—they work out of the 
Babylon. This writer met one and couldn’t help but 
notice the mud stains on his grey T-shirt. He could 
have slipped on a puddle outside the hotel, or it 
could have come from working in a river basin. 

In 1990, the Madhya Pradesh government's ge- 
ology department discovered diamondiferous kim- 
berlite rock—a geological name for a rock containing 
diamonds; named after South Africa's famous 
Kimberly mines—in Mainpur near Raipur. Five years 
later, it stumbled across another in Tokapal in Bastar 
district. The Tokapal kimberlite is reportedly the 
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largest kimberlite rock in the world, although it is yet 
to yield any diamonds. If the state government's 
Singh is to be believed, the Mahanadi basin and ad- 
joining areas in the border of Chhattisgarh and neigh- 
bouring state Orissa have large deposits of diamonds. 
Chhattisgarh's diamond fields, a government web- 
site proclaims, will belong *in the top bracket 22 
economical diamond mines in the world, once full 
production starts". If all goes well, declare some offi- 
cials in the government's mining department, the 
companies can hope to mine around five million 
carats of diamonds a year that could be worth any- 
thing between $800 million (Rs 3,600 crore) and 
$900 million (Rs 4,050 crore). India's only extant 
diamond field, in Panna in Madhya Pradesh, pro- 
duces only 85,000 carats a year. That could explain 
why everyone is headed for Raipur. 


The Rs 4,000-Crore-A-Year Play 

Today, there are as many as six companies locked in 
a battle for the state's diamond reserves. De Beers and 
Rio Tinto have grabbed the most lucrative mineral 
blocks for reconnaissance (read: large area mineral 
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DATTA MAINKAR/DY. DIRECTOR (TECH.)/DIRECTORATE OF GEOLOGY & MINING 


Mainkar led the teams that found potentially diamond- 
bearing kimberlite rocks in Mainpur and Tokapal 
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prospecting), largely on account of getting there first. 
De Beers India has won reconnaissance permits (RPs 
in mining-lingo) for 6,000 square kilometres over 
six districts; Rio Tinto has RPs for a similar area over 
five districts; and last year, the two companies were 
locked in a lobbying war to gain control over mining 
activities in the Mahanadi basin in Mahasamund dis- 
trict. Another multinational mining major, BHP 
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Billiton, will soon enter the race. Then, there are 
the smaller companies. Bangalore-based Geomysore 
Services, the wholly-owned exploration arm of Perth- 
based Australia India Resources, is currently engaged 
in prospecting for gold, copper and zinc, but its 
Chairman Charles Devenish says that *we will also 
be looking at diamonds in Chhattisgarh some time 
in the future". Steel major Jindal Steel & Power is 
planning to search for diamonds in the Jashpur re- 
gion. And Bhopal-based Emperor Granite has won 
the RP for a 1,000-square km belt in Kanker district. 
Today, of the state's 135,000 square km, some 
17,000 square km is being scoured for diamonds. 
The government has decided to double the area as 
and when other mining companies apply for RPs. 

It is likely they will hit something. Chhattisgarh is, 
arguably, the richest state in India in terms of mineral 
wealth. It has all of India's known coal and tin ore, a 
fifth of its iron ore, and rich deposits of bauxite and 
dolomite (which is used in some forms of cement). 
Alexandrite, a rare gemstone, has been found in the 
Deobhog area near Raipur and semi-precious stones 
like rubies and blue sapphires can be found in some 
quantity in southern Chhattisgarh. 

The process of exploring for diamonds is divided 
into three phases, with companies being given licences 
in each. In the first, an RP, for a maximum area of 
10,000 sq km per company, is issued for three years. 
At the end of the second year, the company has to 
relinquish half this area. If a company is able to narrow 
down the area of its search to 25 sq km, it is granted 
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ALAN CAMPBELL/EXPLORATION MANAGER/DE BEERS INDIA 
Campbell sees a lot of areas in India where there is a 


potential to find diamonds 


a prospecting licence (this is the second stage). And if 
a company strikes gold, sorry diamonds, it is issued a 
mining licence. Once the field starts producing dia- 
monds, companies pay the state government 10 
per cent of their revenues as royalty. Both the gov- 
ernment and the companies currently prospecting for 
diamonds expect to hit a mine in the next three-to- 
four years. Chief Minister Raman Singh also hopes 
to reap the benefit of the multiplier effect. By in- 
sisting that the diamond-cutting and polishing in- 
dustry should be established within the confines of 
Chhattisgarh, he can boost employment and indus- 
trialisation of what is essentially a tribal state. 


A Game of High Stakes 

That Rio Tinto, De Beers, and BHP should fight it out 
for Chhattisgarh's diamond reserves isn't surprising. De 
Beers, a twentieth century monopolist and a pure 
diamonds player, controls almost half the world's 
$8-billion (Rs 36,000 crore) diamond output. Rio 
Tinto is a pure mining company (the largest of its kind) 
and has stakes in both Diavik, the underwater 
Canadian diamond mine that is the richest in terms of 
value, and Argyle, the Australian mine that is the 
world's largest. The two companies are arch rivals and 
a possible new source of some five million carats a year 
that could increase global supply by a disastrous 5 per 
cent if not controlled properly—globally, the price of 
diamonds is kept artificially high by ensuring that 
supply is always marginally lower than demand—is 
something neither player can ignore. 

The fact that companies have to hand over half the 
land for which they own an RP at the end of two 
years makes the business extremely competitive. A 
company's survey data may point that there's a higher 
chance, but only marginally, of finding diamonds in the 
area it chooses to retain. If a rival has access to this 
data, it could bid for an RP for the land that reverts to 
the state. For the record, the company itself can bid 
anew for the same land. This is what makes diamond 
industry execs like Burgess paranoid about data safety. 

While the prospects of finding diamonds in the 
Mahanadi basin seem bright, the companies themselves 
will not relax till they have a mine in place. *Diamond 
exploration," says Geomysore's Devenish, *is the 
most expensive and riskiest business going. It is the 
hardest mineral to find and you need deep pockets to 
enter the business." Burgess seconds that opinion, 
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adding that one out of every 100 kimberlite rocks dis- 
covered in the world end up as mines. De Beers, for 
instance, couldn't find any economic diamond mine in 
Australia even after a 40-year search. Yet, it found a 
mine in Botswana, Jwaneng, (today, one of the richest 
mines in the world) in just five years. 

And so, for the next four-to-five years, De 
Beers, Rio Tinto and a clutch of others will invest 
between $5-10 million (Rs 22.5-45 crore) a year 
prospecting for diamonds in India. "You need to be 
very patient," says Alan Campbell, Exploration 
Manager, De Beers India. “India has lots of areas 
where there is a potential to find diamonds. After 
all, India was the home of great diamonds like the 
Kohinoor (109 carats) and the Great Mogul (807 
carats)." Could there be a few Kohinoors at the end 
of this rainbow? Well, hope springs eternal. [m 
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With the government deciding against privatising profitable public 
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ICHAEL HOLDING, 
the much feared 
West Indian fast 
bowler of the sev- 
enties, earned the 
epithet “Whispering Death” not 
just for his blistering pace but also 
for his smooth and silent approach 
to the wicket. Now Finance 





Minister Palaniappan Chidambaram 
certainly won't be as menacing as 
Holding if you plump the cherry in 
his hand, but “Whispering Death” 
is one turn of phrase that comes to 
mind when you consider the un- 
obtrusive and swift manner in 
which the soft-spoken minister laid 
to rest any further prospects of dis- 


“We can’t keep waiting for the 

government sell-offs to happen. We have to 
concentrate on building new assets” 

ANIL AGARWAL/CHAIRMAN/STERLITE INDUSTRIES 
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investment (of profitable public 
sector undertakings). Last fort- 
night, when addressing the press in 
Mumbai after a power lunch with 
industrialists, the self-styled min- 
ister for investments murmured: 
“After a prolonged period of in- 
vestment drought, I see invest- 
ments picking up. Bankers and 





Imperative 


sector firms, India Inc gets into greenfield mode. sy ROSHNI JAYAKAR 


FROM BARGAIN BASEMENT TO BUILDING NEW ASSETS 













TARGETTED PSU(S) 
RELIANCE Ma BR 3 
INDUSTRIES TR 
ADITYA BIRLA o, Hindustan 
GROUP Copper, NFL — — 
VEDANTA / Mk, 0 
STERLITE INDUSTRIES Hindustan ppe 





ap Ar 


ESSAR SHIPPING SC) 





k aS 
A 


JINDAL STAINLESS Salem 
CHAMBAL FERTILISERS m 
AND CHEMICALS 


industrialists have told me that a 
rush of investments is likely over 
the next 10 months.” 

The implication of that ostensi- 
bly feel-good (oops!) sound-byte 
wasn't lost on the chieftains strain- 
ing to pick up any stray signal of 
pro-industry initiatives from the 
CFO of the United Progressive 









ALTERNATE PLANS FOR GROWTH 


f Commissioning own retail outlets. About 400 outlets at various 
F stages of construction. Target: 2,000 outlets by 2004-05 


? Hasa $2-billion (Rs 9,018 crore) plan for brownfield and 
er | groenfield expansions in aluminium, copper and zinc 


» Scouting for second-hand vessels 


“Salen - Ld Undertaking Rs 150-crore brownfield expansion of its cold rolled 
> steel capacity to Rs 140,000 tpa. Exploring overseas acquisitions 


LT Looking at alternatives to expand urea capacity 


Alliance government. Mukesh 
Ambani, Chairman & Managing 
Director, Reliance Industries, had 
little doubt about what was scream- 
ing between those lines: It's goodbye 
to strategic sales of PSUs—of MTNL 
and BSNL, Shipping Corporation of 
India, Nalco, Hindustan Copper, 
NFL and RCF. For India Inc, it's back 


] : Rewing up plans for Rs 11,000-crore Aditya Aluminium project in Orissa | r ! 
and exploring investment opportunities in fertilisers ae 







to the drawing board, as they begin 
to dig out mothballed blueprints for 
new projects and expansions. 
Disinvestment may not cut 
much ice with the UPA government, 
but on a good day even the com- 
munists would probably grudg- 
ingly acknowledge some of its 
many merits. Just one of them is 


“We will have to rework our growth 

plans. We will now look at more greenfield 
and brownfield expansions” 

KUMAR MANGALAM BIRLA/ CHAIRMAN, ADITYA BIRLA GROUP 


JULY 4 2004 BUSINESS TODAY 63 















> ae, S n P" EXP P 





Reliance may be relieved that IPCL is in 
the bag, but then the Ambanis have 

to now kiss Hindustan Petroleum goodbye 
MUKESH AMBANI/ CMD, RELIANCE INDUSTRIES 


that disinvestment and privatisa- 
tion can do their bit to contain the 
ballooning fiscal deficit—after all, 
between 2000-01 and 2003-04 the 
government sold strategic stakes 
in 28 rsus and stashed up Rs 
24,527 crore courtesy those efforts. 

More significantly, though—at 
least from industry's point of 
view—Psu share sales also present 
companies with a quick, surefire 
avenue for achieving size and scale. 
Consider, for instance, Sterlite's 
acquisition of a 51 per cent holding 
in Balco in March 2001 for Rs 550 
crore, which took the company's 
marketshare up from 4 per cent 
to 20 per cent in primary alu- 
minium and also provided a ready- 
made entry into rolled products 
and extrusions. Similarly RIL’s acqui- 
sition of a stake in IPCL has rein- 
forced the Ambani's dominance 
in petrochemicals. 

Sterlite and Reliance may be re- 
lieved that Balco and IPCL, respec- 
tively, are in the bag, but then again 
the Ambanis have now got to kiss 
Hindustan Petroleum goodbye and 
Sterlite’s Anil Agarwal can bid adieu 
to dreams of adding Nalco and 
Hindustan Copper to his metals 
empire. Others, like Essar Shipping 
for instance, can’t aspire anymore 
for Shipping Corporation. So what 
do they do? The answer is simple: lf 
you can't acquire, you begin to 
build. Pronto. As Amit Chandra, 
Managing Director, DSP Merrill 
Lynch, points out: “Companies that 
were sitting on cash and counting 
on significant M&A opportunities 
arising out of privatisation will have 
a greater interest in looking at 
greenfield projects, wherever it 
makes economic sense.” 


64 BUSINESS TODAY JULY 4 2004 


Changing Tracks 

Sure enough, corporate India isn’t 
wasting any more time. “We can't 
keep waiting for the government 
sell-offs to happen. We have to 
concentrate on building new as- 
sets,” shrugs Sterlite’s Agarwal. Adds 
Director (Finance) Tarun Jain: 
“Growth in the next three years 
will come from greenfield expan- 
sions.” Sterlite has an over $2 billion 
(Rs 9,018 crore) pipeline of brown- 
field and greenfield projects in alu- 


minium, alumina, copper and zinc. 


Kumar Mangalam Birla, 
Chairman of the Aditya Birla group, 
doesn’t view the end of disinvest- 
ment as a setback. “It just means 
that we will have to rework our 
growth plans. We will now look 
at more Greenfield and brownfield 
expansions.” Already group com- 
pany Hindalco, which wants to be 
amongst the top 10 global players in 
aluminium, has revived the Rs 
11,000 crore Aditya Aluminium 
project in Orissa, which was in cold 
storage since 1999, Another group 
company Indo-Gulf had its sights 
trained on National Fertiliser, the 
country’s largest urea producer, 
and Madras Fertiliser. Now, as DSP 
Merrill’s Chandra explains: “Since 
a number of fertiliser companies are 
sitting on huge cash, one will see 
investment happening once there is 
clarity in the fertiliser policy.” K.K. 
Birla group Zuari-Chambal Ferti- 
lisers and Chemicals, for its part, is 
reportedly focusing on a 1 million 
tonne urea project in south Asia, 
now that NFL is off the radar. 

Companies in industries like 
steel, which has been riding an up- 
cycle for some time now, are work- 
ing overtime to make up for the 






days lost. Jindal Stainless for in- 
stance, which had extended its bid 
for the Steel Authority of India's 
Salem steel plant, decided in mid- 
May that there was no point in 
waiting. And waiting. “We have al- 
ready wasted two years waiting for 
Salem to happen. Now that the 
steel cycle still looks positive, a de- 
cision was taken last month to ex- 
pedite a downstream expansion by 
setting up a CR steel plant," say: 
Arvind Parakh, Director (Finance). 
Jindal Stainless. The company i: 
going in for a brownfield expan- 
sion of its cold rolled capacity at 
Hissar in Haryana and will spenc 
about Rs 150 crore to up its CR ca: 
pacity from 90,000 tpa to 1,40,00€ 
tpa in the next eight to 10 months 
Clearly, however, acquisition: 
have their advantages, the bigges 
one being immediate capacity addi 
tion. If, for instance, Essar Shipping 
had succeeded in bagging SCI, i 
would have at a stroke acquired : 
fleet of 87 vessels, accounting for 42 
per cent of the national tonnage 
Now Prashant Ruia, Director, Essa 
Shipping, says: “We will focus mort 
on acquiring individual vessels.’ 
Reliance too, which was hoping t« 
acquire 34 per cent in HPCL, will nov 
have to pull out all stops to put up it 
own retail outlets. The target fo 
2004-05: 2000 outlets, out of th: 
rights for 5849. RIL will also mis 
HPCL’s distribution infrastructure a 
that would have helped in selling thi 
processed products from Reliance’ 
33 million tonne Jamnagar refinery 
Chidambaram may be right abou 
the rush of investments, but given : 
chance industry would have pre 
ferred the shorter cut of disinvest 
ment to gain size and scale. 
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Who can say what India's most famous scriptwriters would have churned out on the pages of the Matrix 
Were it available a decade earlier. A sequel, ahem, why not? Fading stars would have made a comeback 
cinema halls would have thronged. So what does it take to transform ink into genius? 
Fortunately, you don't have to toss a coin to find out. Just open a Matrix notebook and write a screenplay, 


a business strategy, a symphony. Fame. It's yours for the taking 
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Inspiring great ideas 


Speciality hi-bright paper * Long lasting two piece poly cover * Wiro binding for convenience « Single and square 
ruled variants * Three year calendar. Choose from single subject or five subject notebooks in A4 or B5 size. 


For corporate enquiries & customised stationery orders, please contact Amit Manna at amitm@bilt.com 
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BUSINESSES, BIG AND SMALL, WITH A TWIST THAT 
-MAKES THEM OH-SO HAPPENING. THE First 
, EVER BT LISTING OF INDIA S COOLEST COMPANIES. 


| VASCULAR 
4A. CONCEPTS 
INDIAGAMES wc ^ 
OONZ 
ANIMATION 
TANTRA 


^ AYUSH a à 
THERAPY CENTRE P PROALGEN pE 
AY BIOTECH ET x 





special 





COMPANIES 


BUSINESSES, BIG AND SMALL, WITH A TWIST THAT 
MAKES THEM OH-SO HAPPENING. THE FIRST 
EVER BT LISTING OF INDIA'S COOLEST COMPANIES. 








HAT’S COOL AND WHAT’S NOT? ALL THROUGH MAY, 
a team of writers and editors from Business Today wrestled with this 
question, meeting with companies, consultants, analysts, venture cap- 
italists, and the unusually well-informed busy bodies that hang 
around corporate circles in India. Armed with nothing but a few rules 
of thumb—the company has to be ‘with it’; it needs to be either do- 
ing something cool or going about an existing task in a cool way; and 
the cool-factor needs to be scalable—the team tossed up (and out) 
names. It came back with a dozen companies that were as varied as 
they were cool. Here, in no particular order, are the cool 12. 


70 BUSINESS TODAY JULY 4 2004 











"m Ss occu = z — = i O 


"a "- Oo z -— = - Ooo ove nm a 
. > b E wm. . q~ 7? 
1j 


" 


~ The world's No.2 holder of U.S. patents. 


For Canon, originality counts. 


More than 1,100 | —Ó— 3,600 
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Ink Jet Printers 


As a company dedicated to originality, Canon obtained 1,992 patents in 2003. 


Indeed the company ranks as the number two company in terms of 


the total number of U.S. patents secured over the last 10 years. 
) Canon's pursuit of uniqueness makes it possible for you to have 


a leading-edge experience in digital imaging — easily. 


rod rice d Can on 
Note : Figures shown in the visual state the total number of U.S. patents Canon holds for each oroduct cateoorv. 


special 


Oberoi (a then relatively unknown quantity who is to- 
day one of Bollywood's biggest stars) as big as any star 
in the commercials (hoardings in Varmaspeak) for 
Company (a film about the Mumbai underworld) 
and when it was released, he actually was as big as any 
star," gloats Varma. Another tenet: the producer 
needs to control distribution so that “the communi- 








THERE'S NO SUCCESS 


cation goes down to the last leg just as it does in a 
multinational company". *I have to have control 
over the publicity," he insists. All this is so simple that 
Varma is surprised no one has thought of it before. “I 
am shocked it hasn't been implemented before." 
Well, its time has come. 

PRIYA SRINIVASAN 








LIKE MECHANICAL SUCCESS 


ERY FEW PEOPLE OUTSIDE 

the rarefied realm of the 

engineering cognoscenti 
are likely to have heard of 
Bangalore-based Quest. Still, you'd 
encounter Quest—if you were to 
look for it, that is—in the most 
improbable places: inside gas tur- 
bines made by GE and under the 
hoods of GM or Ford cars. Chances 
are, one component or another in 
the gut of the machine has been 
designed by Quest. The company is 
also one of the few remaining in 
the country that recognise the mer- 
its of a degree in mechanical engi- 
neering. Quest may design decid- 
edly uncool things such as inlet 
and exhaust systems for turbines, 
the innards of industrial oxidis- 
ers, compressor-castings, aero- 
space gear-boxes, and printer com- 
ponents, but there can be no ar- 
guing the fact that it has brought 
engineering talent to the fore. “We 
are a successful product design 
firm," says CEO and co-founder 
Ajit Prabhu simply. *Our clients 
rely on us for developing world 
class products in a cost-effective 
fashion, which we do with India's 
engineering talent." 

That's something some of 
India's software biggies—think 
Satyam, Infosys, Tcs, Wipro— 
can stake claim to but Prabhu 
points out that “for them it is a 


74 BUSINESS TODAY JULY 4 2004 


PAWAR 


DEEPAK G. 





Seen him before? Like Quest, CEO Ajit Prabhu keeps a low profile 


peripheral activity”. He has more 
to say about Quest’s product-ori- 
entation as opposed to its Indian 
rivals’ services one and the com- 
pany's standing as one of the few 
six-sigma engineering solution 
providers in the world. Much of 
Quest’s mechanical engineering 
expertise can be attributed to its 
recruiting policy—forget the large 
cities, the company mops up 
whatever relevant talent can be 
found in towns such as Hubli, 
Shimoga (both in Karnataka), and 


Pollachi (in Tamil Nadu). That 
could explain why, apart from 
GE, GM, and Ford, United 
Technologies, Danaher, NAL, and 
HAL source component designs 
from Quest. The result? Over the 
eight years of its existence, 
Quest’s revenues have grown to 
Rs 95 crore, and workforce to 
550. And eight months ago 
Venture Capital firm Carlyle 
Group invested $6 million (Rs 
27 crore) in it. That's telling. 
VENKATESHA BABU 


xecutive Education 





EXECUTIVE EDUCATION PROGRAMMES 
JULY - SEPTEMBER 2004 





1. Financial Strategies for Creating Value 


T : ^ 
July 05 - 09, 2004 FUTURE sho tka 
2, Senior Executive Programme on Creating and 
Leading a High Performance Organisation | 
July 06 - 10, 2004 Are you equipped to face the twists and turns of an 
3. Creating and Implementing Growth Strategies for 


Large Organisations 
July 07 - 11, 2004 


unpredictable tomorrow? Where change is the only 
constant factor in the corporate world, it is imperative 


you stay prepared for future threats and challenges. 


4. Managing Young Global Enterprises: The Indian School of Business (ISB) has developed a 
MY GLOBE Programme" range of Executive Education Programmes to ensure 
ISB Phase: July 12 - 16, 2004 your relevance in the new world. The faculty for these 
INSEAD Phase: August 23 - 27, 2004 programmes comprise of some of the leading minds 

DA rom from renowned B-Schools such as the Kellogg School 
5. Winning Strategies in a High Technology Environment F 
July 29 - August 02, 2004 of Management, The Wharton School, the London 
; : Business School, INSEAD, HKUST, UCLA, Stern 
| 6 Strategies for Fast Growing Enterprises: School of Business (NYU), University of Chicago, 
A focus on midsize companies Purdue University among many others. 
August 02 - 06, 2004 
ISB. It's just the place to make you future ready. 

7. Operational Excellence to Engage Global Markets 

August 08 - 12, 2004 


For more information, call Lakshmi at 
040-2300 7041/42 or Email us at execed?isb.edu 
www.isb.edu/execed 


8. Impact of Economic Forces on Corporate Strategy 
September 13 - 17, 2004 


The fees for the above programmes range from Rs. 1 lakh to 
Rs. 1.25 lakhs per participant. 

"MY GLOBE Programme: For information on the fee, 
please contact Lakshmi at the ISB. 


Ft ga 
—— Partner Schools - I ISB 


Get future ready 


| | 
@Kelloge Ü e Whart arton TAS Centre for Executive Education * Indian School of Bucinece * Hvdershad.500 019 
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Box, office success? Well, you can put it that way, at least in West Bengal 


THE GREAT INDIAN ANIMATED STORY 


HE STORY OF INDIAN ANIMA- 

tion is replete with com- 

panies serving as offshore 
production sweatshops for 
Western studios. That is, if you 
leave out the tale of 
Thiruvananthapuram-based Toonz 
Animation, which has gone ahead 
and produced local content with a 
series on Tenali Raman, a part-his- 
torical, part-mythological court 
jester and wise man rolled into 
one. What’s more, the series pre- 
miered on Cartoon Network Asia. 
“We believe that we have set the 
right example for the industry to 
follow. Along with taking on out- 
sourced projects, Indian studios 
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India's Shrek? Not quite, but Tenali's getting there 


should also tap their inherent 
strengths to become original ani- 
mation film producers," says P. 
Jayakumar, CEO, Toonz 


Animation. In effect, the com- 
pany, convinced that it could not 
become a globally known anima- 
tion studio without creating its 





VEN IN A CATEGORY WHERE 
prices head south in the blink of 
an eye, a PC that sells for Rs 15,000 
(including a 15" colour monitor, speak- 
ers, and a CD-ROM drive) is that rare 
thing, a mix of adequate benefits 
offered at a price attractive enough 
to make a difference. Popular esti- 
mates, including one put forth by 
this magazine a few months ago, 
suggest that PCs will really become 
popular when their price breaks the 
Rs 10,000-barrier. Amar PC— 
Bengali for ‘my PC'—is getting there. 
"We knew that demand would go 
through the roof if computers could be 
made available at the price of Tvs," says 
Tathagata Dutta, one of the founders of 
the Xenitis Group. Dutta and Shantanu 
Ghosh, the other founder, were both chan- 
nel managers, the first at Godrej Pacific, and the 
second at IBM, in an earlier life. Realising that 
there was money in computer components sourced 
from Taiwan and other South East Asian countries, the 
duo founded Xenitis Group in 2001. Business was 
good, but the Linux revolution set them thinking 
about the economic viability of bundling the free 


Rs 18 CRORE 


FOUNDED: 1999 


Operating system, and the hardware components 


they sourced into one compellingly priced 


bundle. The result? Amar PC, launched on 
January 21, 2004. 

Since then, Xenitis has sold some 5,000 
PCs, on the strength of which it closed 
2003-04 with revenues of Rs 23.17 
crore. Projections for 2004-05 are even 
more rosy: 25,000 pcs and a turnover 
of Rs 50-75 crore. To cope with 
demand, Xenitis is expanding the 
size of its assembling facility at 
Chinsurah near Kolkata from 
2,000 square feet to 12,000 
square feet. The expansion will 
fuel the company's march into 
West Bengal, Jharkhand, and 
Orissa. Then, after arriving at 
a name resonant enough for 
the national market—Amar, 
feels Dutta, is much too 
provincial—and riding a Rs 
25-crore advertising budget, 
Xenitis plans to go national with 
its offering. Will Dutta and Ghosh 

break the Rs 10,000-barrier? Watch this space. 
ARNAB MITRA 


Among them is Atul Rao, a Los 
Angeles-based writer and director 
and a second-generation Indian 
American who was drawn to 
Toonz because of his own inter- 
est in exploring the story of 
Hanuman, the monkey god who 
features in the Ramayana. Convin- 
ced that crossover themes can 
work, Rao, now the Creative 
Director of Toonz, is blending 
Indian characters with Western 
production values. Well, if 
Crouching Tiger... worked its magic 


ANIMATION 


TURNOVER: 


own properties, allocated pre- 
cious resources to developing orig- 
inal projects, often at the cost of 
having to say no to high-revenue 


yielding outsourced work. 

The ‘content’ strategy has had 
an adventitious benefit: it has at- 
tracted expat talent in droves. 


on Western audiences there is no 

reason why an animated rendering 

of the story of Hanuman cannot. 
NITYA VARADARAJAN 
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Divine ID? God may know you, but this biometric device could help you access him better 


NE COMPANY SAW AN 

opportunity in the ser- 

pentine queues, repeated 
security failures, and not infre- 
quent stampedes at India’s plethora 
of holy spots. And it found a way 
to apply biometrics to manage 
crowds and address issues related 
to security. The technology itself 
may not be all that cool, but 
Hyderabad-based Bartronics India’s 
use of it definitely is. India’s #1 
automatic identification and data 
collection (AIDC) company has implemented biomet- 
ric solutions at Tirupati, Vaishno Devi, and Amarnath. 
Pilgrims pass through at least 12 fingerprint identifi- 
cation stations before they reach the main shrine; at 
each the print is tallied with the one taken at the base 
station (ergo, no pilgrim can join a queue unless his 
identity has been established at the base station). 
Emboldened by its success, Bartronics now wants to 
implement a biometric solution in Mecca. 


| | 
sl 6 | 


13456 
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BARTRONICS 


IDENTIFICATION TECHNOLOGIES 


turnover: Rs 12.5 CRORE 


Bartronics has been around 
since 1989, but it is only with the 
growing popularity of biomet- 
rics— essentially identifying a per- 
son by getting a machine to match 
body parts such as the retina or 
iris, or thumb prints—and RFID 
(Radio Frequency Identification 
and this involves getting devices 
called ‘readers’ to, er, read radio 
signals emitted by tags), that it is 
finding its place in the sun. The 
company has provided solutions to 
Tata Steel, HP, ABB, Dr Reddy’s Laboratories, A.V. 
Birla Group, ITC, and IBM but it is temple thing 
that propels it into the realm of the cool. Sudhir 
Rao, the company's Managing Director, is already 
looking at the next big thing after biometrics and RFID, 
revenues of Rs 75-100 crore, and a global presence. 
Will things work out for Bartronics? Well, the com- 
pany has the closest thing to a hotline to God. 
SUPRIYA SHRINATE 
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JK Tyre is India’s only tyre brand to get the coveted Superbrand status, and to 
feature in the Superbrands Publication. The Superhrand award is decided by the 
Superbrands Council, comprising eminent Indian advertising and marketing professionals. 
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CARE HOSPITAL 
HEALTHCARE 


FOUNDED: 1997 
TURNOVER: 


Rs 85 CRORE 


Looks hi-tech, doesn’t it? That Care Hospital is, but it is also fairly low cost 


ORPORATE HOSPITALS, THE PERCEPTION IN INDIA 

goes, are expensive. To date, this has largely 

proved an accurate assessment. However, 
much like organised retail that presents a low-cost al- 
ternative (and one that comes with better service) to 
that of the unorganised variety, corporate hospitals hold 
the promise of high quality and low cost healthcare. 
Hyderabad-based Care Hospital, founded by Dr B. 
Soma Raju and a few other doctors, is delivering just 
that. It isn't charity but indigenisation and cost control 
that are helping it do so. 

For instance, the hospital uses the locally devel- 
oped and manufactured Kalam-Raju stent (the Kalam 
in the name is the country's First Citizen, who en- 
couraged Raju, then an employee of a state-run 
hospital to develop the stent, putting the resources of 
a lab of the Defence Research Development 
Organisation that he then headed at the good doctor's 
disposal) instead of imported ones. Care is also 
working on indigenising everything from oxygenators 


to catheters to components that go into dialysis 
equipment and has founded a company Relisys 
Medical Devices that will soon start manufacturing 
these. In most hospitals, the level of indigenisation is 
5-10 per cent; Care hopes to take it to 35-40 per cent 
with its Relisys initiative. “Indigenisation is crucial not 
just to reduce costs but also make products that 
meet local needs instead of just being a replication of 
a western model," says Dr Raju. 

It isn't every hospital that adopts cutting-edge 
management techniques such as activity-based cost- 
ing and bar-coding of inventory. Care does, which 
could explain how it has been able to keep its in- 
ventory at the same level despite growing rev- 
enues by an average annual rate of 30 per cent over 
the past three years. It may never achieve the vol- 
ume-play of a Wal-Mart, but this five-facility (three 
in Hyderabad and one each in Vizag and 
Vijayawada) is a game trier. 

E. KUMAR SHARMA 
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NURTURING WEALTH CREATOR SERIES 
Win-Win Collaboration between 
Industry and Management Institutes 





ducation for professions like architecture, 

medicine and management requires significant 

amount of coaching rather than mere teaching. 

Coaching implies student-specific inputs, 
practice and feedback on performance. Thus, classroom- 
based simulations - role plays, case discussions, games 
etc., are undoubtedly important tools. But nothing 
instructs as well as the real world. 

Medical education uses clinical practice as an important 
component of learning - by letting students try their 
hands under expert supervision and mentoring. For 
MBAs, the ‘summer project’ or its equivalent, is the only 
‘clinical practice’. But often, such projects are on 
'dead' issues - more like cadavers for dissection, rather 
than patients needing cure. And there are no teacher- 
doctors to supervise. 

The situation is reverse when organisations send their 
managers out to management 
institutes for management 
development programmes 
(MDPs). The sessions in such 
programmes are generally 
disconnected from their 
organisational experience. The 
faculty appear to have grand 
ideas with no appreciation of a manager's plight in trying 
to put them into practice. 

Is it possible to create an equivalent of a ‘teaching 
hospital’ in management education? Should we try for 
a ‘teaching company’ or a ‘practising institute’? There 
are several possibilities for creating collaborative 
organisations to facilitate real learning: 

1. Companies can encourage some of their managers to 
form ‘coaching pairs’ with academic counterparts from a 
management institute. Such a team can offer a course, say 
on market/ equity research. The same team can train 
working executives in that organisation. Students of the 
course can work on projects of relevance to the firm. 

2. Big companies can launch their own in-company 
executive MBA/ diploma programmes, in collaboration 
with a management institute. Classes can be held one day 
a week with participants working on projects with access 
to internal data. 


More often than not, summer 
projects' are on dead issues - more 
like cadavers for dissection rather 
than patients needing cure. 


TAPMI is currently running two such programmes for its 
client organisations. 
3. Companies can use summer projects for MBA students 
as entry points to involve management institutes to 
conduct sponsored research, say on employee or customer 
satisfaction. They can also be starting points for the 
development of case studies for use in academics and 
in-company MDPs. 
4. Companies or industry associations can commission 
management institutes to prepare annual position papers 
on their industry/ markets. This will encourage the faculty 
of management institutes to be in continuous touch with 
industry developments. Such studies can add substance to 
courses in subjects like strategic management, where it is 
hard to get industry papers. For example, TAPMI has two 
courses called Business Awareness and Business Analysis, 
which are ideal for working on such industry papers. 

5. Companies can host the 


faculty of management 
institutes for sabbaticals of a 
few months to a year. 


Research work and case 
development in areas of 
mutual benefit can be 
conducted during such 
sabbaticals. One of my faculty colleagues developed two 
cases on brand building during one such sabbatical. 

6. Companies can permit their employees to attend specific 
courses that management institutes offer their regular 
students. At a minimal cost to the company, it can improve 
its knowledge base and contribute to the diversity in the 
classroom. We are trying this experiment through the 
Essae-TAPMI Academy in Bangalore. 

I am sure that if we put our minds, and more importantly 
our hearts together, we can generate many more potential 
ideas. We at TAPMI, have taken courage to radically 
restructure our MBA programme, based on such 
interactions with industry. We are hoping that the industry 
will come forward to collaborate with us in this effort. In 
our next column in this series, we will describe our 
restructured programme in detail. 

Prof. R. Rajagopalan is Dean - Academic Affairs at TA. Pai Management 
Institute at Manipal and can be contacted at raja@mail.tapmi.org 
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Spot the MNC? Well, nor can we, but it is HLL 


THE OIL-METHOD 


COMPANY 


AN BIG BUSINESS EVER BI 
cool? Just ask India’s pre- 
mier fast moving con- 
sumer goods company, Hindustan 
Lever. In 2002, the company 
forged an alliance with Coimba- 
tore’s hoary Arya Vaidya Phar- 
macy to provide Ayurvedic *well- 


ness’ treatments through a chain 
of salons it proposed to start. 
[he first Ayush Therapy Cen- 
tre—there are now 10 across four 
cities—opened for business in 
Chennai in June 2002. To date, 
some 80,000 customers have paid 


anything between Rs 750 (for a 


basic oil bath) and Rs 12,000 (for 
a correction of imbalance, in 
ayur-speak) for a brush with the 
pharmacy’s time-tested remedies. 
Then there are the products, 
some five of them currently, 
again based on the pharmacy's 
recipes but reinforced with HLL’s 
emphasis on efficacy and safety. 
)y 2005, HLL hopes to have 50 
clinics catering to 150,000 cus- 
tomers a year, in place. 

The clinics themselves are run 
by franchisees and monitored by 
a Lever manager. And profes- 
sionals poached from 
AstraZeneca and Dabur are help- 
ing the company build new ca- 
pabilities in research and supply 
chain management. “The re- 
sponse has been amazing,” says 
Vipin Chawla, Business Manager 
(Consumer Healthcare), HLL, “If 
we continue like this, there is no 
reason why the chain cannot be 
taken abroad.” He’s right: there’s 
no reason why. 
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just 3 stays and more, from now to October 15, 2004 at any ITC-Welcomgroup Hotel in 


New Delhi, Mumbai, Kolkata, Chennai, Bangalore or Hyderabad, will entitle vou to 


f 


a choice of Dream Rewards. 


S 


8 stays gets you a 3-night holiday at a Sheraton or a Westin Hotel in Bangkok 
or 4 nights at an ITC-Welcomgroup Hotel in India 
5 stays gets you 2 nights at an II C-Welcomgroup Hotel 


3 stays gets you 1 night at an II C-Welcomgroup Hotel 
n —— — ema i 


Or, choose from other exciting Dream Rewards: 
Fine Dining, Fashionwear from Wills Lifestyle or Bonus AirMiles. 
To enjoy these rewards, contact the Front Desk at any participating hotel or visit www.welcomgroup.com 
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WESTIN Sheraton ITC-WELCOMGROUP 


HOTELS 4 HOTELS & RESORTS Hotels, palaces and resorts 
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DRUG-COATED STENTS 


FOUNDED: 1998 


TURNOVER: 


Rs 35 CRORE 





Bodu Deodorant 
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Anti-crease, all-day cotton shirts from the Confidence collection 
wrinkle-free, Business Classic trousers. That's the look tha: inspires 1 
From John Miller - a range of contemporary shirts and trouser: 
executives who are trailblazers. 


EXECUTIVE ATTIRE BY 


JOHN MILLER 
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NO MAHATMA GANDHI. 

NO VALLABHBHAI PATEL. 
NO JAWAHARLAL NEHRU. 

NO BAL GANGADHAR TILAK. 


A new freedom struggle beckons you. The struggle to give back to every child 
her childhood. We at CRY urge you to help us flag-off this freedom movement. 

To begin with, get a 25th Anniversary 
Free-a-Child Chakri and Badge from CRY. Sign 
the Chakri and hand it back to us as a token 
of your support to this movement. Sport the 
badge and spread the word. Start talking 
about child rights. Raise issues facing Indian 
children with friends. Give time. Give money. 
Give a shoulder. Give a thought. Give anything 
you can to this movement. 

Little things you do will bring about a significant change in their lives. The 
children are counting on you. You must fight for their childhood. Because you. 
can. And they can’t. 


" "Speak up for child rights. 


fe more information log on to www.cry.org or contact us at: Bangalore: 080-2548 4952 Chennai: 044-2467 1828 Kolkata: 033-2414 $118 Mumbai: 022-2306 3651 New Delhi: 011-2469 3137 





THE INVENTOR >> 


a NAME: Sadeg Mustafa Faris 
m AGE: 58 


m EDUCATION: BS, MS, and Ph.D in 
electrical engineering and computer 
science, University of California, Berkeley 


= WORK: IBM (1975-1983); Founded 
Hypres Inc, 1983 (sold out in 1988); 
Consultant (1988-1991); Founder, Reveo 
(1991); Founder, InventQJaya (2003) 


m HOT INVENTIONS: 

a A car that will run on metal fuel 

(like, for instance, aluminium foil), 
something that he claims is way ahead 
of the hydrogen car companies 

are working on 

« A paint that converts solar energy 
into enough electricity to run 
household appliances 


« A low-cost desalination plant 


a A smart window that enables users to 
control the amount of light entering 
a room (or a Car) | 


a An ultra-high storage optical storage disk M 







m COMPANIES SPUN OFF FROM REVEO: 
a eVinoyx; metal fuel cell technology 
s Vrex; 3D stereoscopic imaging 


« PetaComm; optical communication 
devices 


« PurOgen; Oxygen separation technology 


a Chelix; cholestric liquid 
crystal applications 


m MANTRA: Technology Sovereignty 
m ROLE MODEL: Thomas Alva Edison 


m PATENTS: 200; a further 200-plus in 
the works 


= BACKER(S): The government of Malaysia 


m HATES: Venture capitalists; Western 
multinational corporations 
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AN ECCENTRIC LIBYA-BORN US-BASED INVENTOR 
COMES TO INDIA WITH THE PROMISE OF TECHNOLOGY 
SOVEREIGNTY AND A LOCAL ARM OF HIS TECH 
HOTHOUSE REVEO. IS ANYONE LISTENING TO 

SADEG MUSTAFA FARIS? sy venxaresna Bau 









HE FLAK CATCHER REPRESENTING HIM REPEATEDLY RESORTS Ti 

description, Einstein of the 21st century. The man himself sees 
a little bit of multi-disciplinary genius Thomas Alva Edison even 
time he looks in the mirror and would one day like to break th 
genius’ record of holding 1,000-odd patents: he does 200, som 

200 more are in the works, and they span areas as diverse as supercoi 

ducting, electronics, semi-conductors, electro-chemistrv, electro-optics. 

cryogenics, and optical communication. Sadeg Mustafa Faris may stand a 

mere five feet, four inches in his socks, but the scientist packs quite a punch 

As would someone who has developed an electric car that runs 525 kilo 
metres on a single charge, a record certified by the Guinness Book, designed 

WERxtation, an internally wired office desk with all the electronics buil 
= in, a spartan and chic solution to desks cluttered with telephones, 
computer or two, and lots of wires, and is working on a metal fuel engine 
(think, a car that runs on aluminum foil) that he claims will replace th 
hydrogen engine that is a work-in-progress at most car majors. 

There are more such claims, all verified and authentic. Ye: 
search for the man on Google throws up a mere 178 results, mosth 
from his own network of companies. That can be easily explained: Fari 
believes Western nations and large multinational companies are out ti 
enslave the Third World. 

It's a hop-and-skip from that belief to the man's mantra, technolog, 
sovereignty. "Unless countries develop their own technology, they will end 
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"Developing Countries Must 


Be Technologically Sovereign 
To Be Self-dependent" 


Dr. Faris, is this your first visit to India? 
Actually, this is my third. I have 
been to India twice before on pri- 
vate visits to talk to an electric car 
manufacturer here. (read: Reva). 
This visit is to announce the setting 
up of Reveo's India operations. 


How did you set up InventQJaya in 
Malaysia? Did Dr. Mahathir (former 
Malaysian PM Mahathir Mohammed) 
approach you ... 

...Before that, let me tell you 
something about the inventObation 
(Editor's Note : a portmanteau of 
invention and incubation) part of 
the business. I set up a company 
called Reveo in 1991 as I saw an 
increasing disconnect between sci- 
ence and problems faced by com- 
mon people. Large companies 
failed to transfer technology from 
the lab to the end user. 

Reveo's mandate was simple: 
solve problems that affect human- 
ity fundamentally; take on chal- 
lenges, which others feel are not 
executable; replicate the success 
of Thomas Alva Edison from 
whom we derive inspiration. Reveo 
is a kind of an umbrella company 
from which a number of other 
companies will be spun off through 
the Edison Technology Portfolio 
(ETP). ETP comes in once a technol- 
ogy stabilises itself and we see that 
it holds potential. These are sib- 
lings, which help each other. 

We have already spun off 
several companies like eVinoyx, 
which is into metal fuel cell 
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technologies, Vrex for 3D stereo- 
scopic imaging, Chelix for cho- 
lesteric liquid crystal applications, 
and purOgen for oxygen separa- 
tion. In fact, the idea is to keep 
expanding our portfolio and repli- 
cate the success of Edison. 


Aren't the days of individual scien- 
tists dabbling and succeeding in mul- 
tiple disciplines over? 

Yes and no. Did not Edison have 
success in several areas covering 
multiple disciplines? | want to 
replicate that. At the same time, 
it is not just me. Reveo has more 
than 350 highly qualified scien- 
tists working for it. 


Coming back to InventQJaya... 

| was introduced to Dr. Mahathir by 
a common friend. When he came 
and visited our US facilities, he was 
so excited that he immediately off- 
ered to set up facilities for us. Thus 
InventQJaya was born. 

Till date the Malaysian gov- 
ernment has invested $175 mil- 
lion in our facilities. I wanted a 
long term investor who had faith 
in our abilities, as | had bad ex- 
periences in the past... 


Like? 

In 1983, I started a company called 
Hypres Inc, which took a very 
difficult technology, based on super 
conducting electronics to the mar- 
ket. But the vulture capitalists who 
had funded me wanted to exit and 
shopped my company around like 





a slave just because they owned 
85 per cent. 

I then decided that I would 
never be again beholden to them. 
[ was forced to exit in 1988. 


This was after your IBM stint (1975- 
83), right? 

Yes. | was also awarded several in- 
vention awards within. But IBM failed 
to translate my technologies and 
commercialise them. Their outlook 
is very short term. Corporations get 
tired and they shut down projects. 
The momentum disappears. 


Do national projects work? Isn't Proton 
a failure ? (Editor's note: Proton is a 
car project backed by the Malaysian 
government). Isn't the market the 
best allocator of funds? 

Why not? National projects can 
succeed. Ultimately, the technology 
has to work, the projects have to 
work. The typical time horizon of 
a venture capitalist of three-to-five 
years is not sufficient. For ground- 
breaking technologies it has to be 
more. Our model is different. 


If the time horizon is different, where 
do you get funds from? 

We do outsourced R&D work for 
several leading companies. Since 
we have an understanding, I cannot 
name them. That takes care of the 
cash flow. I have attracted more 
than $300 million, including an 
investment of $42 million by one 
private company in our fuel cell 
company, $15 million from the US 
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government for various resea- 
rch projects and $175 million 
from Malaysian government. 


How many patents do you hold? 
200 granted, more than 200 
in the pipeline, though I 
have forgotten the exact 
(smiles) number. 


Is it your aim to beat the 1,000- 
odd patents that Edison held? 
Yes, yes, hopefully. 


How many of your patents been 
commercialised? How much do 
they earn for you? 
Several of them have been. 
Some Japanese companies 
have licensed our 3D stereo- 
scopic technology. In the next 
24 months, we will be comm- 
several more. Several 
of them like the magnesium 
cell are ready for commerciali- 
sation in countries like India 
where power is a problem. 
| earn (Editor's Note: his 
companies do) around $5 
million a year from several 
of these patents. 


What is this technology sover- 
eignty you keep referring to? 
Unless countries develop their 
own technology, they will 
spend huge amounts of 
money buying technology 
from the West. So I advo- 
cate technology sovereignty 
for developing countries. 
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up spending huge amounts of money 
buying technology from the West," 
says Faris. *And they will always be 
dependant on them." 

That argument isn't new to India 
and Indians. Only, it sounds strange 
coming from a man who worked for 
eight years with IBM where he was 
awarded seven Invention Achie- 
vement awards. “I was also given 
IBM's outstanding innovation award 
for the invention of the then fastest 
superconducting oscilloscope, but 
none of my inventions were being 
commercialised," says Faris. “Western 
companies function with a short- 
term myopic financial motive." As 
do, as he soon found out, venture 
capitalists. He founded Hypres, à 
maker of electronic oscilloscopes in 
1983, but was forced to quit it five 
years later. “You know vulture capi- 
talists," says Faris, by way of expla- 
nation. *They want their piece of 
flesh immediately." 

In 1991, after a three-year hiatus 
from active business—he took on a 
few consulting assignments in this 
time—Faris launched Reveo Inc 
(short for Revolution). The com- 
pany’s vision, as laid out by him, in- 
volved replicating Edison’s model of 
success; Faris even developed a strat- 
egy he terms the Edison Technology 
Portfolio for this. “When something 
comes up that can be commercially 
viable, we immediately spin that off 
as a separate entity; we call this 
inventQbating.” 

Thus far, Reveo has spun off five 
companies that work in areas ranging 
from metal fuel cell technology to 
liquid crystal applications. 

Together, the companies employ 
350 scientists and earn $5 million a 
year, an amount that isn’t exactly imp- 
ressive. “These are long gestation proj- 
ects and since, by the very definition of 
our mission statement we take on what 
is deemed impossible by others, one 
has to have patience,” says Faris. 

The message is clear: don’t look 
for quick returns or judge my com- 
panies by their earnings, Faris seems 





to be saying. “All changes come from 
small, nimble upstarts,” he adds. 
“That is where the Edison Tech- 
nology Portfolio is so different.” 

The man is aware that his com- 
panies will have to become “com- 
mercially successful” as he calls it, 
but insists that “the time horizon has 
to be more than the conventional 
five-to-seven years.” 

That's a tip of the hat to market 
realities and it isn't. After all, with 
the possible exception of Vrex, a 
stereoscopic imaging hotshop that 
lists the likes of GM, DaimlerChrysler 
and Merc among its clients, none of 


` his other companies has made it big 


yet. And Vrex itself has been around 
for over a decade. 

Faris claims there are enough 
buyers for his vision. “To date, I 
have attracted $300 million in fund- 
ing,” he says. One believer is the 
government of Malaysia. In January 
2003, then Prime Minister Mahathir 
Mohammed invited Faris to establish 
a research laboratory in CyberJaya, an 
IT-city developed by the government. 
The government also invested close 
to $175 million to get the lab, chris- 
tened InventQJaya, rolling. 

The first project of this laboratory, 
eVJaya, an initiative in electric vehi- 
cles, is currently in the testing stage. 
*In the next 24 months, we will com- 
mercialise the entire thing once minor 
kinks have been rectified." 

In a country like India, where. 
the emphasis of everyone from the 
First Citizen to assorted academics is 
on providing affordable technology 
solutions to everyday problems, 
Faris’ vision will likely find many 
takers. That should helped him find 
the 80-100 kindred souls he needs 
for the Indian arm of Reveo. 

However, it is only when one of 
his ‘inventions’ attains significant 
commercial success that people will 
start taking him, and his desire to 
be the next Edison seriously. 

Let us not forget the fact that 
Thomas Alva Edison begat the com- 
pany that is now GE. & 
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The most anticipated, spat of the year is Rere | 
Business Today Crossfire, ptesented by ' 
- Royal Challenge. Where the decencies of 
debate do not proscribe the use of verbal 
missiles, logical WMDs, and analytical pincer 
manoeuvres. Enjoy a ringside view of some.of 
the finest minds in Indian marketing and: 
advertising locking horns over contentious 
issues and watch more than just words fly. And 
do not forget to bring your flak jacket along. 
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HE INDIAN BPO 

industry has created 

history of sorts by go- 

ing into fourth gear 

consolidation within 
three or four years of taking birth. 
One key reason seems to be that 
large Indian BPOs are perfect targets 
for MNCs and domestic businesses 
looking to enter the sector. Ano- 
ther, more controversial reason as 
it emerges could be the role of the 
venture capitalists in these compa- 
nies who could be pushing for sell- 
outs in the pursuit of exit oppor- 
tunities. BT's Priya Srinivasan 
caught up with a handful of ex- 


perts at the Nasscom India-ITES BPO 
Strategic Summit in Bangalore last 
week for a brainstorm on the evolv- 
ing business models for Indian BPOs. 
The participants in the round- 
table were John Hodgson, the 
Offshore Programme Director of 
Norwich Union, Edward Males, 
Managing Director (Investment 
Banking), Broadview International, 
Raman Roy, CMD, Wipro 
Spectramind, Stefan Spohr, vp, AT 
Kearney, Kiran Karnik, President, 
Nasscom, James Hale, Managing 
Partner, FTV Management 
Company, Dan Sandhu, Head 
(Offshore Business), Vertex. 





Have To Be 
- India-Centric" 


BT: Lets begin with some of the in- 
teresting BPO models in the business 
today. Mr Hodgson, you have an inte- 
resting Build Operate Transfer (BOT) 
model for the Indian market with play- 
ers like WNS and EXLService. Could 
you explain the strategy? 

Hodgson: | had some very ambi- 
tious targets to hit. So I built a 
multiple hybrid model. Its hybri- 
dised between suppliers and be- 
tween captive, outsourced and BOT. 
I had to balance internal and 
external constraints while deciding 
on the model. People in my busi- 
ness are very uncomfortable with 
outsourcing. One of the ways of 


If the buyer is able to make things attractive enough, 
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The panel: (L To R) Wipro Spectramind's Raman Roy, FTV' 
Spohr, Broadview's Edward Males, BT's Priya Srinivasan, 


selling it back to my stakeholders 
was to say “look we are not losing 
this business forever, we are us- 
ing people who have the skills on 
the ground to start the business 
for us and when its reached sta- 
bility it will transfer back to bet- 
ween one and three years”, 


BT: Mr Hale, as an investor, how 
would you view this arrangement? 
Hale: There is a continuum of 
value depending on the expected 
the cash flow between the two 
firms and more the contractual 
relationship, the easier is the 
value described. 


Roy: In majority of the cases, these 
decisions are driven by what is 
saleable within the organisation 
rather than the strategy. 


BT: Mr Spohr, what do you foresee 
as the dominant model five years 
down the line? 

Spohr: There is probably going to 
be a smaller number of mature 
large-scale providers—three or 
four usual suspects. Like in most 
other industries, you will have a 
significant number of small spe- 
cialised service providers. The 
shakeout will happen. 

Males: It has been an immature 


it will be an offer no seller could refuse" 


Kiran Karnik / President/ Nasscom 


s James Hale, Nasscom's Kiran Karnik, AT Kearney's Stephan 
Vertex's Dan Sandhu, Norwich Union's John Hodgson 





industry with immature cus- 
tomers, but the customers are 
maturing in terms of what they 
think works and if you (Indian 
BPO) can demonstrate a transfor- 
mational edge, it would help. 





Vs 


Raman Roy 
CMD, Wipro Spectramind 


"Margins will finally 
stabilise between 17 and 
20-21 per cent" 


Roy: As this industry evolves, the 
solutions that will come out of 
India will be India-centric solu- 
tions. For example, today when 
you take a process reengineering or 
upgradation solution, you are ba- 
sically changing a solution origi- 
nally created in the developed 
economies to reduce manpower. 
But, manpower for me is cheap 
and India-based solutions will re- 
flect this scenario. 
Hodgson: That's a very impor- 
tant point. We are going through 
a mindshift in our business at 
the moment. We have grown up 
with the idea that automation is 
good, get people out of the 
process, they are expensive. 
That's ingrained into us. But 
because we are moving (transac- 
tion processing to India) and the 
labour capital tradeoff is so dif- 
ferent here, products that we had 
ceased to offer five or six years 
ago because they were too labour- 
intensive, we find suddenly that 
you put an Indian there and these 
products start looking attractive 
again. All people are saying at the 
moment is we are taking a 40 per 
cent saving, isn't that great? No ac- 
tually, that's just the first step. 
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James Hale 


Managing Partner, FTV 
Management Company 


“Not only is selling out bad, now 
even venture capitalists are bad” 


BT: Indian BPO is faced with a squ- 
eeze on margins—high costs (salaries) 
and falling prices since the compa- 
nies are undercutting one another. 
What are you doing to address that? 
Roy: Margins will finally stabilise 
between 17 and 20-21 per cent. 
In addition to rising costs, there 
is the appreciating rupee which is 
a big blow. Cost reduction is be- 
ing looked at by the more ma- 
ture players, but on the revenue 
side, well, all Wipro Spectramind 
has been able to do is walk away 
from deals that don’t make com- 
mercial sense. 

It hurts when I face the board 
and say, by the way we had the 
right of first refusal for this big 
deal everyone is talking about 
at a price that was not econom- 
ically viable. Believe you me, I 
have a tough time convincing 
my board. It hurts. 


BT: Now coming to the other side of 
falling margins, which seems to be 
the sellout model being followed by 
Indian BPOs. We said Spectramind, 
Daksh and TransWorks were the 
big daddies and look at the sce- 
nario today—all sold out. Is the 
driver falling margins? 


Edward Males 


MD (Investment Banking), 
Broadview International 


"It has been an immature industry 
with immature customers” 





Sandhu: | think it's purely an en- 
try strategy (for players like 
Wipro, IBM or Birlas). The cost of 
entry is very high. The cost of 
getting the economic savings by 
virtue of scale takes time and if 
you can leap frog, why not? 


BT: That's the buyers viewpoint. 
What's the seller's viewpoint? 
Karnik: The buyer makes it so at- 
tractive, it's an offer you can't re- 
fuse, ask Raman! 

Males: There's a truism in in- 
vestment banking—when the go- 
rilla comes knocking on the door 
you answer the door. 


BT: Still, I'd like to understand the 
compulsions of the seller a little better. 
It's no coincidence that all the big 
daddies of BPO have been falling like 
nine pins, is it? 

Males: There is a line of thinking 
here that is disturbing: Selling out 
is somehow bad. There are some 
great reasons to sell or merge with 
someone that gives you the plat- 
form to take the business forward. 
There are enormous structural im- 
pediments in growing businesses. 
There are cases where companies 
simply need a further leg up—ac- 
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Dan Sandhu 


Head (Offshore Business), Vertex 
“It’s purely an entry strategy 
(for players like Wipro, IBM or 
Birlas). The cost of entry is high” 





cess to brand, capital, people, cus- 
tomers, whatever. Selling is the next 
step in the growth of a company. 


BT: | buy that argument on a case to 
case basis but not when the top players 
in an industry sell out one after the 
other in rapid succession. 

Hale: Look, we talked about this 
earlier, there are two or three world 
class Indian IT organisations, why 
haven’t they been bought? 


BT: That's precisely the point. And if 
| may point out a fundamental dif- 
ference between the IT services com- 
panies that you are talking about 
and the BPO players, it is that the 
former were not venture funded. 
There have been stories of undue 
pressure from VCs to sell in more 
than one case of late. 

Hale: Not only is selling out bad, 
now even venture capitalists are bad. 
Roy: When you take venture fund- 
ing you know that someday the 
venture capitalist is bound to exit. 
Unless you create proper exit op- 
tions, the vc is not likely to be in- 
terested. The management also 
happens to own a piece of the 
company. I did. And hey come on 
it was a darned good deal. 


v | 
Stephan Spohr 

VP, AT Kearney 

“There is probably going to be 
a smaller number of mature 
large-scale providers” 





Males: If iBM comes knocking on 
your door and you don't answer 
it, they will go somewhere else. In 
fact, right now the Indian com- 
panies are doing very well. Wait 
until they don't do so well and 
that is when the divergent views 
between management and vcs will 
really come into play. It happens 
in every mature venture funded 
community and you haven't even 
seen it yet (in India). 


BT: To sum up, I'd like to go back to a 
phrase Mr Males used in an earlier 
session, is the Indian BPO industry be- 
coming a victim of its own success? 
Has it become victim to the valuation 
and exit strategies of VCs and the entry 
strategies of MNCs? 

Males: The question actually was: 
does the tech economy here have 
the ability to take on the same 
view that it did in the 70s with re- 
spect to growth to build world 
transforming businesses and my an- 
swer is simply some (companies) 
will emerge. But the fact that people 
are coming knocking on the door is 
testimony to the great success that 
the Indian story has been. 


BT: Finally, are we all agreed on the 


John Hodgson 


Offshore Programme Director, 
Norwich Union 


“We are going through a mindshift 
in our business at the moment” 





view that they will all exist but as part 
of iam, Accenture or whoever? 

Roy: I like the way you ignore 
Wipro and where we are at today. | 
think there is a huge opportunity for 
companies to emerge and they will 
take different steps TO bridge the 
gaps in bouquet of offerings to the 
customer, | don't SCC how being 
Indian or non-Indian really mat- 
ters. In one way it is poetic justice 
(for me). The same company IBM 
that has just acquired a large playe: 
had laughed at me when I called 
on them four years ago about dé 
livering services out of India and 
lost no time in showing me the 
door. | went back and got thrown 
out again. And look at what India 
has created today —IBM's story is 
incomplete without India and that is 
the success we have created. 
Karnik: Look at Indian information 
technology services companies like 
Wipro and HCL. They are big in 
business process outsourcing. 50 1l 
your question is are there is going to 
be pure play independent large BP 
companies that are Indian, then 
there could be some question marks 
there, but generally they will exist in 
some form or the other. Does that 
answer the question? It 
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HE INFORMATION TECHNOLOGY 
industry may have captured popul 
imagination in India in the decade starting 
the mid 1990s, but organised retail isn't far 


behind: And what a 
decade it has been for retail. By the 
end of 2003, according to 
ACNielsen’s Asia Pacific Retail and 


Shopper Trends 2004, India has . 


some 2,300 supermarkets, up from 
a mere 175 in 2000. Consider this: 
in these three years, across India, 
two supermarkets came up every 
single day. It isn’t just supermar- 
kets, every format of organised 
retail is represented in India’s retail 
topography. Hypermarkets? Yes, 
with two chains Big Bazaar and 
Giant. Department stores? Yes, 
with several chains including 


Shoppers’ Stop, Pantaloon, | 


Westside, and Ebony flourishing. 
Discount stores? Yes, with two 
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Share Of Trade In Asia 


Shoppers within Asia are continuing to shift their 


spend from traditional to modern stores. 
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88 Modern self-service trade — I Traditional counter service . 





chains Subiksha and Margin Free Super Market 
*. covering huge tracts of southern India. Convenience - 
chains? Yes, with most large petrol stations sporting con- 
venience stores. An 


d pharmacy chains? Yes, with some 
five in existence. - | 

Across urban India, organised 
retail has successfully fought the 
perception that it is expensive. 
Yet, modern retail formats ac- 
counted for a mere 7 per cent of 
the share of trade (among all out- 
lets selling food, groceries, and 


. personal care products and in ur- 
ban India). That is probably 7 per 


cent more than the corresponding 
proportion a decade ago, but it 
still remains a number that is more 
significant for the potential im- 
plicit in it, rather than the profits _ 
arising from it. The fact that the _ 
overall value of food, groceries, 
and personal care products—all 
clubbed under that overarching - 
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From neighbourhood 
grocery shops to 
hypermarts to discount 
stores to supermarkets 


to department stores, 
India’s retail topography 

is a composite mix of 

several retail formats 
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GRAPHICS BY PINAKI PAUL 


Share Of Trade For Modern Self-service Outlets 


During 2003, both in Thailand and the Philippines, traditional stores actually regained some ground, 
while the modern trade performed well in Malaysia. 
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Philippines Vietnam India Sri Lanka 
Vietnam= Hanoi & Ho Chi Minh City 
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Figures are in percentage 2001  m8é 2002 = 2003 


2003 Vs 2002: Growth In Value Sales 


China grew strongly, while other North Asia countries had a tough year. The Pacific markets showed 
relatively strong growth of 5 per cent. 11 


Pacific North Asia 9 
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2003 Vs 2002: Growth In Value Sales 


Thailand remains the most buoyant market in South-East Asia, with another year of high growth. 
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Based on FMCG Categories Tracked by ACNielsen 


Retail Structure In China: Number Of Stores 










Trade Sectors 2003 
GROCERY STORES 





























4 Traditional Grocery Outlets | 32,21,365 
Convenience Stores | 12,472 
Mini-Supermarket 24,693 
Supermarkets 2,355 
Hypermarkets 855 






14,06,637 
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Small is big: Grocery shops like 
this one in Delhi corner 93 
per cent of India's retail trade 


term, fast moving consumer 
goods—itself increased by an 
almost insignificant 1 per cent in 
2003 (over 2002) in India, as 
compared to, say, 9 per cent 
in China and Thailand, is wor- 
rying and, at the same time, it 
isn't. With 80 per cent of India's 
30 million-plus mobile cus- 
tomers using pre-paid cards that 
entail a recharge every month, 
even more frequently, and with 
consumer finance becoming ac- 
cessible for buying everything 
from a motorcycle to a televi- 
sion, consumers are obviously 
cutting back on their FMCG- 
spend. If there's any cause for 
cheer for Indian companies, it 
must lie in the fact that with 
the exception of consumers in 
New Zealand and Sri Lanka, 
Indians spend the lowest pro- 
portion of their monthly outgo 
on food (42 per cent). 


Dre 


GAIL 


GAIL (India) Limited 


Our GM-Projects has mastered 
the art of shaving off costs and time 





If executing massive projects is one thing, executing them well before time and saving hundreds of crores Is 
an altogether different ball game. But these are the kind of challenges that our GM-Projects thrives on 


e Dahej-Vijaipur Pipeline: 6 months before schedule, saved Rs. 536 crore 
ə LANCO-Kondapally Pipeline : 7.5 months before schedule, saved Hs. 119 crore 
e Vizag-Secunderabad Pipeline : 2 months before schedule, saved Rs. 81 crore 


e LPG Auraiya: 6 months before schedule, saved Rs. 80 crore 


And we have just begun... 
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Shopper Type By Gender: The Main Shoppers 
Pacific 
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Shopper Type By Gender: The Key Influencers 
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Average Spend: Food & Groceries 


North Asia 


South-East Asia South Asia 











97 
5 50 
- 44% 41 53 | 39 
BEES | mue AT% 47% 51%| 40% 21 
& = ‘a » wi 42% 
Australia Japan - Taiwan China Malaysia | Philippines Vietnam India 
New Zealand Hong Kong Korea Singapore Thailand Indonesia — Sn Lanka* t 
w Amount spent on fresh food Proportion of fresh food to total spend @ Total spend Volumes are it: Outlets like 
Gurgaon's Big Bazaar can strike 
Figures are US$ per month Base: All Household Shoppers — *Sri Lanka (Modern Trade Shoppers Only) mega deals with manufacturers 
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E COLUMN 


Of Novelties and Necessities 


'novelty-seeking' shoppers 

across the Asia Pacific re- 
gion, according to the find- 
ings of ACNielsen’s Retail 
and Sbopper Trends 2004 
report. Almost half the shop- 
pers in India admit they “love 
to try new things". This find- 
ing is crucial for retailers and 
FMCG marketers as they seek 
to reassure themselves that 
India's retail evolution is sus- 
tainable. This novelty-seek- 
ing attitude is bound to en- 
sure that consumer India is 
receptive to both innovation 
and change—important pre- 
requisites for the introduc- 
tion of new products and 
new shopping formats. 

While on the subject of 
retail formats, one trend we spotted while carrying 
out the census of modern retail formats in India (see 
Page 111) was the presence of private labels in 
relatively new types of stores. 

Like modern or organised retail, private labels 
themselves are a new phenomenon in India, but they 
seem to be gaining ground rapidly: 47 per cent of all 
Indian shoppers that shop in modern format stores 
such as hypermarts and supermarkets are aware 
of private labels and 30 per cent claims to have pur- 
chased them as well. 

The willingness to explore newer retail envi- 
ronments and things like private labels makes the 
Indian shopper very similar to her Chinese coun- 
terpart. And if the proportion of shoppers that has 
tried out private labels is any indication, the trend 
will likely become much more pronounced in the fu- 
ture. That's bad news for manufacturers: as the 
Indian shopping environment evolves and becomes 
more like those in the more developed Pacific mar- 
kets of New Zealand and Australia, they will have 
to come up with ways to stave off the challenge of 
private labels that are, in effect, competing for the 
same shopper-rupee. 


[9 ARE THE MOST 
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And there’s not too much 
of that going around, ac- 
cording to the survey. 

At $50 (Rs 2,250), the av- 
erage monthly expenditure 
of Indian shoppers on gro- 
ceries, food, and personal care 
products is the lowest 
amongst countries in the re- 
gion, and a mere half of the 
corresponding spend of the 
typical Chinese. Of the Rs 
2,250, Rs 945 ($21) goes to- 
wards fresh food, a statistic 
that should give marketers 
some cause for cheer. 

Indians spend proportion- 
ally more on groceries and 
personal care products than 
their regional counterparts in 
most parts of Asia and even in 
Australia and New Zealand. 

Surprisingly, the South Asian markets of India 
and Sri Lanka record the highest proportion of 
male shoppers amongst markets across Asia Pacific: 
Nearly 26 per cent of Indian shoppers and 31 per 
cent of Sri Lankan shoppers are males compared 
with a more modest 13 per cent for Australia and 18 
per cent in China. It is a given that this ratio will 
change in favour of women as they gain greater au- 
tonomy over household expenditure. 

Another important observation is the respon- 
siveness of Indian shoppers to promotions: 45 per 
cent is strongly impacted by promotional offers, sec- 
ond only to the Philippines (60 per cent). 

However, not all shoppers are ‘consumers’, and 
the degree of responsiveness may differ across cat- 
egories. In a country where companies engage in in- 
tense below-the-line activity, it is important that they 
understand shopper needs and behaviour better 
should they wish to make the most of their in- 
shop and product-placement strategies. 

Sapna Shetty is a senior manager with ACNielsen India. 

She is based in Delhi and worked on the Indian end of 

the Retail and Shopper Trends 2004 report. 
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Shoppers’ Attitude To Trying New Things 


North Asia 
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Figures are in percentage 


I Don't waste timeon new things — Ii Love to try new things 
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Shoppers' Awareness 
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Figures are percentage of consumers who were either aware of or bought a private label in the last month 





Shoppers' Usage Of 
Modern Store Types In 
India* 


% that spend most money against those 
who used them in the last four weeks. 





17 
6 
1 
Hypermarkets Convenience | 
stores | 
Supermarkets Personal care/ 
Drugstores 


i Spend most w Used in the last four weeks 
*Six major cities 


Base: All Hypermarket/Supermarket shoppers 


Retail Structure In India: 
Number Of Stores 

Trade Sectors 2003 
DRUGSTORES 

Traditional Medical/Drugstores 2,76,058 


1,29,685 


Cosmetic stores 
4,05,743 

















GROCERY STORES 

Traditional Grocery Outlets 52,73,310 
‘Supermarkets 3 ||. 2,344 
Other Grocery Outlets = 7,62,114 


60,37,738 








Fine touch: Cosmetic shops like 
this one in Bangalore are just a 
blip in the personal care mart 


However, even if growth in 
value sales continues to remain 
anaemic in India, organised re- 
tail should continue to thrive. It 
will likely grow at the cost of 
traditional retail formats. Most 
modern format stores in India 
are better stocked, offer better 
service, and often cost less than 
their traditional counterparts. 
In a country as focussed on 
‘value for money’ as India, they 
have ended up with a pretty 
significant competitive advan- 
tage: traditional stores cannot 
stock as many products as they 
do, nor invest as much in ei- 
ther the décor of the store itself 
or in inventory management. 
And they cannot strike the same 
kind of volume-deals large ret- 
ailers do with manufacturers. 
Apart from doing these, sev- 
eral Indian supermarkets, disco- 
unt stores, and hypermarket 
chains have made the logical 
transition to selling private label 
(or their own label) offerings, 
often sourcing products from 
small manufacturers. Will the 7 
per cent be 17 per cent next 
year? That's a possibility. 
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ET'S GET ONE THING STRAIGHT. NO ONE 

can really time the market over and over 

again. It happens once, twice, thrice, and is 

still partly plain dumb luck. You can't keep 

buying the lows, selling the highs and party- 
ing with the profits. The sensible thing for investors to 
do, then, is to pick a handful of stocks that look good 
for the next five years, and stick with them. 

Sure, there's no sure-fire long-term investment 
strategy either. As they say, a trading session is a long 
time in the business of investing. If stock prospects 
change day to day, say some sceptics, imagine what hap- 
pens over half a decade. The flaw in taking this think- 
ing too far is that it ignores the evening-out effect of 
longer time spans. Day-to-day trades tend to react to 
daily information, but averaged out over the months 
and years, a stock's movement is seen to respond to 
business issues of larger importance: the company's 
broad market strategy, for example, or even a slowly- 
transforming operating context. 

Anyhow, here are five picks for the next five years: 


MTNL 

Here's a PSU stock that Jayesh Shah, Head (Research), 
LKP Shares and Securities, recommends as a good 
long horizon bet. Credit the potential triggers that 
could shoot it up. One, of course, is the metro telecom 
giant's likely merger with its non-metro counterpart, 
BSNL. If not a merger, then privatisation; yes, despite the 
noises being made by sections of the UPA government. 
Sooner or later, you can bet on economic logic over- 
taking rhetoric, and the question of how MTNL is to be 
turned competitive—and it is still to face the full brunt 
of competition—will have to be addressed squarely. Its 
net profit fell from Rs 1,540 crore in 2000-01 to Rs 877 
crore in 2002-03, before recovering to Rs 1,278 crore 
in 2003-04. The company’s valuation has fallen dra- 
matically; MTNL today has a P-E ratio of 6.2, which is 
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Here are five stocks you could put 





very low given the potential it has. How this is to be un- 
locked is the issue; either way, expect long-term gains. 
While the potential upside is good, the downside is lim- 
ited by the high dividend yield. Go for it. 


MAHANAGAR TELEPHONE NIGAM (2002-03) so 130.2 
Gross Turnover Rs 1,584.76 crore 

Net Profit Rs 877.16 crore 

Market Capitalisation Rs 8,284.50 crore’ og 

fr Hane mI Jun 11, 04 
NICHOLAS PIRAMAL 


This Rs 1,289-crore pharma company, which has just 
struck a deal with the French firm Laboratories 
Pierre Fabre to turn aggressive in the high-decibel 
skincare arena, enjoys the attention of many fund 
managers as a long-term play. It is, for one, a tempt- 
ing takeover target for any foreign pharma player try- 
ing to gain quick entry to a market that’s difficult to 
figure out. In itself, Nicholas Piramal is quite merger- 
happy, and having taken the inorganic route to 
size, snapping up smaller firms (some of them local 
arms of MNCs), it has demonstrated rare operational 
flexibility. It undertakes custom manufacture for 
MNCs, It sells several foreign brands under domestic 
licence, and its marketing model is also interest- 
ing—operating as it does an eclectic mix of tradi- 
tional pharma and an FMCG apparatus. All in all, a 
company for the world to watch. 

NICHOLAS PIRAMAL (2003-04) 760.60 
Gross Turnover Rs 1,288.9 crore 
Net Profit Rs 188 crore. 
Price Earnings Ratio — 163. — — 650 
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your money on for the next five years. sy AsHISH GUPTA 


HINDUSTAN LEVER 

The FMCG sector may be down, but is it out? Hindustan 
Lever Limited (HLL) has been under some pressure 
these past few years, but analysts are still betting on it 
as a good five-year investment. It has had to suffer ur- 
ban brand ‘downtrading’ even as rural consumption 
stagnated. A reversal of both these, with renewed 
brand vigour (raising tangible and intangible value per- 
ceptions) accompanied by wider income growth (ru- 
ral markets are already deeply penetrated), could 
shift the company back into topline-pushing mode. 
This is critical, since it is already quite tight on costs 
now. Any increase in interest rates could also alter the 
household spending patterns back in favour of FMCGs 
(over loan payments on gizmos and so on). Overall, 
however, growth depends on how concerted its mar- 
keting aggression is. 






HINDUSTAN LEVER LIMITED (2002-03) fs 


Gross Turnover Rs 11,096.02 crore ,, 

Net Profit Rs 1,771.79 crore e 

Market Capitalisation Rs 28,616.17 crore io 959 g 

Price Earnings Ratio — 17.5 ole - 
Jan 1, 04 jon 11, 04 

GAIL 


GAIL, the pipeline player, handles the transmission, 
processing, distribution and marketing of natural gas 
(and everything with it). Its well-entrenched 4,000-km 
pipeline network assures it a monopoly in gas car- 
riage—demand for which is projected to soar. Private 
players will need its services. Apart from being a direct 
energy source, gas goes into such products as urea, and 
GAIL monopolises supplies for this vital agri-input. 
The company itself has also made a petrochemical 
foray as part of a forward integration plan. 

The company's financial position is strong. It 


boasts a debt-equity ratio of 0.32, and an impressive 
25.87 per cent return on equity. But if its market cap 
has nearly tripled since June 2002, it could per- 
haps be on account of the potentially vital role a 
trans-subcontinental pipeline could play in securing 
India's future energy needs. 


300. 
i. - 166.75 
Rs 1,878.14 crore $ | 
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LIC Housing Finance Company 

The second largest housing company in the country, 
promoted by the Life Insurance Corporation of 
India (LIC), has turned in a consistent performance 
since its inception in 1989. It has nearly a fifth of the 
market, and boasts the country’s widest network of 
112 offices. It has acquired the Rs 60-crore loan 
portfolio of Gujarat Lease Finance, which makes it 
a dominant player in this high-demand state. Also, 
the company is diversifying into estate develop- 
ment and old-age homes. 

The stock has become an rit favourite of late, 
their holding having shot up. It also plans to raise 
$45 million through Global Depository Receipts 
soon. With the housing finance outlook as robust as 
ever, it’s a good long-range pick. E 


144.85 





JULY 4 2004 BUSINESS TODAY 113 








Long Horizon 


INYA I*VNIJ 





May was harrowing for Indian mutual funds; what next? The BT-MUTUALFUNDSINDIA.COM report. 


of May 13, 2004. And it could pay stock mar- 

ket investors to listen. For its relevance may not 
quite be over yet, as India heads for its first ever 
Budget by a Congress-led coalition. 

Meanwhile, investors are still recovering from 
the Left-led mid-May crashes; BSE Sensex and NSE 
Nifty witnessed their highest ever intra-day fall, with 
the former down over 800 points at one stage. Of 
course, the soaring oil prices that riled markets world- 
wide also played a role in the story of aftershocks that 
followed. And the coming in of a reformist top 
team—of Manmohan Singh and P. Chidambaram— 
has put a clear floor under the markets, even though 
they remain volatile. This is perhaps on account of the 
United Progressive Alliance (UPA) government's Com- 
mon Minimum Programme (CMP), which was greeted 
with grimaces, by and large. 


E XPECT THE UNEXPECTED... THAT'S THE MESSAGE 


May Mayhem 
In May, India's two major diversified indices, BSE 
Sensex and NSE Nifty, lost 15.8 and 17.4 per cent, 
respectively. 

By sector, BSE PSU and BSE Bankex remained highly 
volatile, finally closing 28.5 and 25.3 per cent lower, 
respectively, for the month. These are reform-sensitive 
sectors. Among other sectoral indices, BSE Healthcare 
fell 9.8 per cent, BSE FMCG lost 9.8 per cent and BSE 
Consumer Goods plunged 21.1 per cent. 


Diversified Equity Schemes 

Diversified equity schemes all posted losses, with the 
average fall around 15 per cent. Exposure to tech- 
nology and pharmaceuticals stocks offered a buffer 
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of sorts to most mutual funds here. The portfolios of 
the two top performers, both from Taurus, are not 
available for analysis, but the third placed fund, 
UTI Mid Cap Fund, had scrips such as Arvind Mills, 
IPCA Laboratories and Aventis Pharma. The fourth 
placed Birla India Opportunities Fund minimised its 
losses on account of technology. 


Sectoral Schemes: 

Of 33 schemes here, only two finished May positive. 
Tech funds were the least affected by the month's 
mayhem. The top performer has a major concen- 
tration of Infosys, Satyam, Wipro and HCL Tech, 
which make up over half the scheme. The second 











Major Buys  .— 
Scrip Funds 

Satyam Computers HDFC, Franklin, Birla, Prudential 
BHEL DSP, HDFC, Principal, Prudential 
NDTV Franklin, UTI, DSP, Deutsche, IL&FS 
Cipla Franklin, UTI, SBI 

Tata Motors HSBC, Principal, UTI 

Major Sells 

Scrip Funds 

Maruti Udyog Franklin, UTI, DSP, Deutsche 

ITC Reliance, UTI 

SBI Franklin, UTI, Reliance, Birla, Alliance 
Tata Power Tata, Franklin, SBI 

Zee Telefilms UTI, Franklin, ING 
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India's most exciting quiz show, The Challenge, pits today's ambitious 
management students against experienced corporate managers. Hosted by 
Derek O' Brien, each episode promises to be a war zone, where the only 
weapons are knowledge, presence of mind and a desire to win at all costs. Watch 
both sides battle it out in an exciting duel that will either end in glory or shame. 
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Management Students 
Sat. 10 pm, Sun. 12 pm & 7 pm (R) take on Corporate India 


If you're up to the challenge, register today at www.moneycontrol.com/thechallenge. 
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Diversified Equity Schemes 

Absolute Return 
Taurus Star Share -6.7296 
UTI Mid Cap Fund - -6.81% 
Birla India Opportunities Fund - Growth -7.59% 
Birla Mid Cap Fund - Growth -7.68% 
Absolute return for one month period ending 31st May 2004 
Balanced Funds 

Absolute Return 
hone arat m Balanced Fund - Growth -8.12% 
Canpremium (RO) - Growth -8.40% 
Escorts Opportunities Fund - Growth -8.69% 
Unit Scheme 2002 - Growth -9.14% 
Franklin India Balanced Fund - Growth -9.41% 


Absolute return for one month period ending 31st May 2004 


Recommendations 
Aggressive Investor: 80% Equity, 20% Debt 


Scheme 1 year return 








iii. India Aeran Fund 76.55% 


HDFC Equity Fund 70.68% 


Cautious Investor: 50% Equity, 50% Debt 
Scheme 1 asrki return 


HSBC Equity Fund 111 91% 


Birla Income Plus 5.56% 


Risk-averse Investor: 20% Equity, 80% Debt 
Scheme 1 year return 


Birla Income Plus 5.56% 







Templeton MIP 13.35% 
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Sectoral Schemes 


Scheme Absolute Return 
SBI Magnum Sector Umbrella - Infotech 2.84% 
Franklin Infotech Fund - Growth 0.21% 
Kotak Tech Fund -1.3396 
UTI Growth Sector Fund - Software -1.97% 
Prudential ICICI Technology Fund - Growth -3.02% 
Absolute return for one month period ending 31st May 2004 

ELSS Schemes 

Scheme Absolute Return 
HDFC Tax Plan 2000 - Growth -10.74% 
Birla Equity Plan -11.57% 
HDFC Tax Saver - Growth -12.28% 
Taurus Libra Tax Shield -13.05% 
Franklin India Tax Shield -13.63% 


Absolute return for one month period ending 31st May 2004 


best performer, meanwhile, has gone heavy on 
just five tech stocks. 


Balanced Funds 
All posted losses here too. Sundaram Balanced © 
Fund, which lost just 8.12 per cent and ended on top 
of the chart, had reduced its equity exposure from 65 
per cent in March to 50 per cent in April (and fur- 
ther to 46 per cent by May end). Its equity portion 
is mainly invested in auto, pharma and tech sectors. 


ELSS Schemes 

All these funds suffered heavily in May, with an av- 
erage fall in Net Asset Value (NAV) of around 15 per 
cent. HDFC Tax Plan 2000 and Birla Equity Fund, 
the top two on the performance rankings chart, 
got by on minimal exposure to oil and banking. 


What Next? 

The Budget, that’s what, in July. Analysts and inv- 
estors are holding their breath, even as you read this, 
on this one. Not in recent memory has there been so 
much apprehension and anticipation at the same time 
in a run-up to the Big B day. 

That would be followed by the much-awaited iPO 
of TCS, India's top software exporter. Needless to say, 
a reformist budget with a coherent plan for sustained 
economic growth would cheer the markets. But 
then, that’s not what most analysts are expecting, 
given the May experience. Investors are advised to 
think long-range in their approach to equities. Efi 
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Raising startup funds isn't a big headache if you're sure 
of what you're doing. BY AMANPREET SINGH 


You are cordially invited to a Fund 
Raising Gala. Be privy to a busi- 
ness idea tbat will not let you be. 
Big returns for brave hearts. 


OULD YOU GO? WHAT IF 
the host were you; know 
of people who would 


attend? Surely, India has enough 
adventurous investors around who'd 
gladly be part of some garage story 
that could become part of corporate 
lore, wouldn't you say? 

An ideal entrepreneurial culture 
is one where it's money chasing 
ideas, not ideas chasing money. 
India may not be there yet, but 
people with small money and big 
ideas haven't exactly had to suf- 
fer. They've just had to use the 
power of their conviction. 


118 BUSINESS TODAY JULY 4 2004 


Animation would spell big bucks, 
believed Shivkumar S., an irrian 
who started an animation shop, 
Axis.V Creatives, made a business 
plan, and went about convincing 
friends of its potential in 2002. He 
raised Rs 5 lakh by issuing Rs 10 eq- 
uity shares that year, Rs 10 lakh 
the following year, and then Rs 15 
lakh the next—at a Rs 10 premium 
per share. His promise: 20 per cent 
annual RO! to shareholders. Today, 
he's in dividend mode, and others 
are interested too. *A lot of people 
want to invest now," says Shiv- 
kumar, who cheerily claims to have 
billed Rs 1 crore this year already. 

Meet Iyam Perumal, founder 
and Managing Director, CSC 
Computer Education. In 1986, back 
when ‘venture’ was never spoken in 





the same sentence as 'capital', he 
started imparting “e-literacy” with a 
one-computer office in Chennai. 
His friends were convinced of his 
dream, and four of them chipped in 
with a lakh each. Today, CSc is a Rs 
22-crore chain with 243 centres; 
Iyam's friends were well rewarded. 

Similarly, computer engineer Ravi 
Sundaram raised Rs 2.5 lakh in eq- 
uity from professionals and used 
up his savings of Rs 10 lakh to start 
Anugraha Quality Service in June 
2003. He was sure of just two 
things: he didn’t need big money, 
and wanted independence. 

If it’s any surprise, Ma Foi 
Management Consultants started 
small too. “Lata and I started with 
Rs 60,000 back in 1992,” reminis- 
ces K. Pandia Rajan, who was plou- 
ghing in his Rs 10,000 salary while 
letting his wife Lata's Rs 7,000 run 
the house. The initial equity came 
by issuing 6,000 shares to family 
and friends. “One thing was clear 
that we would keep 51 per cent 
with ourselves, and work on a com- 
mitment of 20 per cent return to 
shareholders," says Rajan. The plan? 
Double turnover every year. With a 
CAGR of 78 per cent over the last 10 
years, Ma Foi hasn't done too badly. 
“What inspired me was that the 
broad-based ownership model had 
worked abroad," he says, *and 
frankly I hadn't heard of vcs." 

By 2000, Ma Foi had issued 
three bonus issues, and had an eclec- 


tic mix of 278 investors ranging 


from family and friends to match 
factory workers near Sivakasi, Usha 
Martin Group and CanBank 
Ventures. Ma Foi decided to sell 
out to Vedior in May 2004, and 
Rajan remains CEO. “The share that 
people had bought at Rs 1,000 was 
now worth Rs 33,000, and people 
did not want to sell,” smiles Rajan. 

So if there’s an interesting invi- 
tation in the mailbox, don’t dump 
it as spam. And if it’s you who’s 
sending out the mail, there might 
be people listening. 
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POWER BRANDS: IT'S ALL ABOUT PERSONALITY 


STEVEN FERNANDES 


ll power brands are distinctly characterized by an 
A s ingredient--its personality. These successful 

brands are personalities in their own right and are 
recognized across geographic areas, cultures and societies. 
Consumers across the globe relate to brand personalities in the 
same way as they do to human personalities. They are known 
because of the trust, hopes and aspirations they stand for. 

Brands are also successful because people prefer them to 
ordinary products. In addition to the psychological factors already 
mentioned, brands give consumers the means whereby they can 
make choices and judgments. Based on these experiences, 
customers can then rely on chosen brands to guarantee standards of 
quality and service, which reduces the risk of failure in purchase. 


"A good holiday is not about good luck, 
but good judgement." This is the premise 
on which Cox & Kings, the oldest travel 
company in the world, has been 
managing travel arrangements for over 
thousands of Indians. This maxim has 
seen the company win the coveted 
Galileo Express Travel & Tourism 
Award, research partnered by Deloitte 
Touche Tohmatsu (DTT), for the "Best 
Outbound Tour Operator", among other 








Peter Kerkar 
CEKO - Cox & Kings 


international awards. 

Established in 1758 in India, Cox & Kings made a conscious 
decision to focus on Outbound Tourism as they identified this new 
emerging segment. The focus saw the birth of "Duniya Dekho”, 
the first outbound holiday brand in India in 1999, Subsequent year 
saw the introduction bf a new brand 'FlexiHols', targeted at the 


While brands reach stratospheric heights because of their 
appeal to the rational part of a consumer or to the elements of 
logic and good sense or the innermost emotional part of the 
consumer, one thing is certain -they are the intangible assets of an 
organization. 

Branding is a hot topic in boardrooms around the world 
because most CEOs recognize that a strong brand is a powerful 
driver of shareholder value. Indeed, a McKinsey analysis suggests 
that about half of the market value of the Fortune 250 is tied to 
intangible assets. For some of the world's best-known companies, 
the figure is even higher. Power brands thrive and grow because 
organizations continue to build on the foundation of their 
performance, personality, and presence to create innovative 
strategies for expansion through focus or diversification and 
continued consumer satisfaction. 


Free Individual Travel market. "Bharat Dekho" was launched 
targeting the domestic leisure. 

Cox & Kings in all segments of travel has won critical 
acclaim from international media when Conde Naste Traveller 
recognized it amongst the top five brands in the world. The well- 
respected The Telegraph of London named it "the most enduring 
travel brand in the world." 

Cox & Kings, among the prestigious awards has won the 
Government of India Tourism Award in the Conference Segment 
for the last seven years. 

Their perception as the legendary travel specialist into India is 
reflected with a client list that boasts of many accomplished 
individuals including Sir Eddie George, Sir John Major and 
Henry Kissinger who have all experienced the warm Indian 
Hospitality with Cox & Kings. The emphasis on new segments 
and strengthening existing products is the cornerstone of this new 
thinking at Cox & Kings, the oldest travel company in the world. 


POWERED BY HPCL's BRANDED PETROL & DIESEL 


The new branded 
products from HPCL is 
yet another Retail 
Branding initiative, promising enhanced performance and 
improved engine health to discerning customers. 

POWER 

"POWER" has been tested by a leading international laboratory in 
Germany and the results have established the product as one of 
the best performing petrol brands ever tested by them. In à 
standard IVD Test on a Mercedes M-111 Engine, Power was 
found to reduce deposits to a level of 3 mg/valve, which is 
internationally accepted to be a top rated performance. 

In the new generation vehicles, especially those fitted with the 
MPFI engines, formation of deposits can lead to incomplete 
combustion, loss of power, reduced acceleration, poor fuel 
efficiency, higher emissions and in the long run - reduced engine 
life. With Power, the multifunctional additives continuously clean 
the fuel injection system and prevent the formation of any 
harmful deposits. The associated benefits of healthier mileage, 
greater power and acceleration, cleaner emissions and enhanced 
engine life naturally follow. Power also helps in reducing deposits 


in carbureted engines and two-wheeler engines. 

The price premium on Power has been kept at less than 5% of 
the retail selling price of regular petrol & it is now available at 
nearly 750 outlets across the country. Power has found great 
acceptance among all categories of vehicle owners and is on its 
way to become a 1500-crore brand within this financial year. 


TURBOJET 

The new diesel brand, "Turbojet" has been formulated with a 
specially chosen multifunctional additive package to offer a better 
driving solution for diesel engines. The formation of deposits that 
takes place over a period of time in a diesel engine leads to 
various problems including loss of torque and power, increased 
emissions and overall deterioration of engine health. 

Turbojet is now available at over 450 outlets in various 
markets and the sales volumes are growing steadily. Keeping in 
mind the price-sensitivity of the diesel segment, the price 
differential between diesel and Turbojet has been kept at a low Rs. 
0.30 to Rs. 0.40 per litre. HPCL has set aggressive targets for the 
coming months and is looking at locking-in consumers by 
offering them a better fuel at a marginal cost difference. 
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50. Rats A stunning new advertising Campaign is 
quietly making its presence felt in 
leading publications Countrywide. 
announcing the launch of Stanza. a new 
brand of international-quality shirts. It 
is a prelude to a massive national 
launch slated for the festive season 
ahead, starting in September this year. 

The inspiration is clearly Italian in 
look, feel, style and finish. No Surprise 
— À—s CONsidering the Chairman of Pokarna 

Limited, Mr. Gautam Jain. is not only a 
rm believer in the superiority of Italian design but has an extensive 
usiness connection with the country that goes back over a decade. 

As chairman of the group which includes Pokarna Fabrics, 
1dia's Single-largest distributor of Raymonds fabrics. Mr. Jain is 
Iso the founder of Pokarna Limited, an export-oriented granite 
rocessing company that is today India's No. 1 with an annual 
yrnover that exceeds Rs. 100 crores. Pokarna Limited's state-of- 
he-art granite manufacturing complex outside Hyderabad is almost 
ompletely based on the very latest Italian technology and 

machinery. Even their quarries use Italian machines. 

When Pokarna Limited decided to diversify into apparels, Mr. 
ain appointed one of Italy's most renowned shirt makers. Roberto 
nglesi to head the technical operations of the company. Roberto's 
nvolvement is from start to finish: from plant design and 
Stallation to training to apparel design to Quality control. 

At the gleaming new factory situated in Hyderabad's apparels 
ark, there's a quite a multinational task force at work. Italians, 
ermans. Swedes and Japanese installing their respective 
achines and training the personnel 

The equipment is the very best and the very latest in keeping 
ith Pokarna's corporate philosophy. Nothing less will do. As Mr. 
ain constantly dins into his people, “The word compromise doesn't 
xist in our dictionary 

The company has twin objectives: manufacture for other 
remium labels in India and elsewhere and manufacture its own 
remium brand, Stanza. And the company has the expertise and the 
apacity to deliver both with exceptional speed and quality. 

its new range of shirts for the Indian market is Italian to the last 
etail. It begins with premium Italian fabric carefully chosen for feel 

d fall and quality controlled even as it enters the factory gates. 
én the trims, including linings and the mother-of-pearl buttons 
e imported from Europe's best. Under Roberto Inglesi’s watchful 
es all these evolve into what promises to be the finest shirts this 
uniry has ever known. 


STANZA 


LINCA BOCA 
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Old Places, 
New Diffusion 


Are India's jobs-starved small cities in for renewed hope? A report. BY ALOKESH BHATTACHARYYA | 


USLOADS, TRAINLOADS AND ON TWO-WHEELERS, 
they're coming to the big cities. The action spots 
that 13 years of reforms have left glistening with 
swank office blocks and buzzing with busybodies. 
They're coming armed (so they think) with college 
degrees. For jobs. *Don't, please!" harried metro- 
dwellers have often tried to plead; a rapidly growing 
economy means job availability everywhere. 
Is that true? To see for ourselves, BT decided to ven- 
ture into small city India—urban habitations with pop- 
ulations of over a lakh but under a million. 


Creaky Old Order 

Traditional employment avenues are quite clearly on 
the decline. Take Vellore, some 145 km from Chennai 
in Tamil Nadu, for instance. This town of 1.8 lakh was 
a prominent leather zone till recently, doing 700 
tonnes of it daily and notching up millions in foreign 
exchange earnings. Nowadays, though, there's weari- 
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Winds of change: Companie 





ness in people's gait. Tannery after tannery is shutting 
down, as the industry seeks sea coastlines along which 
effluents can be discharged. 

Asansol, 200 km from Kolkata, in West Bengal, is 
over five times Vellore's size, but is also faced with 
stagnancy in old industries such as coal and steel. Those 
who can, head off to Kolkata for college. “Few, if any, 
return to Asansol as there are hardly any white collar jobs 
being generated here," shrugs Avijit Mukhopadhyay, 
Assistant Vice President and Branch Manager, UTI 
Bank, Asansol Branch. *There are no call centres here 
and all our students move to Kolkata, Gurgaon, 
Bangalore or Hyderabad after qualifying," adds Sanjib 
Ghatak, Branch Manager of NIIT's Asansol Branch. 

Meanwhile, Warangal, a city of 8 lakh, 140 km 
from Hyderabad in Andhra Pradesh, is suffering a 
decline in its carpet industry. Ask A. Ramakrishna, 
23, an engineering student son of a carpet-weaving 
unit's owner, what career he wants, and he is clear about 
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telecom, insurance and banking account for a big _ 
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it: a secure government job. *Once I have done my 
Masters," chimes in K. Murli Krishna, a 23-year-old 
pursuing an MCA degree, “I will look for a job in 
Hyderabad, Vizag or Bangalore." 

A visit to Karimnagar, an agri-based town with 2.5 
lakh people, 160 km from Hyderabad, is an even less 
cheerful experience. A measure of progress here is a sky- 
line dotted with chimneys. “There are at least 70 rice 
mills around the town," says M. Dana Kishore, Joint 
Collector and Additional District Magistrate, Kari- 
mnagar. This is generating jobs for such middlemen as 
commission agents who liase with farmers, and for 
paddy purchase centre officials—but it's hardly what a 
young civil engineer would aspire to. The traditional 
jobs scenario is no different in places such as Meerut, a 
city of a million in Uttar Pradesh, and Karnal in 
Haryana with its 3.4 lakh population, 125 km from 
Delhi. Agri-related trade offer poor options, and edu- 
cated youngsters are headed off to the capital city. 

Those who stay back have to scramble for every 
small opportunity that shows up. When P. Ashok Rao, 
the manager of a 10,000-loaves-a-day bread-making unit 
in Warangal, needed a supervisor, he was "surprised to 
find many applications from engineers and MBAs”. 


Hope Springs 

To file a gloom report from India's rickety old small 
towns, however, would do no justice to the excitement 
that has actually begun to take hold in these places, as 
more and more ‘big city’ companies troop in to set up 
local operations. Telecom, banking and insurance, 
specifically, are busy creating a large chunk of the local 


opportunities. In Burdwan, a town of 3 lakh some’ 





= 4. 


t 
124 


P 


107 km from Kolkata, Reliance Infocomm employs 
about 35 locals, and expects to take on more. Starting 
salaries are about Rs 5,000, and could rise to about Rs 
18,000 in some years. “Good performers,” says Pradipto 
Das, Branch Manager and City Head, Burdwan, 
Reliance Infocomm, “are sent to the Dhirubhai Ambani 
Knowledge City in Navi Mumbai for further training.” 

Telecom service provider Escotel has its hub for 
Uttaranchal and Western UP in Meerut, where it em- 
ploys around 300 people, a third of them at its local call 
centre. Rival operators such as Airtel and Reliance 
are also active in this town, and together with banks 
such as ICICI Bank and HDFC Bank, have actually 
managed to lure some of the townsfolk back from 
the big city. Nidhi Kapoor, 25, a customer care exec- 
utive currently with Escotel, for example, worked 
with Daksh in Gurgaon, near Delhi, for 18 months be- 
fore returning to Meerut. *My parents wanted me to 
come back earlier," she says, *but I didn't because 
there were no jobs here. But now, there are lots of jobs." 

Vivek Malhotra, Assistant General Manager, 
Customer Care, Escotel, Meerut, is distinctly upbeat 
about the trend of reverse job migration (from metros 
to small cities). “Growth in opportunities would be the 
same as in B class cities," he says, *International call cen- 
tres, having already moved to B class towns, will now 
move to smaller towns." Agrees Aman Awal, Personal 
Banker, HDFC Bank, Karnal: *There are a lot of job 
opportunities for people who want to work." His 
bank's direct sales agent has been recruiting a local sales 
force, and offers five-digit monthly salaries. 

New jobs are also springing up in the unlikeliest of 
places. The temple town of Kancheepuram, 76 km 


hunk of the new opportunities in India's small cities _ 
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Hope amidst gloom: The big hope for towns such as Karimnagar, with its struggling nce 
mills (left), and Burdwan, with its smokestack-era units, lies in entrepreneurship 


from Chennai, now boasts of DCS, a 
BPO unit that’s a business associate of the 
US-based outsourcing service provider 
Lason. It employs around 220 people. 
The salaries are far lower than in metros, 
and the centre need not even provide 
such job comforts as airconditioning. 
It is hot, but nobody seems to mind. 
“We are happy to work here,” says L. 
Deepa, a supervisor at DCS, “Women 
are mostly employed in teaching. We 
could do with greater opportunities.” 

While corporate representatives in 
small towns are sounding increasingly 
gung-ho about job prospects in small 
cities, some of them do complain about 
the quality of available manpower. 
“There are job opportunities,” asserts 
Gaurav Sukhija, Credit Manager (Karnal 
& Panipat), GE Countrywide Consumer 
Financial Services, “but you need the 
right qualifications. For example, Karnal 
needs at least 25 chartered account- 
ants, but they aren’t there.” 

If pure private initiative is not doing 
a good enough job, local officials in 
some of these places are also trying to 
give local employment a push. In 
Vellore, for instance, A.C. Mohan Doss, 
an outgoing district collector, has got the 
local employment office to organise 
‘iob melas’ in association with private re- 
cruiters every two months. It works 
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like a large campus recruitment jam- 
boree, with students charting prefer- 
ence lists and attending serial job int- 
erviews in the hope of an on-the-spot 
appointment letter. The opportunities 
range from clerical functions to accoun- 
tants, supervisors, salesmen and hospital 
administrators. This model is now be- 
ing replicated across the state. 


Entrepreneurship Ahoy 

The surest way to spark employment, 
of course, is local self-employment. 
Opportunities do exist, but only for 
youngsters who dare to risk a little 
startup capital. Sometimes, all it takes 
is encouragement (and access to credit). 
In Vellore, the local administration 
is busy counselling the youth on the 
wonders of starting up on their own. 
Among the more enterprising is 30- 
year-old R. Parvathy, who runs Royal 
Computers, a hardware supplying and 
servicing firm. *I feel Vellore has got 
great potential to develop as a hard- 
ware location," she says. This is the sort 
of futuristic optimism that India's small 
cities need. Remember, some of 
America's most exciting companies 

started in small cities. — El 
ADDITIONAL REPORTING BY 
NITYA VARADARAJAN, 
E. KUMAR SHARMA AND ARNAB MITRA 
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| am a 33-year-old sales officer working with an automobile 
company for three years now. After graduating in science and 
then doing an MBA in finance, | moved to the poultry sector 
as an assistant logistics manager. A year later, | took up a 
sales job with a film production house, where | worked for a 
couple of years, before joining this automobile company. 
However, | feel that my compensation here is not com- 
mensurate with my work experience or my educational 
qualifications. And even with seven years of work experience, 
when 1 try looking for a better job, employers ask for relevant 
experience. Why is this and what should | do about it? 

Employers usually look for candidates with work exp- 
erience in an industry similar to the one for which they 
are hiring. Your work experience has neither been 
related to your educational qualification nor has it 
been in similar functions or related sectors. Hence, it 
becomes difficult for an employer to consider your work 
experience as relevant. However, since you have spent 
the last five years in sales and are now with an auto- 
mobile company, consider taking up a sales position in 
the same sector. Alternatively, you could look for a sales 
job in the service sector. Once you get a job, however, 
work towards moving vertically in the same company. 


| am a 25-year-old first class commerce graduate, pursuing 
an MBA in marketing from a second rung B-school. Even 
though this school has been rated low by various surveys, | 
enrolled in it because | am convinced that management is not 
something that can be taught in schools—it is a skill that is 
either inherently present in an individual or has to be dev- 
eloped by the person himself. Will this school of thought work 
against me when | start looking for a job? Or am | right? 
The fact is that you need the right mix of talent and 
training to succeed as a manager. It is possible that you 
enrolled in the second-rung B-school because you did 
not get through a top-rung one. When you start look- 
ing for a job, at the entry level you may not get the same 
opportunities as those passing out of top B-schools. 
However, it is true that if you prove yourself to be 
good, the institute from where you do your MBA will not 
matter in the long run, only your achievements will. 


HELP 
TARUN! 


| am a 27-year-old third engineer (Merchant Navy) working 
with a US-based shipping company for the past five years 
now. | have done my B.E. in mechanical engineering along 
with a one-year marine engineering course from Cochin. 
However, now | want to pursue an MBA from the UK or 
Canada and am planning a complete career change thereafter. 
Since | only have experience on-board ships, | am doubtful 
about a future in the corporate sector. While | have an 
inclination towards marketing management, | would like to 
know what specialisation should | opt for to better my 
prospects once | complete my post graduation. 

With an MBA from any place—the UK or Canada, 
you could opt for any function as long as you do not 
expect employers to give you credit for your past ex- 
perience. As for your specialisation, you would do 
well to choose operations/maintenance or logistics, 
but you need not limit your choices to these. Your first 
year of MBA will give you a flavour of all kinds of 
functions and you could always decide on where your 
interest and aptitude lies. If marketing appeals to you, 
go for it. With age on your side, opportunities are 
not limited for you in the corporate sector. 


| am a 37-year-old science graduate with a diploma in 
electronics and telecommunication engineering. However, 
| am yet to get a job in my field of specialisation. | reside 
in Shimla and teach mathematics and art to high school 
students. | am paid a paltry sum of money, and it is bec- 
oming increasingly difficult for me to support my family. 
What kind of jobs are available given my educational 
qualifications? Do | need to move out or should | go in for 
additional study? If | choose the latter, which course of 
study would come in useful? 

If you want to go in for further studies, you could 
consider doing a course in computer science since 
you already have a diploma in electronics and 
telecommunications engineering. You could spe- 
cialise in hardware or software and there are good 
opportunities in both. Since you are teaching high 
school students, starting your own coaching classes 
is certainly one way to enhance your income. 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jhandewalan Extn., New Delhi—1 10055. 
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iring Happiness 


Is hiring set to rise? A Team Lease-Gallup Employment Outlook report. 


ORECASTING HAS A BAD NAME 
E these days. This survey, con- 

ducted jointly by Team Lease, 
a job assignment agency, and 
Gallup, pollster extraordinaire, did 
its fieldwork before that happened, 
though—between 21 March and 
28 April. And this survey offers 
“the first look at the organised sec- 
tor and its employment trends", 
in the words of Gallup's Rajesh 
Srinivasan, Head, R&D. 

So—who is hiring-happy and 
who is not? 

Broadly speaking, half the com- 
panies surveyed expect no change 
in their recruitment rate, while 44 
per cent foresee an increase. Sector- 
wise, financial services is the least 
gung-ho on taking on new people, 
and other services the most. 

The sample: 447 companies 
from Mumbai, Delhi, Kolkata, 
Chennai, Bangalore, Hyderabad 
and Pune. The idea, according to 
Ashok Reddy, Managing Director, 
Team Lease, was to get a cross-se- 
ctional view of employment expec- 
tations in the organised sector, with 
companies of varied sizes included 
in the sample, and from varied in- 
dustries ranging from wholesale, 
retail and information services, to 
hospitality and exports. “We 


wanted to look at grassroot growth and smaller in- 
dustries as well,” says Reddy. The basic questions 
were about industry growth and employment projec- 
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Financial Services" 


* Sample size is too small (<30) to estimate this reliably 
Source: Team Lease-Gallup Employment Outlook 
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confidence and hiring plans is inse- 
parable," observes Reddy. 

Delhi, Pune and Bangalore 
emerge as the most optimistic cities, 
perhaps a result of their concen- 
tration of manufacturers, whole- 
salers and IT firms. 

On whether it’s temporary or 
permanent staff the companies 
want, three-quarters opt for the 
latter. This could be taken as a sign 
of cycle-defiant optimism. The big 
imponderable hovering over the 
report, however, is the change in 
the operating environment since 
the survey was conducted. “So a 
word of caution while extrapolating 
data, because the government infl- 
uence is inescapable, and the gov- 
ernment has changed," warns 
Srinivasan. Place the findings in 
the macroeconomic context. 

To give the exercise credibility 
over a longer time span, Team 
Lease and Gallup promise to do 
fresh fieldwork every quarter. “The 
first few years of the survey will 
give us important snapshots and 
point to point comparisons,” says 
Srinivasan, “However, as time goes 
by and we develop a library of sur- 
vey results, we anticipate that the 
survey archive could form an imp- 
ortant basis to separate correlation 


from causation in employment analysis.” So wait for the 
next survey, to be done along the same format. Given 
the strong views held by the new government on jobs, 





tions. “The reflexive relationship between business the results should be of high interest. 
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To Apply to these Jobs: Log on to www.jobsahead.com and type the Job Code 


QUALITY TESTER 
1.A.P.Company Limited 
This position will be responsible for providing technical guidance to 


the team members, reviewing test plans, verifying application com- 


ponents, resolving QA issues and communicating with the extended 
team posted onsite so as to deliver on project commitments. 


Job Code: 454644 


LOTUS NOTES DEVELOPER 

Kanbay 

We are looking for a person with minimum 2 years of relevant expe- 
rience. Incumbent should have experience in application develop- 
ment on Lotus Notes. He/She should be a graduate in any disci- 
pline. Job Code: 454734 


JAVA PROFESSIONALS 
Solution Net India Pvt Ltd 


For this position we are looking for Java professionals with a techni- 
cal and commercial bent of mind. This position is for a leading bank 
in Mumbai. The incumbent will be deployed at the bank as a techni- 
cal associate. Urgent requirement. 

Job Code: 452512 


BUSINESS ANALYST 

I.A.P.Company Limited 

Incumbent should have a sound knowledge of financial institu- 
tions, particularly in the western and Japanese markets. He/She 
should have exposure to object oriented analysis and various estima- 
tion techniques. Knowledge of ISO and CMM will be an advantage. 
Job Code: 452621 


SR. ENGINEER - VOIP 
D Link 
Incumbent should have excellent programming skills in C. Knowl- 


edge of TCP/IP, SIP, RTP/RTCP, RTOS and experience in porting 


of protocol stacks to RTOS and development of IPBX/IP phones/ 
gateways will be an added advantage. 
Job Code: 452646 


Chief Technology 


Ambitious enough to be 
Officer? 


Don't miss the starting gun. 
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SHAREPOINT PROFESSIONALS 

Kanbay 

We are looking for professionals with expertise on Sharepoint. 
selected candidate should have 4 to 8 years of relevant experiene 
COM+, VB.NET, ASP, ASP.NET, VBScript, JavaScript, SQL Ses 
2000, ADO, XML, IIS and Windows 2000 Server. 

Job Code: 454728 


QA-TESTING-TEAM LEADER 

Ybrant Technologies Pvt Ltd 

Incumbent should be a BE/MCA with 3 years of experience as a 
person for client-server or web applications. He/She will be resg 
sible for managing a team of software testing engineers and shou 
able to work on bug tracking. Job Code: 452492 


JAVA AND SWING DEVELOPER 

Trident Information Systems Pyt. Ltd 

For this position we are looking for BE, BTech, ME, MTech, MC 
PGDCA. Incumbent should have minimum 3 years of experi« 
out of which at least 2 years should be with programming in Java 
Swing. Knowledge of EJB will be an advantage. 

Job Code: 452595 


NETWORK ENGINEERS 

The Leading Software Company 

IThe selected candidate should have prior work experience in insta 
Windows NT, Windows 2000 Server and in configuring Micro 
Outlook. He/She should posses excellent communication and 
sentation skills. 


Job Code: 452633 


TECHNICAL WRITERS 

Prolease India Pvt.Ltd 

We are looking for graduates/post graduates with 2 years of rele 
experience in production of end-user, online documentation and 
systems. Incumbent will be responsible for editing technical ma 
and should be able to install and configure software. 

Job Code: 452693 
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CE CONTROLLER 

Holidays and Resorts India Ltd 

bent should be a chartered accountant with excellent manage- 
t skills. He/She will handle the finance function from a strategic 
ctive. Knowledge of accounting packages like Tally will be an 
ded advantage. Job Code: 454637 


ANAGER/SR.MANAGER-FINANCE & ACCOUNTS 

umbent will be accountable for complete finance and accounting 
ork in the IT and ITES divisions of the organization. He/She should 
able to control and take charge of entire department activities related 
sales tax and income tax. Job Code: 453117 


—NTERNAL AUDIT-EXECUTIVE 
itas Limited 
Wwe are looking for a chartered accountant to conduct internal audit of 
ee company for various divisions and preparing MIS reports. Incum- 
nt must be open to traveling as this position will require a lot of 
evel related activities. Job Code: 453452 


WRANCH ACCOUNTANT 
»eoteric Infomatique Pvt. Ltd 
»ecumbent should have prior working experience as a Branch Accoun- 
mat in FMCG companies. He/She should have good communication 
, die hard approach towards work and should have an analytical 
:nt of mind. Job Code: 446055 


"AX ANALYST 
^R Corporation India Pvt. Ltd 
We have immediate openings for a finance professional with 4-7 
wars of tax and accounting experience. Knowledge of US income 
ix compliance such as tax depreciation calculations, computation 
“simple book/tax differences will be an advantage. 
b Code: 441262 


nf How long will you wait to be 


|»... Finance Head? 
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SR MANAGER - FINANCE 

Scape Velocity, Inc 

We are looking for a finance specialist with at least 5 years of handi 
on exposure to accounting and re porting in services industry - pref- 
erably in software services. Incumbent should be a computer savvy 
person with excellent communication and inter personal skills. 


Job Code: 452813 


PAYROLL EXECUTIVE 

Zycus Infotech Pvt. Ltd 

Incumbent should be a graduate in commerce and should be well, 

versed with total payroll systems and formalities. He/She should 

be able to handle all payroll matters. Knowledge of Tally and other 
accounting packages will be an added advantage. 

Job Code: 453320 

DEPUTY MANAGER - F&A 

CSC 

Incumbent should be a CA with at least 4 years of experience in 
Audit, MIS and reporting, He/She should have exposure to quality 
processes and initiatives. Knowledge of accounting packages like 
Tally will be an added advantage. Job Code: 449567 


REGIONAL REMEDIAL HEAD 

IFCM Counsellors Private Limited 

This position will ensure that overdue and NPA's are under man- 
ageable unit by efectively managing the number of contracts and 
amount overdue. Incumbent should be able to take care of prob- 
lems and to provide support to team members for effective func- 


tioning. Job Code: 443316 


SR. EXEC/ MGR-DIRECT TAX 

CIBA Speciality Chemicals India Limited 

This position will keep track of computation of advance tax pay- 
ments, MIS, tax provision, reporting under hyperion and computa- 
tion of tax liability for statutory accounts. Knowledge of tax audit 
reports will be an added advantage. 

Job Code: 444008 
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^ 
P CHANNEL SALES MANAGER 
- Mahindra Holidays and Resorts India Ltd 
A. - Incumbent should have 4-6 years of experience in sales with minimum 
of 2 years experience as ASM/Sr.sales executive handling sales team. 
E This position requires extensive traveling and fair amount of local sales 


gteeocoos idea. Job Code: 454649 


- SALES MANAGER 
at . Metlife India Insurance Company Pvt. Ltd 
~ We are looking for a sales professional with their own database. Incum- 
bent should have excellent communication and presentation skills. Prior 
—— working experience in sales or marketing environment will be an advan- 
— tage. Job Code: 454820 


.. SALES EXECUTIVE / SALES OFFICER 

_ Videocon International Ltd. 

Incumbent should be an MBA preferably marketing graduate who will 
be a part of a vibrant front line sales force. He/She should be capable 
n. enough to meet sales targets and should be determined to push sales in 
a competitive environment. Job Code: 453598 










_ SALES MANAGERS 

Velocity - The Career HUB 

E Incumbent should be a graduate preferably MBA with 2 years of expe- 

| 3 rience in financial, telecom, FMCG or consumer durables industry with 
at least 1 year of team management and concept selling experience. 

A Knowledge of local languages will be an advantage. 

... Job Code: 453854 


; — REQUIREMENT ANALYST 

Scape Velocity, Inc 

m) This opening will keep track of requirements gathering and documen- 
n 1 - tation, identifying and escalating scope during requirement gathering to 
——- requirements leads ensuring technical commitments in the requirements 
documentation functionally. Job Code: 453758 


? | Get a head start in the race to be 


S Chief - Marketing. 
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MANAGER SALES & PROMOTION 

Morde Food Products 

The selected candidate should have prior experience in baker 
confectionary industry. This opening involves formulating, 
onstrating product applications, event management and direct 
keting to prospective clients. Job Code: 454790 


ASSISTANT SALES MANAGERS 

CyberBazaar (I) Pvt. Ltd. 

We are looking for dynamic sales professionals to handk 
portfolio of services at our offices across locations. Incun 
should be a graduate /post graduate with 3-5 years of experiet 
selling hospitality, financial, banking and IT services. 

Job Code: 454968 


SR. / BUSINESS DEVELOPMENT EXECUTIVE 
Espire Infoserve Pvt. Ltd 

The selected candidate should preferably be from a sales backgr 
with very good command over spoken English. He/She sl 
have strong flair for sales and will be responsible for making 


calls on various client prospect accounts. Job Code: 453897 


INTERNET SALES AND MARKETING SPECIALIS 
Module One India Ltd 

Incumbent in this position will sell internet marketing solt 
to a client base consisting mostly of MNCs and major I 
corporate customers using a consultative selling approach. H« 
will be responsible for generating and closing new bu: 


opportunities. Job Code: 453917 


SECURITY SOLUTIONS SALES PROFESSIOANLS 
Binary Semantics 

Incumbent will be responsible for the sales of security soluti 
the northern India. He must have excellent knowledge abo: 
north India market with 4-6 years of experience in the abov 


profile. Job Code: 454374 
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BOJECT MANAGER- MAINFRAME 
_.P.Company Limited 
| ambent should be a BE/MCA with 10-15 years of experience. Re- 
ibilities for this job involves estimate effort, cost and schedule 
ed on inputs from proposal, organize resource availability and de- 
^*ment with relevant stakeholder groups. 
Code: 452518 
INCIPAL 
we Advertisers of New Indian Express 
ambent should have proven experience in the teaching field. He/ 
should have at least 3 years of relevant experience as a professor or 


east 12 years of experience as a teacher. Excellent communication 
^ desired. Job Code: 451190 
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PROJECT MANAGER- J2EE i 
L.A.P.Company Limited 
Looking for a person with minimum 15 years of experience out of — 
which at least 5 years should have been in the capacity of a project — 
manager. Incumbent should have a thorough knowledge of J2EE - 
and related technologies. Knowledge of ISO/CMM will be an a 
advantage. Job Code: 462065 
DIRECTOR 
The Advertisers of New Indian Express | 
Incumbent will be posted as Directorate of distance education. He/ 7 
She should have a master's degree with at least 55% marks or its 
equivalent grade of B in the UGC seven point scale. Ph.D in any — 
discipline with at least 15 years of teaching experience at the UG/PG ~ 


"SE PRESEIDENT - TECHNICAL RECRUITMENT 
ster Profiles 
looking for a professional who has work experience in IT staff- 
——ompanies - specific to US placements alone at least for a period of 
years as a business head who will be able to interact with the US 
t to drive a team of account managers/team leaders /Tech Recruit- 
ob Code: 448933 


ANALYSIS CONSULTANTS 
@ambent should be an ME/M. Tech in mechanical/automobile / aero- 
e engineering with a minimum of 6-10 years of experience in de- 
and analysis. He/She will be responsible for training young engi- 
^k in this stream. Job Code: 448846 


WNERAL MANAGER-FACILITIES 

ka Group 

immbent will head the facilities division and will be reporting to ex- 

"ive director. He/She will be responsible for overall maintenance of 

Wities like DG sets, compressors, AHU's, building management sys- 
with the help of a team of engineers and technicians who will be 

rting directly to him/her. Job Code: 443807 





Step into the shoes of 





Managing Director. 


level along with publication credentials. Job Code: 451214 


DIRECTOR - OFFSHORE OPERATIONS 
Sorix Solutions Pvt Ltd 


We require a person with 10-15 years of experience working directly 


with offshore sales support and delivery operations. Incumbent 
will be responsible to develop strategies and plans for supplemen- 
tal staffing business opportunities within India. 

Job Code: 450695 


MANAGER BUSINESS DEVELOPMENT 

I Maritime Consultancy Pvt.Ltd 

For this position we are looking for a person with a vast amount of 
experience in the shipping industry. The incumbent should have a 
degree in management and some very good contacts in the ship- 
ping industry. Age should be below 45 years. 

Job Code: 442069 


BUSINESS DEVELOPMENT MANAGERS 

HCL Technologies Ltd 

For this position we are looking at someone with at least a graduate 
engineering qualification. Incumbent should have experience in cre- 
ating effective business proposals, building effective partnerships. 
He/She should have extensive industry and domain experience in 
addition to managerial abilities. Job Code: 444073 
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Opportunities offered 


VC / Pro VCs 
Director General 

Directors / Deans / 
Associate Directors 
Registrar / Dy. Registrar 
Professor / Associate Prof. 
Chief Placements 
Programme Coordinators 
Assistant Professors 
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COME JOIN THE WINNING TEAM 


FACULTY, RESEARCHERS 
CONSULTANTS & TRAINERS 


and enrich India's emerging world class Learning 
environment conducting Bachelor, Masters & Ph.D level studies 


If you have ... 


Dreams to create an army of global leaders 

Sustaining urge to work with India's gifted minds 

Desire to change the world by passing the baton of your 
thoughts by infusion of the young minds 

Belief that child learns what he / she lives thus creating a 
living example of being a visionary of high integrity, enterprise 
and love for serving humanity 

Knack to suceed in whatever you aim and work for 

Speed to be ahead and be a winner 

Ability to work incessantly for quality and excellence goal 
Thirst for not only acquiring but also creating new knowledge 


We promise... 


...lo help you become a Global Achiever by providing exciting 
opportunities to participate in the EMPI's phenomenon of excellence 
or becoming the founder for seeding your ideas and growing new 
centres. Our fast growing global academic and research network can 
become the foundation for success. 


Matching AICTE / UGC entry qualification standards are required: Ph.D / B.Tech / 
MBA / Post Graduation / CA / ICWA. 

UGC-NET clearance will be an advantage. 

Compensation would not be a constraint for the right candidate. 

Housing, School and Medical Facilities are available on campus. 





A Vibrant Global Teaching-Learning Campus Environment 


Faculty & Student Exchange with EU / US Universities. 

Can pursue Ph.D on Campus as Residential Research Associates 
EMPI & Foreign Institutional Research Grants. 

IGNOU-EMPI and EMPI University - Globally Partnered Programmes. 
Joint working in Indo-US & EU projects & programmes including academic i 
collaboration with HSEBA (Finland), Fordham (USA), Turin University (Italy), 
AMIC (Singapore), ESC Lille (France) & Wharton School of Business (USA) as 
Country Co-Investigator. Also, joint US-India Social Responsibility Projects. 

Q Seminars, Executive Development Programmes with International Partners p 
like AMIC Singapore, lIJ Berlin and Harvard Information Technology Group etc. 
J Vast Green Residential Campus with wireless internet connectivity. 











Send resume to: Vice President 


EMPI* Group of Institutions 


CSKM Educational Complex, Satbari, Chattarpur, New Delhi - 110 074 
Fax : 91-11-2665 4422, E-mail : empi@vsni.com Visit us at: www.empiindia.com | li 
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CHIEF FINANCIAL OFFICER 


IVRCL, an ISO 9001-2000 accredited company has made an indelible mark in the Indian 
Infrastructure development providing total solutions in the core areas of water & waste 
management, buildings & industrial structures, roads & bridges and power transmission. 
With a quality policy commitment to customer satisfaction, quality awareness and desire for 
excellence, IVRCL has emerged as a leader and is poised to become a Rs. 1000 crore company. 
Its credibility can be gauged by the fact that major MNC partners have invested more than US$ 
20 million in its frontline activity. IVRCL with the support of a strong and dedicated work force of 
1250 is behind some ofthe most challenging and innovative Infrastructure projects. 


To ensure its commitment to *BUILD A BETTER WORLD" IVRCL requires a Chief 
Financial Officer. 


CA with 15-20 years of industrial experience with 5 years in the Infrastructure 

industry as CFO. 

The candidate should be in the age group of 40-45 years and possess : 
the ability to handle the entire financial management of the company. 
the ability to develop and perform analysis of strategic plans and business 
development besides developing competitive information sources. 


leadership potential and interpersonal skills to guide and motivate team 
professionals. 





Send your detailed resume within10 days superscribing with the position applied for to : 


K. Ashok Reddy, Director - Resources, IVRCL Infrastructures and Projects Limited 


Ath floor, IVRCL Towers, Adjacent to Bank of Baroda, Road No. 10, Banjara Hills, 
Hyderabad - 500 034. www.ivrci.com 
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Profitable wrangle: 


IT MAY LACK 
- MEG RYAN'S 
IMPISH 
CHARM OR 
NORA 
EPHRON'S 
WITTY 
REPARTEE 
BUT WITH 
HUM TUM, 
BOLLYWOOD 
HAS PROVEN 
THAT WHEN 
IT COMES TO 
CREATIVE 
MARKETING 
IT IS SECOND 
TO NONE. 


BY ABIR PAL 


134 BUSINESS TODAY JULY 4 


Manaeine \ 


CELLULOID 


YOU-AND-ME 


Bollywood's rewarding tryst with innovative marketing continues with the success of Hum Tum 


ERY FEW AMONG THE STAR- 
struck teeny boppers thronging 
suburban multiplexes to lap up 
Yash Raj Films' latest syrupy offe- 
ring are aware of how a freshly- 
minted IIM graduate—barely a few 
years older than them—helped make Hum 
Tum a box-office success. 

For at the heart of Hum Tum’s successit 
has already netted Rs 8.44 crore in the last two 
weeks in India and was ranked # 6 in terms of 
box office takings in the UK—ies some of the 
savviest and most innovative marketing to 
emerge out of Bollywood in recent times. 
The seeds were sown way back in July last 
year, when Yash Raj films' in-house marketing 
department got together. Director Kunal Kohli 
had just finalised the script of the When Harry 
Met Sally-inspired romantic comedy but Yash 
Raj Films’ vice chairman Aditya Chopra 
wanted a concrete marketing plan in place, 
even before shooting began, something unhe- 
ard of in fly-by-impulse Bollywood. 

“In one line, the central theme of men vs. 
women, ‘battle of the sexes’ had to be 
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effectively and innovatively communicated 
to the widest possible audience," recalls Tarun 
Tripathi, Senior Executive, Marketing, Yash 
Raj Films. Nothing new there. The trick and 
skill lay in cutting through the clutter. It was 
then that 25-year-old Tripathi—he joined 
Yash Raj Films almost three years back, 
straight out of rM Lucknow—hit upon the 
idea of using cartoons strips; the protagonist 
Karan Kapoor (essayed on screen by Saif Ali 
Khan) was a cartoonist, and this is just what 
marketing theorists term 360 degree branding. 
The tie-up with Tbe Times Of India 
ensured that in return for in-movie place- 
ment and exposure, Yash Raj got to run 45 
customised comic strips across nine weeks 
in Tol editions across the country. "In one 
stroke we got a sustained pan-India pres- 
ence, which generated immense awareness 
about the forthcoming film," says Tripathi, 
who is part of the six-member youthful 
marketing team that is internally referred to 
as Yash Raj Film's backside, an allusion to 
where the members sit, in the rear of the 
company's offices in Juhu, Mumbai. 





MARINE LUNG 


The Toi deal was one pillar of YRF's four-pronged 
marketing strategy of ensuring that Hum Tum’s char- 
acters reached out beyond the theatre to potential 
audiences; the other three involved tie-ups with MTV, 
Sony Entertainment Television and (Frito) Lays. 

Hum Tum's target audience of 16-24 year olds 
made music channel MTV a perfect fit. The Hum Tum 
cartoon characters—spiky haired Hum and wide-eyed 
Tum—featured in a customised MTV channel logo. 
MTV also co-produced a music video featuring UK- 
based crossover artist, Rishi Rich, and a part of Hum 
Tum’s soundtrack. The channel, which recently started 
joint promotions with local production houses (it has 
been associated with movies like Masti, Main Hoon Na 
and Ab Tak Chappan), in turn got access to exclusive 
star interviews and movie content. “In 
fact, internal research that we conducted 
across multiplexes in Mumbai for Hum 
Tum tell us that 60 per cent of the traf- 
fic generated is attributable to MTV's 
communication,” says a visibly pleased 
Cyrus Oshidar, v», Creative and Content, 
MTV Networks India. Then there is the 
much-talked about promotion with Sony 
— Entertainment Television’s latest soap, 
Jassi... featuring the eponymous bespec- 
tacled and brace-wearing Plain Jane. 

Over six episodes, the Hum Tum 
cartoon strip was woven into the script 
of the soap, culminating in a meeting 
between Karan Kapoor and Jassi, 
something that Sunil Lulla, Executive VP, SET, calls “a 
touch point of reality”. And while these piqued 
curiosity and generated awareness, it was supple- 
mented with on-the-ground campaigns. Lays did 
its bit for brand ambassador Saif Ali Khan. Two 
special flavours, Masala Cooler and Cool Cucumber, 
were launched and in return for in-film placement in 
one of the movie’s animation segments, Hum Tum 
got its pound of branding flesh on 20 million Lays 
chips packs and a special TV-5Ms campaign. “Advance 
bookings were 100 per cent; a sure sign that the cam- 
paigns hit their mark,” gushes Tripathi. 

Not that Yash Raj Films were pioneers. Ask any 





CARTOON CHARACTERS 
HUM AND TUM ARE 
PRETTY POPULAR IN INDIA 


Bollywood buff and he'll reel off a long list of recent 
releases that have effectively used modern marketing 
and promotional tools. Ram Gopal Verma’s Darna 
Mana Hai boasted an interactive website, Kal Ho Na 
Ho's joint promotion with Reliance Web World rocked, 
Koi Mil Gaya and Lagaan had their merchandising—all 
these have not just helped push awareness but also 
opened up multiple revenue streams. The advent of 
multiplexes has meant that movie going audiences 
can be “segmented” and more buzz created with 
smaller budgets. The emotional connect that movies and 
their association provides has marketers salivating. 
“The forthcoming Sajid Nadiadwala feature Mujhse 
Shaadi Karoge will be accompanied by a campaign 
where you get to propose to the love of your life over 
a cup of coffee,” says Sudipta Sengupta, 
Head, Marketing, Café Coffee Day, 
which has been fruitfully associated with 
recent movies like Yuva and Khakee. 

The reticent Aditya Chopra, referred 
to as “Adi” within Yash Raj Films, is 
not only the de facto creative head of the 
company, but also reported to be very 
marketing savvy. It shouldn’t surprise 
anyone, then, that YRF used demographic 
segmentation to target opinion makers in 
urban centres for Hum Tum. The logic? 
These people would then help promote 
the film through word of mouth. 

Yash Raj Films will not disclose how 
much went into the promotion effort, 
but insists that it isn’t more than the standard 10 per cent 
of production costs. Clearly, it is happy with the bang for 
its buck. “The communication was spot on with expec- 
tations matching reality,” says Komal Nahata of Film 
Information, a trade journal. That’s a point. Given 
that a film’s success depends on its content, not marke- 
ting strategy, too much promotional effort can often res- 
ult in disaster. “Unlike products, with films one should 
always be careful not to over-hype things,” says Saugata 
Gupta, Head, Marketing, Marico Industries. “Otherwise 
unrealistic expectations are built up even before one gets 
to see the movie, and that can badly backfire”. 
Fortunately, that didn’t happen with Hum Tum. @ 
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Saying No 


To Monopoly 





: Indian agriculture may remain stuck in labour-intensity mode for decades 


A McKinsey expert on overcoming poverty, a look at diversity, and cricket statistics. 


NE NEED NOT BE DEDICATED 

to the proposition that all 

men are created lazy to arr- 
ive at this big philosophical conclu- 
sion about productivity: it is trouble- 
some. Thick-lined charts menace 
boardrooms with it. Heavy books 
get written about it. Alert minds 
are lulled into snoozes by it. Worse, 
reaching for the ‘Outsource It^ rub- 
ber-stamp is no help; big companies 
and big economies have outsourced 
their decision-making apparatus to 
global consultants, but have found 
no escape from productivity. 

It just won't go away. The good 
news is that not all books on the 
subject are designed to induce 
yawns. This one, written by the 
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THE POWER OF 
PRODUCTIVITY 


By William W. Lewis 


University of Chicago 
Press 


PP: 339 
Price: Rs 1,299.20 


THE POWER OF 
PRODUCTIVITY 


founding director of the McKinsey 
Global Institute, William W. Lewis, 
presses all the keywords that ought 
to turn anyone with any claim to 
global responsibility, crimson-faced: 
The Power Of Productivity: Wealth, 
Poverty And The Threat To Global 
Stability. And if this is not enough as 
a measure of sobriety, the jacket 


has no picture either; indeed, the 
closest Lewis gets to using imagery 
is in the chapter on India, that too 
in response to “the only man-made 
structure that has ever exceeded 
my expectations”, the Taj Mahal. 

The rich-poor divide—expressed 
as productive-unproductive—is too 
dangerous to leave clumsily addres- 
sed, argues Lewis, using an analysis 
of product markets in 13 countries 
to propose a deceptively simple 
solution: competition. 

Fair competition, that is, among 
all value generators—for the indi- 
vidual consumer's mind and money. 
And so, free of intervention on be- 
half of big organised interests (such 
as producer lobbies) by power- 
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The ICFAI University offers the MS (Finance) Program Investment Banking 


leading to the award of the CFA Charter from 


the Council of Chartered Financial Analysts. NAutual Funds 
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Training Classes at over 100 Study Centers 
Soft Skills Training & IT Training 

Web Support on 24 x 7 basis 

Examinations 4 times a year at 67 Test Centers 


Visit us at 
www.icfai.org/icpe 





For Prospectus and Online Registration 








For Details & Prospectus, please contact ICFAI Study Centers at (Ph. Nos): 


Agra: (2527035/3098775): Ahmedabad: (2656-3042/2458); Ajmer: (2622707); Allahabad: (242-0255/1098); Amravati: (2663312); Amritsar: (5005221): Anantapur: (249334). Aurangabad: (5624774 
775); Bangalore: € Infantry Road: (57625-211/311) € Jayanagar: (26991202, 26551842) € Intemational Tech Park (ITPL): (51158637) € Rajaji Nagar: (57613743); Barrackpore: (25924235) 
Bareilly: (2420034/37); Belgaum: (2424074); Berhampur: (2225790); Bhopal: (5277253, 2576975); Bhubaneswar: (2506203/204); Calicut: (2722660); Chandigarh: (5081128/2749504) 
Chennai: € Nungambakkam: (282356-33/88) € Adayar: (24405944/55) € Tambaram: (52112055, 22263728) € Annanagar: (52171816, 26205138); Coimbatore: (2541190, 5366447) 
Cuttack:(2332811); Dehradun: (2654002/03): Durgapur:(2544433); Faridabad: (5070464/922, 5071923); Gandhi Nagar: (30960252, 23243573); Ghaziabad: (2703105, 3943243) 
Goa: (2437050); Gorakpur: (2201-329/493); Guntur: (2238958); Gurgaon: (222-3595, 5556); Gulbarga: (442033), Gwalior: (2322273), Hubli: (2371 738); Hyderabad: € Punjagutta: (23430431- 
36); € Vidyanagar: (27630356, 55100656); Indore: (506-9003/8247); Jabalpur: (5066886); Jaipur: (2363695, 2373689); Jalandhar: (5074769, 5000569); Jamshedpur; (2434957) 
Jodhpur: (2772470,5106610); Kakinada: (2387772); Kanpur: (233-0912/1145); Kochi: (2369763, 2382294); Kolhapur: (265-5142/4491); Kollam: (3091485); Kolkata: € Ballygunge 
(228-73161/17802) € Lake Town: (2534-1172/4723); Kottayam: (2561131); Kurnool: (249811); Lucknow: (220-4205/4559); Ludhiana: (2772523, 3097022). Madurai: (2342168, 5379988) 
Mangalore: (2432050); Meerut: (2666166); Mumbai: € Nariman Point: (22040888, 22823173) € Andheri West: (2671-6563,8410) @ Ghatkopar (East): (55987187/88) @ Thane: (25375836, 
25382659); Mysore: (2543803); Nagpur: (2564314, 2547124); Nasik: (2570413, 5604820). Nellore: (2301222); New Delhi: € Connaught Place: (237391-57/69; € Meera Bagh: (2528-3007/1138) 
€ Kamia Nagar: (55481831); Noida: (2592410, 2516024); Patna: (2237942); Pondicherry: (2911211, 2220991); Pune: @ Shivaji Nagar: (40269-75/76) € Bund Garden Road: (4048771/72) 
Raipur: (5061361, 5091919); Rajahmundry: (2448813, 2434919); Rajkot: (2462684); Ranchi: (2331-922/508); Rourkela: ( 2473736); Sagar: (508131); Salem: (2332122); Siliguri: (2524079) 
Shimla: (26570-46/48); Surat: (2650485, 5530048); Thane: (5375836, 25382659); Thrissur: (3090920/2321263); Tiruchirapalli: (2740761), Tirunelvelli: (2561533) 
Tirupathi: (5561058); Trivandrum: (2320853, 2321302); Udaipur: (5102-254/545); Vadodara: (2341780, 5540299); Vallab Vidyanagar: (239734) Varanasi: (2226-320/439), Vijayawada: 
(2473620, 5563620); Visakhapatnam: (2752653, 2598650); Warangal: (2552610); Yamuna Nagar: (309872). 


You can also send your request for Prospectus and Application along with your brief bio-data to: 
The Programs Officer, The ICFAI University, 23, Nagarjuna Hills, Punjagutta, Hyderabad 500082. 
040-23430431-36, Fax: 040-55639711. E-mail: info Gicfai.org 
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wielding authorities (such as big govern- 
ments). This makes for productivity —what 
poor economies desperately need. 

That's no cloudbursting revelation. Nobody 
who has watched market dynamics closely 
would argue with that, nor object to Lewis' up- 
holding of the US as the market to emulate, de- 
spite its *new economy' ending up in a whim- 
per. Also, grant the author his litany on what 
India, a case of *bad economic management 
from a democratic government", must tackle. 
Be it vague land titles, gross protectionism, re- 
tail investment barriers, an outsized public 
sector, distortionary taxation.... India is still 
nowhere close to giving the ‘market’ an un- 
hobbled role in resource allocation. 

In keeping with the broad anti-monopoly 
theme of the book, Lewis makes a coherent 
case against big government as a way to keep 
the market free of control by *elites" (includ- 
ing big business). Intervene, but only for the 
consumer; Chicago-school laissez faire with 
a flicker of Berkeley mitigation (meanwhile, 
somebody please get a tranquiliser gun for the 
statists who think the state always knows 
better than the market). 

Not that McKinsey knows best either. 
The book’s weakness, as seen in its analysis of 
India, is its own boxed-in approach to such 
sectors as agriculture and apparel. Indian 
farming is doomed to a poverty trap on acco- 
unt of labour-intensity, Lewis suggests, so 
long as industrial and service booms are un- 
able to relieve the land of its teeming millions. 
This sounds way too fatalistic; why can’t 
info-enriched agriculture ascend the value 
scale? In apparel too, the go-global emphasis 
could possibly be on individualised value 
creation—given some imagination in the 
realm of human sensuality—rather than just 
industrial-scale mass mechanisation. 

What’s more, India’s apparent lack of 
‘competitive intensity’ overall might actu- 
ally have peculiar reasons that cannot be dis- 
cerned from a simple economic policy tem- 
plate. Lewis does appear to have a clue, 
though; he assigns a formative role to the 
American Civil War’s values—the fight for the 
little guy’s rights—in that economy’s eventual 
success. Hmmm... as they say in advertising, 
whether one gets two minutes, 30 seconds or 
a monosyllabic moment, a proposition need 
only be single-minded to win dedication. 

ARESH SHIRALI 
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ps ARE THEY ALSO CONFUSED? TOO 
confused to admit any need of help? Eliza- 
beth Coffey, an executive coaching expert, 


je 





a might have some answers. As Director Partner 
CEOS AWAKE at The Change Partnership, a UK-based coach- 
Taho ing firm, she has lent large portions of under- 

standing to CEOs who typically don't know 
mee where to seek help. Or even how to take 
AND HOW TO PUT time out for some seriously well-guided reflec- 
THEM TO BED tion on their jobs. And here, in this book, she 


À gets together with several of her colleagues to 
By Elizabeth Coffey put down some case studies. 


& colleagues The blue pupil on the cover jacket seems 
McGraw Hill particularly appropriate, given that Coffey 
PP: 218 herself is an expert on diversity. This calls for 
Price: Rs 225 heightened discretion: “The coach must be an 


unimpeachably confidential sounding board 
with whom the CEO can be open about every aspect of life.” 
Needless to say, Coffey's own piece, Meeting The Diversity 
Challenge, is what gives the book its salience. And in it, she 
delves into the “collective mental programming” of groups, and 
“the way people respond to the challenges of time, nature, rela- 
tionships and the general environment”. The key paradox: those 
labeled ‘different’ are both enabled and blocked by the same things 
in their careers. Yet, study after study has shown that diverse 
teams outperform homogenous teams. So obviously, there’s 
plenty of human resource value that remains to be unlocked. 
To Indian readers, the case study of the British civil services 
may not be much good, given the country’s longish history of 
attempting much the same thing. Business CEOs, however, 
might want to give the challenge another thought. Break- 
throughs often come from making things work that seem im- 
possibly difficult to go through with. 


HIS ALMANAC’S MOST IMPORTANT FIGURE IS 
on the back cover: Rs 585. To anyone 
who’s nuts about cricket, this is a steal. The 
Wisden book is the Wisden book, you see, the 
definitive databank, and it was a hefty Rs 
1,600 for an imported copy till Macmillan 
India decided to do the obvious and give 
this cricket-crazed country its own special 
version of the 14 1st edition. 
The book is nice and handy, a perfect com- 
2003 panion in the stands to get a quick fix on 


Ed by Matthew = what's so statistically unique about what's go- 
Engel ing on out there between the stumps. The ref- 
Macmillan erence points are all neatly laid out—even if the 
India Ltd game’s emotionalists argue that columns of 
PP: 1,648 numbers and bald facts don’t really reveal the 
Price: Rs 585 real competitive passion of the game. @ 


ee "i PETERS Ri eT mre om mune ) 0 


í i 7 - 








Te zaN| The ICFAI School of 
Marketing Studies 





MS Programs in Marketing 


One year, Full-time, Campus Programs (2004-05) at Hyderabad. 


MS (International Marketing) 


ET — PME. —— 3 
* Full-time programs organized in * Well-equipped Library and Computer facilities 
Soft Skills Training and IT Training 


E 
* Merit Scholarships 
* Active industry interface through * Bank Loans 
e 
+ 








4 terms and in 12 months 
* Competent and committed faculty 
Internship and Projects Excellent Career Opportunities 


* Case Study Focus Placement assistance 





Eligibility: e Graduation (any discipline) | Admission: Through Application & Interviews. 


e Final year degree students | Classes from: July 26, 2004 at Hyderabad. 
awaiting results. 


Last date of Application : July 03, 2004 


For Prospectus and Application (Rs.250, by Cash/DD), please contact : 


CPAD Centers : Ahmedabad: CPAD, 504.5th Floor, Shitiratna Complex Panchavati Panchrasta, Ellis Bridge. Tel: 079-8217120; Bangalore: CPAD, Unit No.107 A, 1st Floor, MBC Complex. 
134, Infantry Road. Tel : 080-57625911; Chandigarh: CPAD, SCO 16-17, Sector 9. Tel: 0172-3099088; Chennai: CPAD, 4th Floor, Office No.4-E, Eldarado Complex, 112, 
Nugambakkam High Road. Tel: 044-52138856 / 57; Indore: CPAD, 108, Royal Ratan, 7, MG Road, Near Hukumchand Ghantaghar, Tel: 0731-5066020; Jaipur: CPAD, Fiat No.404, 4th Floor, 
Shyam Anukampa, C-Scheme. Tel: 0141-5101102; Kochi: CPAD, 39/6800, C3, 5th Floor, Vallamattam Estate, M.G.Road. Tel: 0484-3942723; Kolkata: CPAD, 812. Krishna Building. 224, 
AJC Bose Road. Tel: 033-22404220;Lucknow: CPAD, No.1/1, 1st Floor, Akshart, 1/D/F, Ashok Marg. Tel: 0522-3435362; Mumbai: CPAD, 2nd Floor, BEST Complex, Andhen (West) 
Tel: 022-30975784; New Delhi: CPAD, Flat No.504, 5th Floor, Indra Prakash Building, 21, Barakhamba Road, Connaught Place. Tel: 011-51047530; Patna: CPAD, 308, 3rd Floor 
Aashiana Towers, Opp: Apsara Cinema, Exhibition Road.Tel: 0612-3093329. 


ICFAI Centers : Agra: (2527035/3098775); Ajmer: (2622707); Allahabad: (242-0255/1098); Amravati: (2663312); Amritsar: (5005221); Anantapur: (249334); Aurangabad: (5624774/775); 
Barrackpore: (25924235); Bareilly: (2420034/37); Belgaum: (2424074); Berhampur: (2225790); Bhopal: (5277253, 2576975), Bhubaneswar: (2506203/204); Calicut: (2722660). 
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ownership of ee 
property vary. WP AD 


While sane people with 
a sense of moral de- ) 
cency do not argue wi o 
over the ‘fundamental 
rights’ that are funda- 
mental to life and lib- 
erty, ‘property rights’ 
have been rather con- 
troversial. Private own- 
ership, to those of deep 
Marxist persuasion, is When Art Fry and Spencer Silver invented 
bad; the state should the yellow sticky bookmark called Post-it, 
own everything in the 
name of the people, 





they gave the world the simplest method of 


communicating everything from office 


they insist, and everyone should share it all. 


Economists—real world economists, that is—have been sighing exas- memos to shopping lists. Today, we see so 
perated sighs ever since. And that's not just because of the naiveté of that many Post-it notes peppered across files, 
utopian idealisation, but because they have very good reasons to vouch for computers, desks, and doors in offices and 


the utility of the genuinely good global idea that is ‘property rights’. 
Take this extract from a paper entitled The New Comparative 
Economics, written by a team of economists led by Harvard's Andrei 
Shleifer: “Since the days of the Enlightenment, economists have argued that "stick" are Seagate's forte too, From more 
good economic institutions must secure property rights, enabling people megabytes per inch to smaller form factors, 
to keep the returns on their investment, make contracts, and resolve 
disputes. By encouraging people to invest in themselves and in physical 
capital, such security fosters economic growth.” The paper speaks of 
sound institutions, devised to contain disorder and dictatorship alike, as : 
N a prerequisite for prosperity. It makes an allowance for public ownership a 
as a concept if and only if private control (say, of armed forces or any 
hazardous substance) could result in disorder or dictatorship. The paper's 
basic property emphasis, however, clearly echoes Adam Smith’s 1776 
concerns about people “afraid of the violence of their superiors”. No one, Lo) 
Smith argued, should have to fear arbitrary confiscation of property by i | 
the state, thugs or even monopolies. Taking it further, high inflation also "t 
amounts to snatching away savings—the equivalent of state victimisation. | 
To William Bernstein, author of The Birth of Plenty, ‘scientific 
rationalism’, ‘effective capital markets’ and ‘efficient communications and 
transport’, are all critical to modern wealth creation, but in order of 
priority after ‘property rights’. This, once again, goes to the core of 
people’s attitudes towards property. People, Bernstein says, must “secure 


the fruits of their efforts”. And this must be seen in society as an ( 
` ethical imperative. Seagate C 
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Home away from home: Maria Teresa Salvador Juaree (L), Ericsson's Spanish engineer, with her mother and dog 


N MARCH 2004, A BANGALORE-BASED 
Business Process Outsourcing firm 
retained Elizabeth Barker, an 
American voice and accent trainer 
for a four-month training assign- 
ment. Barker was thrilled to land the proj- 
ect, but she wasn't overjoyed at the 
prospect of staying in a hotel for an exten- 
ded period. The last time she had done 
so—trainers like Barker are much in dem- 


and in India—she had found the room 
small, the service, impersonal, and the 
tariff, high. “I missed the small things," rec- 
alls Barker. *Like ordering a pizza from 
outside, something I was dissuaded from 
doing by the hotel." So, on the recom- 


l l mendation of an Indian friend, Barker de- 
Service apartments bloom to cater to the increasing number cided to stay in a service apartment, a de- 


of long-stay visitors to India. BY VENKATESHA BABU cision she hasn’t had cause to regret. 








THAT HOMING INSTINCT TREADMILL 


Across the country, people like 
Barker are discovering that India 
has woken up to the service apart- 
ment revolution. Make that ‘parts 
of India': while service apartments 
can be found in Delhi, Mumbai, 
and Bangalore, Hyderabad, Kolkata 
and Chennai are still *guest-house' 
territory. The immediate reason 
for the boom—it is nothing short of 
that, especially in Bangalore—is 
the increase in number of long- 
stay visitors, a direct result of the 
IT-enabled services revolution in 
the country, and India's growing 
importance to multinational com- 
panies. The rr-thing rings true: 
Delhi satellites Gurgaon and 
Noida, both rr and rres hubs play 
host to several service apartments. 
*Long-stay guests like some facili- 
ties that only a service apartment 
can provide,” says Arjun Baljee, 
Director, Royal Orchid, a Banga- 
lore-hotel, and the head of the 
Baljee Group that is currently 
expanding its eight-month-old busi- 
ness of service apartments. “Every 
sixth hotel in the world is an apart- 
ment hotel,” adds Rajeev Menon, 
General Manager, Lakeside Chalet 
Marriott Executive Apartments. 
“(A service apartment) takes the 
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anxiety out of an extended abs- 
ence from home and helps one 
settle in by providing a warm, fa- 
miliar environment.” There are 
other benefits (see Why Service 

?) ranging from price to 
freedom; Barker, for instance, can 
order any take-away she wants 
from a service apartment. 

A typical service apartment re- 
sembles a cosy apartment: a well- 
furnished lounge equipped with 
TV and pvp player; a bedroom or 
two; a closet; a safe; a kitchen re- 
plete with appliances; even gro- 
ceries. And for long-stay guests 
there’s the added benefit of per- 
sonalisation. “Our long-stay guests 
can even choose the colour of the 


curtains in their rooms,” laughs . 


Rahul Singh, Marketing Manager, 
Halcyon, Bangalore's largest serv- 
ice apartment complex with 70 
suites in gated enclave Kora- 
mangala. Halcyon even offers the 
service of a dog walker to look 
after the needs of the pets of the 
guests. “My 10-month old dog is 
here with me," gushes Maria 
Teresa Salvador Juaree, a 29-year- 
old Spanish engineer on a nine- 
month assignment in India (she 
works with Ericsson). "My parents 


are also currently here on a visit; 
all this would not have been pos- 
sible at a hotel." 

The concept seems to have 
caught on with most service apart- 
ments doing reasonably well. For 
instance, Wadia Parkash, the CEO 
of Ascot Hotels, which runs Savoy 
Suites, a 44-unit service apartment 
complex in Noida, claims the av- 
erage occupancy is between 70 
and 80 per cent. Understandably, 
a clutch of real-estate developers 
such as Brigade Group (Bangalore) 
and Vipul Developers (Delhi) and 
other entrepreneurs are jumping 
into the fray. And international 
majors such as Oakwood from the 
US and Shangri-La Hotels, one of 
Asia’s leading luxury hotel chains 
are reported to be testing the wat- 
ers. Halcyon’s Singh expects the 
market to grow by 20 per cent a 
year. “We are looking at expand- 
ing all over Southern Indis in the 
next 12-18 months,” he says. “Our 
current complex has an occupancy 
rate of 90 per cent, so we may 
have to add capacity here too.” 
That spells great news for people 
like Barker and Maria Teresa. 

ADDITIONAL REPORTING BY 
ABIR PAL AND ADITYA WALI 
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EW MEN ALLOW ANYONE OR 

anything to come between 

them and their steeds of 
steel— not even a price tag of Rs 
5.85 crore. That may explain why 
Mukesh Ambani spent that kind of 
money for his Maybach MS-62. 
The Maybach may be mot juste for 
Mukesh, the head of India's largest 
private enterprise, but there are 
others, further down the food chain 
who can take heart from the fact 
that more affordable options (read: 
Rs 30-40 lakh) are just around the 
corner. Better still, these are two 
of the best sports car brands in the 
world, Audi and Porsche. With 
BMW already here—its cars have 
been sold in India for the past nine 
years—the legendary German trium- 
virate of sports cars is now in India 
(the Mercedes is here too, but it is 
more a luxury car). 

So, what is it about these high- 
performance brands that make 
grown men act like young boys 
who have just seen a train set? 
Luxury and the got-it-flaunt-it thin- 
gamajig are two reasons. As is, ac- 
cording to Satya Bagla, 
Director, Exclusive Mot- 
ors, a Porsche dealer, f 
“safety”. Then, there’s 
the thing some men have 
about being seen as 
‘sporty’, just as other men, 
noticeably in Delhi satel- 
lite Gurgaon want to be 
seen as ‘brawny’. The for- 
mer obviously prefer 
sports cars; the latter, 
utes. Audi—it will sell 
Audi A8, A6, Allroad 
Quattro (fine it is a SUV, 
but a sporty one), and 
TT in India—will cater 
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Porche Cayenne: No it can't swim. Not just yet 


to the first segment. Porsche, given 
the cadence surrounding its name 
and its reputation for turning out 
sports cars should, but it will debut 
with (surprise, surprise), an ute, 
Cayenne. And it is unlikely that 
they have to spend big bucks on 
promoting their brands. “It is of 
significance to Porsche customers 
that their cars wear the Made in 
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Germany label," says Amaury La 
Fonta, Marketing Manager, 
Porsche, Middle East and Africa. 
Status, admits Hormazd Sorab- 
jee, Editor, Autocar India, auto 
fanatic, and proud owner of a 
Beemer 3251, is the main motivator 
for people to opt for cars such as 
these. However, like him, there 
are people who chose a Porsche 
or a BMW for the ride. 
"Right from the steering 
to the way it handles to its 
near perfect weight distri- 
bution, it has been engi- 
neered for driving pleas- 
ure," he says of his beemer. 
And for some young (and 
middle-aged) men— cars, 
after all, is a men thing— 
that could be all the reason 
to buy a Porsche, BMW 
or Audi. Come to think of 
it, a Porsche is a great 
way to overcome a mid- 
life crisis. 
PRIYANKA SANGANI 
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TREADMILL 


Breaking In Your Gym 


HREE YEARS AGO, ON A HOT 

summer afternoon, we hatched 

Treadmill on a whim. We had 
no idea it would last—thrive, actu- 
ally—for so long. This month marked 
the third anniversary of Treadmill 
and, although I say it myself, I'm 
chuffed with the reaction we've got 
from our readers. When we began 
adding Muscles Mani's e-mail ID at 
the end of the column, I didn't really 
expect too many readers to write in. 
As it happened, there was a deluge of 
mail. What was especially heartening, 
at least for me, was to see that so 
many of our readers are health con- 
scious and want to keep themselves 
fit. To the right of this column, 
you'll see a selection of queries with 
my replies to them. From the next 
installment of the column, I'll make 
Q&A a regular feature. 

Enough blabber. Let's get down 
to the serious business of battling 
blubber. There comes a time when 
you have to switch gyms. Sometimes 
it’s because you're tired of the old 
one and want a change of scene; or 
a snazzy new one named after a 
three-atom allotrope lures you away; 
or. as in my case, you've moved 
home and need to go to a new gym 
that's closer to your new address. 

Whatever the reason, switching 
gyms can be disorienting. Gryms are 
like new school shoes; they almost 
always need to be broken in before 
they give you a good fit. Take my 
new gym. It’s a bit smaller than the 
older one. It’s cheaper too. And has all 
the equipment and pieces of iron that 
| need (okay, it doesn't have a 
Hammer Strength pec-builder, but 
that's alright). Yet, for the past week 
that I’ve been hitting the gym, I get 
strange vibes. New instructors, new 
co-members, a different cadence. All 
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factors that can easily put off 
even the most hardened gym- 
mer and turn him into a 
slacker. Now, how do you 
overcome such dangerous ten- 
dencies and re-motivate your- 
self to work out? 

As long as your new gym 
doesn't lack the basic equip- 
ment and hygiene factors that 
are essential (use your com- 
mon sense to see whether it 
does) and has a trainer who's at 
least half way good, it's alright. 
Once you ensure that, it's a 
question of getting familiar 
with a new place. Here's a 
quick checklist of things to do 
that I drew up over the past 
week (And believe me, it's 
helped me not miss a single 
workout at the new place I’m 
frequenting): 

m if the crowd at the new gym 
puts you off (mine has wrestlers 
of gargantuan proportions vy- 
ing with you for sets at the 
Smith machine), try to change 
the time you go to the gym. 


Early mornings are the best; 


large creatures sleep late! 

m If the coach is not (and he's 
not going to be) like your old 
buddy who knew all your 
needs and limits, be patient 
with him; explain that you 
don't do the rear lat pull- 
downs because an old cervi- 
cal problem could perk its ugly 
head up. He'll understand. 

B If familiar equipment isn't 
around, try and use existing 
stuff innovatively. If there's no 
bench to do declining barbell 
presses, you can always substi- 
tute them with declining dumb- 
bell presses. Simple. 

And, lastly, give your new 
gym some time. Things are 
bound to improve and you'll 
soon settle down. E 
MUSCLES MANI 





Write to 
musclesmani@intoday.com 





Q&A WITH MUSCLES MANI 


FEW INSTALLMENTS BACK, TREADMILL TAGGED MUSCLES MANI'S E-MAIL 

address on his columns. The response has been overwhelming. 
Mani himself is quite chuffed that so many people are conscious about 
keeping themselves fit and exercising regularly. While many of those who 
write in to Mani get personal replies by return e-mail, for the benefit of 
other readers, here are a few queries along with replies. 


Q. | am a 45-year-old with persistent pain in my knee joints. | have been suffer- 
ing from this for the last two years and | would like to seek your advice on what 
physical exercises | should undertake that could reduce this pain long-term. 

Bharat Thaker 
First, I think you should get your knees checked by an orthopaedist to see 
whether you have a serious injury. Second, you could do a couple of low- 
intensity exercises that could strengthen your knees. Leg Raises 1. Sit on 
a chair and straighten one leg. Hold for a minute. Now, bend your 
knee and lower that leg about halfway to the floor and hold for 30 seconds. 
Return to starting position and rest. Repeat. Do it four times for each leg. 
You could add ankle weights to make it more effective. Leg Raises 2. Sit 
in a chair with one leg straight and extended and its foot resting on a bench. 
Lift the foot six inches while keeping your leg straight. Hold for 10 
seconds and return to starting position for 10 seconds. Repeat. Do six rep- 
etitions for each leg and keep increasing the time for lifting. 


I am 1.85 metres tall, 26 years old and weigh around 67 kg. | feel | need to increase 
my weight by at least five to seven kg by putting on some muscle mass. To this end, 
| have been exercising regularly for the last four to five months (four to five times 
a week for around one hour) but there hasn't been any tangible difference. Since 
most of your tips are on how to cut excess fat from the body, | would appreciate it 
if you can give a few tips on how to go about putting on some muscle mass. 
Rajendra Nayak 
If you're exercising regularly and yet aren't building muscle mass, you 
may not be adhering to a proper diet. I would suggest you break up vour 
meals into five small meals instead of three or two meals. Also, remember 
to eat a small meal before working out. You should have a balanced diet of pro- 
tein and carbohydrates, in the ratio 70:30. If you are non-vegetarian, get your 
protein from chicken and fish. If you are a vegetarian, source your protein from 
lentils, paneer, etc. Your workout schedule should emphasise exercising 
your big muscles—namely the back muscles, legs and shoulder muscles. 


I'm 29 years old, and I do some push-ups a couple of times a week and play 
squash once a week. Can you help me come up with a weekly work out 
plan? I would like to concentrate mainly on my back, abdomen and shoulders, 
since they seem to be on the weaker side. 

Anup Sivadas 
I'm sorry but just plain old push-ups a couple of times a week and a weekly 
game of squash isn't enough to get a ripped look or even a hard, muscled 
body. You should opt for a regular gym session: a combination of car- 
diovascular training and resistance training using weights. Pd suggest be- 
gin with a three-day-per-week regime and concentrate on exercises for the 
back, shoulders, legs and abs. For abs, do crunches and leg raises. For the 
back, shoulders and legs, opt of the basic exercises like squats (for legs), bar- 
bell lifts (for shoulders) and chin-ups or pull-ups for the back. 


D 


OSWAM 


T PEOPLE 
More Again 


HE MAN TIPPED BY MANY TO BE ICICI BANK CEO K.V. 

Kamath's successor, Nachiket Mor, has often 
described himself as an academic who is out to 1n- 
rroduce order into the world. He will get another 
chance to hone this skill in September. The 39-year- 
old has won the 2004 Yale World Fellowship and will 
spend 15 weeks at the University with a clutch of 
emerging leaders from various backgrounds studying 
critical issues that face the world today. The group in- 
cludes the deputy director of the Shanghai stock ex- 
change, the founder of Israel's first legal advocacy 
group, and the principal advisor to the Prime Minister 
of Kosovo. It will be a change of scene for the 1M 
Ahmedabad, University of Pennsylvania alum who 
started his career as a management trainee in ICICI in 
1987. and who now manages the corporate banking, 
government banking, and rural and micro finance 
portfolios at the universal bank. Now, he has al- 
most become a universal citizen. 





A Harmony For The Old 


| I STARTED LIFE AS THE FURNISHINGS SUB-BRAND OF 
Vimal, then Harmony took on a life of its own. First 
Tina Ambani, the Managing Trustee of the Dhirubhai 
Ambani Memorial Trust, extended it into an annual 
show that served as a springboard for young artists 
(with part of the proceeds earmarked for street chil- 
dren). Now, the 45-vear-old Ambani has done better 
with a Harmony initiative for senior citizens that spans 
a monthly magazine, a website harmonyindia.org, 
and Harmony Interactive Centres. *The challenges 
are enormous," says Ambani referring to the statistic 
that the number of senior citizens in the country will 
increase from 77 million now to 137 million by 2021. 
We've no doubt she can address them. 





VIVAN MEHRA 


Economist In Waiting 


F JR 20 YEARS V. RAGHUNATHAN TAU( ;HT ACCOUNTS 
and finance to wannabe CEOs at Indian Institute of 
Management, Ahmedabad. Then, almost four years 
back, he decided to practice what he had preached for 
long, and made a shift to being a change management 
executive at ING Vysya Bank (then Vysya Bank). Now 
that his task is done, the 49-year-old (his designation at 
the bank reads President) wants to move on. "I am nei- 
ther an ING-person, nor a banker," he smiles. "My 
strengths are change management and inculcating out- 
of-the-box thinking." Raghunathan hasn't decided 
what to do next, although he has received several offers 
to return to academia. “For the next 10 years, | would 
look at a macro economic role in developmental areas 
like primary education or healthcare," he says. Does 
North Block have any openings? 
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Actualisation Guru 


VER TAKEN SORT-YOUR-LIFE-OUT ADVICE FROM A 

Uganda-born Canadian ex-lawyer who calls India 
"home" but has been away since 1976? Folks at Mic- 
rosoft, IBM, and GM have. Robin Sharma. 39, hit big 
time with his self-transformation fable The Monk Who 
Sold His Ferrari, which, along with six other books of 
his, has sold over a million copies, mostly in America. 
Yet, he is offended when asked if he’s in the business 
of selling Indian spirituality to the West. Rather, his two 
businesses are helping human beings live fulfilled lives 
and business folk run more successful businesses (he’s 
also an executive coach), This he does by getting 
people to “press pause”, “reflect”, and Pay attention to 
their own “silent whispers”. His message: start leading 
an authentic life, stop betraying yourself. “Awareness 
precedes choice,” he offers, “which precedes change.” 


Poison Pen 


T IS UNLIKELY SUHEL SETH MAINTAINS A LIVE CV, BUT IF 

he does, it is time the 41-year-old revisited it: to his 
existing list of vocations, ad man, theatre regular, TV 
celeb, and socialite at large, he can now add motion 
picture actor. That's right, the cEo of New Delhi-based 
Equus Red Cell, a WPP Group agency, is playing, not 
himself, but a acerbic and well-respected columnist in 
Mahesh Bhatt’s Rog, slated for release in October. Seth 
is unusually reticent about the plot, but divulges that 
his character acquires murderous intentions after be- 
ing spurned by leading lady Maya, played by South 
African supermodel Illene Hamam. “My only full 
time profession is advertising,” says Seth. “Everything 
else is just a hobby.” We would have never known. 
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Icarus Agenda 


UCCESS HAS GIVEN CAPTAIN G.R. GOPINATH, TH! 

Managing Director of Air Deccan. quite a thirst. 
For money that is. The man who runs India's first low 
cost airline—its seven turbo-props fly 50 routes ex ery 
day—is looking to raise $60 million (Rs 270 crore) 
to fund the acquisition of seven Airbus A320s. 
The 51-year-old captain hopes to raise the mone} 
by divesting 25-30 per cent of the company’s equity. 
Meanwhile, he is thrilled by Air-India’s decision to 
launch a low-cost airline. “This is a vindication 
of our model,” he gushes. Still, we're sure he'd pre- 
fer a compliment in cash. 


CONTRIBUTED BY ROSHNI IA) AKAR, ARESH SHIRALI. 
SHAILESH DOBHAL, AND VENKATESHA BAR 
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HE MOST CONSPICUOUS TRAIT THAT 
defines a good leader is the willing- 
ness to make decisions that are the 
need of the hour no matter how difficult 
they may be. And the most significant com- 
ponent of such decision-making 1s self-confi- 














dence. Unbiased analysis of a problem and tak- 
ing a practical and concrete decision based on 
that analysis becomes simpler and more effec- 
tive if one is confident of one’s mental abilities 
and is aware of the world around. 

Great leaders are those who sense the 





need for change before most « thers in their or- 
ganisations and devote all their energies to 
| making that change happen. There arise times 
when it becomes inev itable for the leader to go 
| against the current in an organisation. A good 
leader is then one who takes a holistic view to- 
wards an issue, does not relent to rigid com- 
pany ideologies and takes decisions that are in 
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ecisiveness Is Key 


LALIT KHAITAN, Chairman and Managing Director, Radico Khaitan 


the long term interest of the company. 

Another defining trait of true leaders is that 
they do not let vanity come in the way of what 
needs to be done. While making decisions, 
they believe in taking their statt and stake- 
holders along and give due consideration to 
their points of view. 

It is a widely held misconception that 
leadership attributes are extremely rare in peo- 
ple. Nothing could be farther from the truth. 
While great leaders may be rare, everyone has 
the potential to be a good leader. Leadership 
does not depend on the capacity in which a 
person works either, though it increases in impor- 
tance the higher one rises in an organisation. 

Finally, leadership demands the ability of 
a person to accept change, adapt to and adopt 
policies that, while moving with the flow of 
change, ensure his or her organisations’ con- 
tinued progress and growth. @ 





EMBROIDERED SHIRTS 


, Strut the party circuits with our new 
more restrained panel embroidery on 


ed from Schiffli Swiss machines for all over 
individual panels on the shirt, if you want to go easy on the double takes. 


s also the 


Embroidered shirts to turn a few heads. This summer 
range of embroidered casual shirts. Fashion 
intricate embroidery. And then there' 
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getting nee 








superhero 


IBM recommends Microsoft 
Windows" XP Professional 
for Business. 


IBM ThinkCentre A50 de: 

(Part No. 819631A) 

Distinctive IBM innovations: 

+ Rapid Restore Ultra 

+ IBM Embedded Security Subsyste 
secret weapon 

» Access IBM 


e System Migration Assistant" 


System features: 

e Intel® Pentium® 4 Processor with 
Technology 2.8 GHz (800 MHz F$ 

« Microsoft® Windows® XP Profess 

¢ 256 MB DDR (333 MHz) 

e Intel® 865G Chipset 

¢ 40 GB HDD 7200 RPM 

« 48X CD ROM Drive 

+ 381 cm (15 in.) colour monitor 

EE Embedded Security Subsyst 


e Three-year limited warranty 


Faster than a speeding bullet, more powerful than a scheming 
hacker. It's the most secure PC available. Only from IBM. Special Price: RS. 45,490 


Who needs a mask and cape when you can get a powerful, new IBM PC with the Embedded Security Buy now! 


Subsystem’. It gives an extra layer of protection to passwords and confidential data. That means extra Special price for limited period 
peace of mind. IBM PCs are powered by the Intel® Pentium” 4 Processor with HT Technology, which 
helps keep your data secure by letting you run virus scans without disrupting productivity. Sleek, powerful, 


hacker-resistant IBM technology. Hey, even superheroes need a sidekick. think protection 


Call 1600 446767 or go to ibm.com/shop/in 


to buy direct, locate an IBM reseller or for more information 


IBM is a registered trademark of international Business Machines Corporation m ihe US and ther countries. Other company produci dema i inem — 
marks of their respechve owners Microsoft and Windows are registered trademarks ' Mi tt Corporation. Certai M crt ftware product ded with tis computer may usé —— 
technological measures for copy protection IN SUCH £ VENT YOU WILL NOT BE ABLE TO USE THE PRODUCT IF YOU DI NOT FULLY COMPLY WITH THE PRODUCT ACTIVATION PROCEDI IRE! entium i 
Product activation procedures and Microsofts privacy policy will be letailed during the initial launch of the product f ertan reimstafiat tor the software produc! f p z 
configurations of the computer, and may be completed by Internet or telephone (toll charges may apply) "Free download’ preoa Avatabie prt *Cetmated street 

» Sales tax and other levies extra. Offer and prices subject to change without prior notice Intel intel logo. Intel inside. nier N ide logo. Intel Centrino. Intel Centrino logo, Cali 


Xeon. Intel SpeedStep. itanium, Pentium. and Pentium III Xeon are trademarks or registered | xdemarks of int mora 
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It's On Demand Business. Ready to respond to the-pace, " 


pressures.and fluctuations of an on demarid world. 


On Demand Business: is, about transforming your business 'so 

it responds quickly to ever-hanging: levels. oft competition: 
customer expectation and market flux, quis means rethiNking now 
“processes, people ‘and information are ‘intégrated\across yours 
company. Rethinking rigid, costly OF commodity © FOCRSSS. 1 
Replacing them with flexible, integrated designs.-Erther iliMouse 
or with parthére? One sif at a time, building ROI upon-R 
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By using IBM technology to 
share millions of cases online, 


the E-Diamond grid will unite 
far-flung doctors against a 
common enemy. 


Bharti focuses on its strength - 
pioneering new paradigms in 
telecom. Leaving IBM to give , . 
it the edge in technology to 
drive growth. 
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C NERO 25n77 , 
Limited Edition Watches 


Citizen Presents The 40th Anniversary 
Limited Edition Watches 


Ladies World Watches 


e World's smallest handcrafted 
analog movements 
5 watches in a single watch 
5th watch can be set to chosen country time 
Unbelievably small with 4 mm height 
5 mm width and 2.5 mm thickness 


Rattery Life: 2 years 


EG4000-08X EG4000-08E 
MRP Rs. 1,95,000 MRP Rs. 1,95,000 


World's smallest analog movement World's smallest analog movement 


L- 
After four decades of providing the best to India, Citizen unveils the latest in its saga of excellence 

The 40th Anniversary Limited Edition. An exquisite, limited collection of five superbly handcrafted watches, 

consisting of two Ladies' World Watches and three Campanola watches for men. Only 40 numbers of each 


in India. Just, what any discerning citizen of India would be proud to possess and wear 


-> 


Ps 
ES 


Hakuhodo Percept /Bir/C/133/04 


The actual size of the watch is 50% of the image shown abo 


Available at: FIRST CITIZEN (CITIZEN'S EXCLUSIVE STORE) Chennai: Spencer Plaza. Ph: 28412760-62. Bangalore: Safina Plaza, Ph: 25325757 25325786 * Raghavendra Complex, Jayanagar 4th Block Ph: 512115 
Mumbai: Flora Fountain, Ph: 56331494 » Lokamanya Tilak Road Borivali (West), Ph: 28333077 / 30907896. Kochi: M. G. Road Ernakulam. Ph: 2383525. Pune: Sahajanand Complex, Ph: 6345749 6348165. Hyderaba 
Methodist Complex, Abids, Ph: 55781826. Hubli: U.S.A Towers. Coen Road. Ph: 2266686. Baroda: Siddharth Complex. R C Dutt Road. Ph: 2300888 / 98240 10510. Also available at other leading watch outle 


To book your Limited Edition Watch, contact: Sanjeev Khemani (Delhi) 98101 40981, Mukesh Shah (Mumbai) 98200 65301 , Nikhil Sharma (Kolkata) 38835324, Sebastian Lukose (Bangalo 


Ban naire) QR. - hangalore@citizenwatches.co.in www.citizenwatches.co 
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Exchange any old working 
Inkjet, Dotmatrix or Laser printer for a new 
Samsung ML-1710 and save Rs.3,500". 
Offer also valid on other models. 


Samsung is the second largest selling Laser printer in the world. It is also India's top IT peripheral vendor 
for four years running. So when are you getting yours? 


F Qs GETA SAMSUNG Laser 





Junk that old Inkjet printer. 


While choosing a printer, choose a Laser over an Inkjet (or Dot Matrix). 


Personal Laser 
ML 1710 
17 ppm 


15,000 pages/months duty cycle Duplex in-built free 


Toner save button 
Exchange Price 8,990/-* 


Here's why it makes much more sense: 


Significantly lower Cost per page 
Laser prints cost approx. Rs. 1.00 per page printed as against Rs. 3 to 5 on an Inkjet. 
In about a year's time your Samsung laser printer would be as good as free! 
Here's how: Saving of Rs. 3 (per page/inkjet printer) X 200 (min. Pages per month) 
=Saving of Rs. 600/ month = Rs. 9,000/- (over 15 months) 


Superior Print Quality in Laser over Inkjet & Dot Matrix Printers. 
Very fast printing of 16 ppm in Laser over 1-2 ppm in Inkjet and Dot Matrix Printers 
Longer life of a Laser print-out over Inkjet and Dot Matrix prints & smudge proof print-outs. 
Quiet operation as opposed to Dot Matrix and Inkjet printers. 


Workgroup Network Laser Departmental 
ML 2150/2151N/2152W Network Laser 


21 ppm ML 2550/2551N/2552W 

25 ppm 

10/100 NIC (N model) Duplex / in-built 32 MB RAM 

Exchange Price 37,000/-* (ML-2151 N) Network / Wireless LAN Models (N&W) 
Exchange Price 45,000/-* (ML-2551N) 


" xc 


Colour Laser Printer Prints, Scans, Copies, Faxes 
CLP-500/500N SCX-4016 / SCX-4216F 

Sppm (colour) / 21ppm (mono) Speed: 16ppm superfast 

Duplex / in-built free Colour Scanner / Laser Printer / Digital Copier 
1200dpi print Resolution Super G3 Fax (SCX-4216F) 

Lowest cost per page Exchange Price: 16,995/-* (SCX-4016) 

Price: 44,000/-* (CLP-500) 
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From The Editor 


UIETLY BUT SWIFTLY, SMALL TOWN INDIA IS 

turning out to be a marketer's dream come 

true. Consumerism is booming in small towns 
across the country. From mobile phones to cars; from 
credit cards to home loans; from refrigerators and was- 
hing machines to home computers... for a welter of con- 
sumer products, increasingly, the market that matters is 
Small Town India. Already, the numbers are impressive. 
Of the Rs 60,000-crore home loan market, Rs 35,000 
crore is disbursed in Class One towns (pop. 5-10 lakh). 
Already, the annual spend on credit cards in non-metro 
towns has grown to Rs 4,550 crore, which is 35 per cent 
of the Rs 13,000-crore all-India market. In value terms, 
as much as a quarter of the total car market is outside 
the top 20 metros. A third of the total market for per- 
sonal computers is outside the top eight metros. 

For our 36-page cover story package, BT's Senior 
Editor Brian Carvalho led a team of writers and editors, 
which fanned out to small towns across the country, to 
feel the pulse of what is emerging as the hottest market 
for anyone who cares to sell anything to the Indian con- 
sumer. Forget mall mania in the 
metros, this is where the action 
is. A growing breed of middle class 
consumers in 40 small towns is 
splurging on branded apparel, fast- 
food and entertainment, cars and 
durables like never before. And 


TOWNS, "s 


savvy marketers have been quick to — yr 


spot the opportunity: everyone 
from upscale global brands to their 
forged-in-India cousins is now rushing to get a piece of 
that action. Our cover package gives you ringside view 
of what's happening in India's most important and 
most promising marketplace—the small town. 

As we go to press, the run-up to the UPA govern- 
ment's first Budget has begun. Alas, we have no mole in 
North Block so we can't tell you what Finance Minister 
P. Chidambaram's Budget will have in store (for that 
you'll have to wait till July 8) but we bring you a pre- 
Budget primer on what you could expect to see. 

Jamshedpur is possibly the best example of corpo- 
rate social responsibility that I can think of. For nearly 
a century, Tata Steel ran the township as part of the 
company's division, providing just about everything— 
power, water, construction, public health and educa- 
tional facilities. With quality and dependability levels that 
were often better than elsewhere in the country. Now, 
Tata Steel is spinning off its division into a self-sustaining 
business that could even turn a profit. BT’s Arnab 
Mitra goes behind the scene to see just how that tran- 
sition is being managed. Check it out. 
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Waiting For July 8... 

A week from now, FM P. Chidambaram will 
present his third Budget and the United Progres- 
sive Alliance's first. Here's what we can expect. 


...And Dreading It 
Five sectors or entities that would be better off 
without the Budget. 


Funding the Fisc... 


...or balancing the prime economic equation. 


What Can The FM Do? 


A quick pre-Budget tour of the possible and 
the probable. 


What's On His Mind? 


Tracking Heiresses 
Vanisha Mittal isn't the only heiress of note out 
there. Here's a sampling of the others. 


IIM Update 
Q&A with Bakul Dholakia of HIM Ahmedabad. 


MotoAdvantage 
Things are beginning to look up at Motorola 
India, thanks to revamped marketing strategies. 


On The Road Department: Reliance Petro 


The company's oil-retailing efforts move up a gear. 


End Of The Road? 
Depite the RBI's best efforts at matchmaking, 
there seem to be no suitors for the ailing GTB. 


The BT 50 Index 
Hitting A Roadblock 


Honda Siel Motors decides to recall 13,000 cars 
manufactured before April 2004. 


An Earful Of Blue 


Impulsesoft provides Bluetooth technology for 
the upcoming version of Apple's iPod. 


Bigger Designs 
eBay's acquisition of Baazee.com is part of its 
strategy to create an efficient global marketplace. 


The Maturing Of Private Equity 
India-focussed funds gear up for newer kinds of 
deals, including buy-outs. 
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52 Small Towns, Big Business 
The topography of India’s small towns is 
changing. Think malls replete with golden 
arches. Think multiplexes. And think, a 
new consuming class, 


. 58 The Great Marketing Rush 


Marketers are waking up to a world of 
opportunities in small towns. 


66 Restless Dissatisfaction 


A great aspirational urge is pushing change 
in small town India. 


70 The Story In Numbers 


How small towns compare to big cities. 
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94 60 Minutes 


Hans Straberg, the CEO 

of the world’s biggest 
consumer appliances 
company, AB Electrolux, 
speaks to BT about his 
global strategy, plans to 
bail out the ailing Indian 
subsidiary, and thoughts 
on the growing competition 
from low-cost players. 


Electrolux's H. Straberg 
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Managing your own career is hard enough. 
Can you play mentor too? 

110 Help, Tarun! 
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Retailers are experimenting with a variety of 
formats to hit upon the winning proposition 
with which to woo the small town shopper. 
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100 Farms In Focus 


focus. Presenting a set of 
agri-sensitive stocks that could 
help green up your portfolio. 
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a Wants To Trade... 


to play stocks, don’t growl. 
Here’s what you could do. 





Agriculture is back in investment 


If your college-going teen wants 
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130 Everyman's Guide 
To The Veshti 
Finance Minister P. Chidambaram 
wears one: so, on occasions, do 
First Citizen Abdul Kalam, 
Mphasis CEO and Nasscom 
Chairman Jerry Rao, and a clutch 
of southern Indian executives. 
Here’s what you need to know 
about the common veshti. 
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136 Pill Happy? Don't Be 


138 People 


Starring Ranbaxy’s outgoing CEO D.5. Brar, 
consultant Narayan Seshadri, Anil Agarwal of 
Sterlite, E. Neville Isdell of Coca-Cola, Montek 
Singh Ahluwalia of the Planning C. ymmission and 
Naresh Goyal of Jet Airways. 
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140 Leadership Secrets 
By Ravi Bhatia 







Finance Minister 
P. Chidambaram 
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NEW! IBM ThinkPad T41 notebc 
(Part No. 23731FA 

Distinctive IBM innovations: 

e Rapid Restore Ultra 

* IBM Active Protection System 

¢ IBM Embedded Security Subsystem 
¢ IBM Access Connections Software 

* Access IBM 


e System Migration Assistant" 


System features: 


e intel” Centrino™ mobile technology 
Intel" Pentium" M Processor 1.4 GHz 
Intel" PRO/Wireless Network Connection 
Intel" 855 Chipset tamily 

* Microsoft” Windows" XP Professiona 

¢ 256 MB DDR RAM (333 MHz} 

¢ 30 GB HDD 4200 RPM 

* DVD-CDRW Combo 

* 32 MB Video RAM 

* 358 cm (14 in.) XGA TFT monitor 

* Three-year customer carry-in global 


* Lotus SmartSuite (License) 


* 
The IBM ThinkPad notebook with Intel® Centrino™ mobile technology. EB Rs. 1,09,900 


Now, create the future of your business from anywhere. 








Geography can tie you down. Or it can set you free. It depends on whether you are well-prepared 
or not. The IBM ThinkPad notebook with Intel® Centrino™ mobile technology has a superior 
dual-antenna system for an extraordinary wireless performance. In addition, IBM Access 
Connections Software simplifies connecting even as you move between multiple connectivity 
environments. So go on and take your office to any part of the world'. think freedom 





Call 1600 446767 or go to ibm.com/in/tpdecision 


to buy direct, locate an IBM reseller or for more information. 
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Winner All The Way 

Your cover story Tbe Great Gambler 
(BT, July 4, 2004) makes one real- 
ise how deep-rooted desire coupled 
with courage of conviction can go a 
long way to create success 
stories even where they 
seem impossible. A 
young, amateur Dhawan, 


Best letter wins 
a HIDESIGN travel bag 
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who dared to enter the previously 
forbidden territory of venture cap- 
ital, has proved that success in the 
field comes not only to veterans or 
to those with huge financial resou- 
rces, but even to youngsters who 
understand the business well and 
have the strength and perseverance 
to realise their dreams. 

AJAY GUPTA, Jaswant Building, Jodhpur 


Apropos your cover story The Great 
Gambler (BT, July 4, 2004), young 
venture capitalists like Ashish 
Dhawan may well be better equ- 
ipped to make educated guesses 
when the time is ripe, but in retro- 


How Cl hrys Capital's 
and tis $450 miyoni fonds changed 
He suieso the private equity game 


CHHATTISGARH'S DIAMOND WARS 


Catch-22 

The Greenfield Imperative (BT July 
4, 2004) made a good read. 
However, while it gives a feeling 
that investments are around the cor- 
ner and job opportunities will soon 
be aplenty, there are still doubts as to 
whether this will actually happen— 
the Budget and what it will contain 





being the most important aspect of 


the speculation. There is a flipside to 
the common minimum programme 
that the Congress-led government 
intend to bring into effect. Many 
of the pro-poor measures proposed 
can only be funded through further 


taxation. So the Budget is more 
likely to bring with it higher taxes, 
causing a slowdown in investments. 
G.VENKATARAMAN , through e-mail 
An Incorrect Picture 
In MT Redux (BT, April 25, 2004), 
Ajaxdotcom was mentioned as “one 
of the small companies that disap- 
peared without a trace”. Contrary to 
this, the company not only exists 
and has maintained a 60 per cent 
compounded growth rate per ann- 
um in sales over the last four years, 
it also employs around 200 people 
and has plans of expanding soon. 
MAY K. GOPAL, Chairman, Ajaxdotcom 
Corrigendum 
In the BT issue dated June 20, 2004, 
we wrote that Mr. P.M. Sayeed, the 
Minister for Power “hasn’t done 
much even for his own borough Lak- 
shadweep”. Mr. Sayeed points out to 
us that he has helped the cause of dev- 
elopment in the islands, especially in 
areas related to telecommunications 
and local governance. He adds that 
this was what helped him retain the 
sole Lok Sabha seat from Laksha- 
dweep from 1967 to 2004. The rem- 
ark was not meant to hurt or offend 
Mr. Sayeed or question his political 
credentials in any way. 


spect, and taking into account the 
losses that had to be written off in 
Dhawan’s case, the entire business is 
nothing short of gambling. Having 
said that, it is also true that ven- 
ture capitalists are a necessary evil 
since they help squeeze surplus 
money out of deep pockets and 
spread it for common good. 
JAGMOHAN RATHI, through e-mail 
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New Nokia 6820. Get used to saying more. = | 
Words flow so easily on the two-handed integrated messaging keypad of the Nokia 6820, you could just i EC AN. 





go on and on, be it on SMS, MMS! or email, Elegant and compact in design, it's also enhanced with " TS 
features such as triband for global roaming, EDGE for higher performance, mobile email! for connectivity — 


on the go, and Bluetooth™ wireless technology for convenience. And don’t just Say more, do more - get 
organised with Personal Information Management (PIM), improve productivity with presence-enhanced NOKIA 
contacts’, and enjoy a multimedia experience! with the integrated camera, video and voice recorders. 
and xHTML! for richer browsing. Once you've started on the Nokia 6820, there'll be no stopping you. 6820 


www.nokia.co.in 

| L GPRS, WAP, HSCSD, EDGE, xHTML, email, data transfer speeds and other mobile services are network operator and content service provider dependent. MMS-reiated services are dependent on the network à well à thé npatibility af the dev ned and 
Ihe content formats supported. MMS, emjáil, WAP browsing and other related features in our products operate using TCP/IP technology and thus will only be available if supported by network iperator. Please check with your local network provider Bluetoott 
Isa registered trademark of Bluetooth SIG, Inc. Devices need to Support Bluetooth wireless technology. Nokia 6820 Is compliant with and adopts Muetooth Specification LL However, interoperability between the ph yn ores products with Bluetooth wire 


technology s not guaranteed and depends on compatibility For more information on the compatibility of the phone with other products that support Bluetooth wireless technology. please check with the manufai Meas te that the MMS-reiated y 
and Presence-enhanced Contacts are dependent on the network as well as on the compatibility of the devices used and the content forma! suog ted. Please f * with your local nere k* Dn 











Always insist on original Nokia India Warranty to safeguard against buying used, refurbished or tampered phones. Nokia India Warranty is applicable oniy for phones mported 
by Nokia India Pvt. Ltd. email us at: nokla.ebag@nokia m 
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Still 


HIS MAGAZINE HAS ALWAYS BELIEVED THE INDIA 

story. Ergo, the results of the latest edition of 

the Foreign Direct Investment survey con- 
ducted by the Federation of Indian Chambers of 
Commerce and Industry (FICCI), which figure promi- 
nently across the front pages of dailies, do not come 
as a surprise to it. For those who missed it, the gist of 
the FICCI survey is this: there is no cause for concern. 
This magazine's belief is based on fact, not fashion 
(and we must admit that India is quite the in thing, 
here, and elsewhere in the world): corporate India is 
on a roll—the results of 2,380 companies shows an 
increase of 12.62 per cent in aggregate 
revenues and 35.38 per cent in ag- 
gregate profits—and becoming 
globally competitive by the 
day; the manufacturing sec- 
tor is clearly making a 
comeback, one that is 
evident in macroeco- 
nomic statistics and 
empirical data; and 
the monsoon, if ini- 
tial estimates are to 
be believed, prom- 
ises to be as good as 
the last one. 

India's economic 
fundamentals are 
healthy and the FICCI 
survey, which says some 
108 companies (out of 
138 surveyed) are open to 
investing in India, just bears 
this out. The fact that the FICCI 
survey was done over the past three 
months— questionnaires, it emerges, were 
sent out to companies and they responded over a pe- 
riod of time with some responses coming in while the 
previous government, the National Democratic 
Alliance was still in power and others when the 
United Progressive Alliance had just taken office—and 
its there-take-that timing of the survey (it comes 
when questions are being raised about the UPA's abil- 
ity to keep the India story alive) is a tad hard to ig- 
nore, but overall, its findings ring true. 

The intent to invest doesn't always translate into 
greenbacks—don't we in this country know that 
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KAPIL 


Shining 


all too well?—but even that could change in an in- 
stant. Remember that the FICCI survey was done 
over April, May, and June. And since coming to 
power in late May, the UPA is yet to take any major 
economic decision. Had the survey been done en- 
tirely in June, it would have likely displayed some of 
the uncertainty dogging foreign and Indian investors 
(should we invest, or shouldn't we?). Still, the India 
story, like we have said, is still very much alive. 

It won't be for long should the UPA choose to em- 
bark on a spree of sops targeting various con- 
stituencies. Free power for farmers may prevent 

the odd-agriculturist from killing himself, 

although most such deaths have 
been caused by the simple truth 
that small-hold farming isn't 
viable in India (and not 
because of exorbitant 
power bills; that hap- 
pens only in the met- 
ros), but it will al- 
most definitely hurt 
the cause of the 
power sector in 

India. The govern- 

ment's decision not 

to divest its stake in 
public sector banks 
may make bank 
unions happy, but it 
will adversely affect 

M&A activity in a sector 
that is ripe for the same. 
And while the upA’s stated ob- 

jective of ensuring that the benefits 

of economic reform trickle down to 

the rural poor is laudable, it will take the 

economy nowhere should it come at the cost of 

urban prosperity. A few policy pronouncements, 

some small provisions in the Budget that is imminent 
could change things for the worse. 

Few in-coming governments can resist the urge to 
sweep the previous regime's policies out of the door 
and start afresh. That's a temptation the UPA must de- 
fend against. Giving economic reforms a human 
face, whatever that means, is a lofty notion. And in 
India's case, it can probably be best achieved by do- 
ing nothing to disturb the status quo. 
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| FIRST DP | 


. What To Expect: 
. His Third Budget 


A week from now, Finance Minister P. Chidambaram will present his third Budget and 
the United Progressive Alliance's first. Here's what we can expect. BY ASHISH GUPTA 








cent minimum alternate tax (MAT) on companies 
that didn’t pay any. Some analysts considered 
the move draconian, others thought it only 
fair that companies adopting legal accoun- 
ting sleights of hand to avoid paying tax 
be targeted, and the debate still rages on. 
The minister also levied a 2 per cent 
| special customs duty on imports, later 
increased to 5 per cent through an exe- 
cutive order, a step described in 1998 by 
then University of Maryland professor 
and India watcher Arvind Panagariya as 
“a sabotage of India’s trade reform 
agenda”. Chidambaram more than made 
up in his second budget and although econo- 
mist Surjit S. Bhalla, who heads Oxus 
Research and Investments, believes Budget 
2004 will be reformist because “he cannot afford 
to mess up as the markets will not tolerate it,” 
there’s the Common Minimum Programme 
(cmp), the United Progressive Alliance’s vision 
statement to be considered. 

The 2 per cent education-cess, a sure thing 
judging by the statements emanating from the 
government, sounds good on paper but it is 
more likely to add to the tax burden than im- 
prove the quality of primary education: no 
Indian government has been able to monitor 
spending on education efficiently and there's a 
near consensus that the Rs 5,000 crore a year 
raised by the cess will vanish into a bureaucratic 
blackhole. The CMP’s promise of guaranteed 
100-day employment for at least one mem- 
ber of poor families through a New Deal like 


F INDIA'S EFFORTS TO BECOME A 
, [« market and integrate with the 
global economy—the two are of- 

ten clubbed together by policy 
wonks into one evocative term, 
economic reforms—is a journey, 
then the Indian Finance Minister 
is pretty much like a station wagon 
or a Multi-Utility Vehicle (MUV), 
more a Toyota Qualis than a zippy 
sedan. That much, a study of the 
style of past FMs, Chidambaram 
himself in 1996 and 1997, 
Yashwant Sinha between 1998 
and 2002, and Jaswant Singh in 
2003 and 2004, reveals. He starts 
off slowly, even tentatively, like vehicles 
of the genre mentioned are apt to, picks 
up speed, and, when in overdrive, moves 
rapidly towards the destination, often bul- 
L lying his way through obstacles. Anyone 
who has had occasion to encounter the 
Qualis on NH8 between Delhi and 
Gurgaon (and beyond), ferrying em- 
ployees of business process outsourcing 
firms, a visible manifestation of India's | 
with-it status in the global economy, 
should get the picture. 

That's something everyone, to whom a 
} July Budget brings back painful memories, 
l would do well to remember. In 1996, 
when Chidambaram presented his first 
budget as Finance Minister in the United 
Front government, he imposed a 7.5 per 
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The 2 per cent education-cess sounds good on paper, but it is more likely to add to 
the tax burden thani improve the quality of primary education 
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initiative is well-meaning, but identifying such households and ensuring UP» 


that the money reaches them is nothing short of a logistical nightmare. : A ALL D. 
What'll Be 


"Where is the delivery mechanism?" asks Bhalla. 


Then, there's the Muv factor. No one really expects Chidambaram D ! 
to go out and do his thing. This, after all, is the UPA's first budget and Carer... T 
it is for a seven-month period. "We are likely to see a realistic wu Branded food products è courtesy - : 3 
Budget rather than a dream one,” says Subir Gokarn, Chief Economist, an excise duty. That includes — 


= CRISIL, a credit rating agency. “The Finance Minister has had little time fruit juices, jams, chips, even bread - : 


~~ to settle down and is still building bridges with coalition partners.” 


retra ariran oen 


Chidambaram has already spelt out his broad economic agenda: m Cigarettes, beg 


increasing investments in agriculture and manufacturing to sustain 
growth, generating employment, and reducing the fiscal deficit. 
“Continuity is pretty clear as we are going back to the original re- 
forms of Manmohan Singh,” he said in his first press conference af- 
ter assuming office, a reference to the UPA's commitment to economic 
reform and its desire to do things differently than the previous gov- 
ernment. The focus of Budget 2004, then, will be on reviving the | 
co-operative sector, increasing investments in infrastructure, es- - 
pecially in areas such as roads and irrigation, and enhancing rural 
credit. Raising the requisite revenues could pose the FM some 
problems (See Funding The Fisc... on Page 22), but most economists 
believe that the increased spending is unlikely to result in inflation 
spiralling out of control, not when public sector banks are flush with 
funds as they now are. "Inflation isn't an issue although there 
could be some increase in the non performing assets of banks," says 

- Bidisha Ganguly, Economist, Confederation of Indian Industry. For 
. his part, Chidambaram will try to balance the equation some by tax- 
ing more services, some 20 to 30 of them: in 2003-04, service tax 
on 58 services earned the government Rs 8,000 crore. ——— 

Budget 2004 is also likely to see a reduction on the peak cor- 
porate tax rate from 35 per cent to a little over 30 per cent (in- 
cluding the education cess), a move that, according to Deven 
Choksey, the Managing Director of Choksey Shares and Securities, 
could *improve the after-tax earnings of companies and provide 
them with money to fund their expansion and modernisation." That 
will help the cause of investments (how Chidambaram feels about 
this can be judged from the fact that while speaking to industrial- 
ists in Mumbai last month, he described himself as the Minister for 
Investments). The Budget could well provide for the creation of an | 
Investment Commission that seeks to attract, private, even foreign m Tractors, for th 
investments. The essential function of the Foreign Investment  asabove —— f 
Promotion Board, say officials in the Finance Ministry, could be capra 
brought under the purview of the commission. 

Agriculture, infrastructure, and investment, will be the three fo- 
cus areas of Budget 2004. As for the details—you will find several 
fragments on the following pages, about the likely increase in 
the price of jams and the scrapping of the capital gains tax on stock 
market transactions—we will just have to wait till July 8 v i 7 
Chidambaram may just surprise all of us. T COMPILED BY ASHISH GUPTA 
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SECONDD 
We're Not Looking 


Forward To July 8 


Here are five sectors or entities that would well be better off without 
the Budget. BY ASHISH GUPTA 


Information Technology And IT-enabled Services 


| F, ON JULY 8, FINANCE MINISTER P. CHIDAMBARAM SHOULD CHOOSE TO LEVY A 
service tax on iT and rr-enabled services, he will only be doing what some econ- 
omists believe should have been done long ago. The Indian software and 
services business grew by 30.5 per cent in 2003-04 and registered revenues of 
$12.5 billion (Rs 57,500 crore). The software services business ($8.9 billion, Rs 
40,940 crore), grew by 25 per cent, while the ites one ($3.6 billion, Rs 16,560 
crore), grew by 46 per cent. These are numbers no Finance Minister facing the 
challenge of increasing tax revenues can afford to ignore. Executives working in the two industries, be- 
lieve the move could backfire. "Taxation on the services sector, which is a major contributor to 
Gross Domestic Produce is tempting," acknowledges Deepak Ghaisas, cEo (India Operations), and 
CFO, i-flex, "but rres should not be taxed immediately or it could lose its competitive advantage." That 
may be a bit of an overstatement: average net profit margins in the Indian ir services and rres business 
are 23.36 per cent and 12 per cent, respectively; while the tax, if it is levied, could bring these 
down some, it is unlikely to render the entire India-logic irrelevant. 





Special Economic Zones 


T HE GOVERNMENT, REPORTS ORIGINATING FROM NORTH BLOCK, THE SEAT OF THE 
Finance Ministry claim, may well decide to do away with some of the duty 
exemptions available to companies operating from Special Economic Zones. The 
details aren't out yet (they will probably find mention in the Budget) but the logic 
for scrapping these is impeccable. Sops such as zero import duty on imports, exemp- 
tion from stamp paper duty, full tax exemption on export profits for the first five 
years and a 50 per cent exemption for the next two, are costing the national ex- 
chequer a great deal (in notional losses) without bringing in the expected results. 
Surat's SEZ, for instance, say Finance Ministry officials, imported more than it exported in 2003-04. Then, there's 
the thing about most SEZs remaining non-starters. The Federation of Indian Export Organisation believes the 
way out is for the government to extend the facilities being made available to new units setting shop in the 
SEZs to existing units wishing to relocate there. The Budget is unlikely to address that. 





RAJAT BARAN 
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Textiles 


HE TEXTILE INDUSTRY IS SET FOR 

a rocky ride. With Textile 
Minister Shanker Sinh Vaghela in- 
dicating that he would like the CENVAT (Central Value Added Tax) 
regime to exempt small weavers and processors and with the 
Dravida Munnetra Kazhagam, a key constituent of the UPA gov- 
ernment in favour of the move, Finance Minister P. Chidambaram 
may have no option but to break the CENVAT chain. That would, 
in one fell stroke, give master weavers an unfair advantage, cre- 
ate huge distortions in the taxation system, and cripple growth in 
the industry. The timing, if this actually transpires, cannot be 
worse: the World Trade Organisation's Agreement on 
Textiles and Clothing says all quotas on exports will go by 
December 31, 2004. *We do not want Chidambaram to tin- 





ker with the CENVAT structure," says O.P. Lohia, Managing | 


Director, Indo Rama. “In fact, what little exemptions are 
there should also go to make the (tax) structure rational." 
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BUDGET ENTRIES» 


The Numerical Effect Of Some Budgetary Proposals 


COST 


m Total social sector outlay will increase to 9 per cent 
of the GDP because the allocation on education will 
be raised from 3 per cent of the GDP to 6 per cent and 
health to 3 per cent. This will mean an extra cost of 
Rs 25,000 crore every year. For the centre, it will mean 
only Rs 5,550 crore (the rest is borne by the states). 


m The guarantee of 100 days of employment for at 
least one individual in poor families will cost around 
Rs 59,000 crore. The Centre's burden will be around 
Rs 8,200 crore. 


The Society of Indian Automobile Manufacturers is unlikely to get the 8 percentage 
point reduction in the excise duty on cars and utility vehicles it is lobbying for 











Auto 


F THIS WRITER 

were to look for 
an ideal candidate 
for the 2 per cent 
education cess the Finance Minister will levy 
on certain products, it would be cars. That 
should drive up the prices of cars some—in the 
small car segment for instance, prices could 
increase by over a per cent. The Society of 
Indian Automobile Manufacturers is lobbying 
for a 8 percentage point reduction in the excise 
duty on cars and utility vehicles (from the 
existing 24 per cent to 16 per cent), the scrap- 
ping of the 1 per cent national calamity con- 
tingent duty imposed last year, and the removal 
of the 4 per cent special additional duty. It is 
likely to get nothing. 





SOURCE OF FUNDS 





m Sunil Sinha of the National Council of Applied Bonde 
Research calculates the government will raise Rs 12,000 
crore if it decides to bring 


Rs 15,000 crore if goods transported through rail are 
also included. 


m The 
levying a 0.1 per cent turnover tax on share transactions. 
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ment can raise around Rs 15,000 crore by 
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BLACK MONEY b 


Will The 
New VDIS 
Work? 


Funding The Fisc... 


... or balancing the prime economic equation. 


NDER ORDINARY CIRCUMSTANCES BALANCING A LINEAR 
| Wesen is what the Budget is all about—is a simple task. But 
these are extraordinary times. The ruling United Progressive Alliance is a 
coalition of 14 partners, some unlikely bedfellows. Then, there's the 
Common Minimum Programme, a vision statement of the new government 
put together by the 14 and vetted by the communist parties that support this 
government without being part of it—at once both a guideline for policy 
making or a plain old-fashioned millstone around the neck. 

These are the constraints reformist-at-heart Palaniappan Chidambaram, 
the country's Finance Minister, will have to take into account when he sets 
out to balance the fiscal equation the best he can. It won't, as we have im- 
plied before, be easy: little money is likely to flow in from the government 
divesting its stake in public sector companies (the CMP all but rules out the 
disinvestment of profit making government companies); subsidies, an im- 
portant component of non-develop- 
ment expenditure cannot be reduced; 
and the need to increase public invest- 

ment in agriculture and rural infrastruc- 
ture, one that has been articulated and 
articulated and articulated, will only 
exacerbate the situation. 

Taxes, then, are the great white 
hope. With the economy on a roll, 
tax collections in 2003-04, at Rs 
252,162 crore were 18 per cent 

higher than the budgeted estimate, 

the first time such a thing has come 
to pass since 1995-96. There's always the threat of a slide 
in the manufacturing sector's fortunes impacting this—despite accounting 
for a quarter of the Gross Domestic Produce, manufacturing accounts for 
66 per cent of total tax collection—but the UPA's stated objective of attracting 
investments in manufacturing reduces the chances of this happening. 
However, much of India's tax revenues (as opposed of that of any developed 
country's) comes from indirect taxes such as excise and customs. In the long 
run, these have to be rationalised (read: reduced), should India wish to be 
part of the World Trade Organisation. Ergo, Chidambaram may have no op- 
tion but to look at increasing revenues from direct taxes. That could explain 
the buzz emanating from North Block about an additional 20-30 services be- 
ing brought under the service tax net. 
If the Finance Minister is able to convince the communists about the need 





HE SHORT ANSWER TO 

that is yes, but only 
just. As Arvind Virmani, a 
former advisor to the 
Finance Ministry, and now 
the cEo of the Indian 
Council for Research on 
International Economic 
Relations puts it, every 
Voluntary Disclosure of 
Income Scheme, targeted 
at helping the fat cats of 
the parallel economy 
turn their treasure hoards 
legit, albeit after paying a 
penalty, "is a zero-sum 
game because after the 
initial blip in tax collection 
there is no increase for the 





to rationalise income taxes—this would be in keeping with the spirit of the next two or three years." 
Kelkar Committee report that suggests the scrapping of most exemptions— | Still, itis almost certain 
he may well be able to achieve the twin objectives of increasing consumer that the Finance Minister 
spending (less taxes equals more money to spend) and increasing tax revenues [| will launch the 28th-odd 
(an easier tax regime should lead to greater transparency and help bring more such scheme in India's 
people into the tax net). That, though is easier said than done. As far as history to unearth black 


Budget 2004 goes, this writer expects a mathematical, not strategic approach money and increase the 
to addressing the fiscal deficit. P.S: He will be happy to be proved wrong. | government's revenues. 
ASHISH GUPTA ASHISH GUPTA 
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What Can 
The FM Do? 


A quick pre-budget tour of the 
possible and the probable. 


AGRICULTURE 


Although this 
is a state sub- 
ject, Finance 
Minister P. 
Chidambaram 
can help the 
cause of agri- 
culture by 
increasing government spend in 
the sector (and in the develop- 
ment of rural infrastructure). That 
will send a message to the states 
on the intent of the central 
government. 





MANUFACTURING 


N. Srinivasan, 
the Director 
General of 
Confederation 
of Indian 
Industry, wa- 
nts the bud- 
get to faci- 
litate investments in manufactur- 
ing. The Finance Minister could 
well do that by focussing on the 
development of infrastructure, do- 
ing away with procedural delays, 
and drafting a roadmap of tariffs 
for the next three years. 





SERVICES 


The services 
sector has 
blossomed 

and thrived 
without state 
patronage (or 
intervention). 
A world class 
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CEREBELLUM 


BASAL GANGLIA 
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A PEEK INTO THE FINANCE 


With some help from his earlier budgets and basic knowledge of the 
expect on July 8. 


CEREBRAL CORTEX 


e Thought 

e Voluntary movement 
e Language 

e Reasoning 

e Perception 


RATIONAL DECISIONS (CEREBRAL CORTEX) 
Earlier Budgets 


Ii Fiscal deficit to be kept below 4 per cent of the GDP and 
Ninth Plan growth target to be kept at 7 per cent a year 


E Customs duties on components of colour TVs, computers, 
cellular phones, pagers reduced 


E Financial and capital markets reforms to be broadened 
and deepened 


E Income tax rate at lowest taxable level reduced to 
15 per cent 


E Service tax net to cover advertising, radio paging 
and courier service 


What To Expect in Budget 2004 


E Reduction in peak corporate duty from 
39 per cent to 30 per cent 


E Higher allocation for agriculture, 
rural development 


E Expansion of service tax net 


E Tax exemptions on direct and 
indirect taxes to go 


A Co > y 
E Tax breaks for greenfield investments c 7 
lli Service tax rates to be enhanced € \ 
ae se Ne 
E New minimum alternate tax | v / 
E 
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introduced for zero tax and low tax 
paying companies 


W Cigarettes to be costlier 


lli Foreign Exchange Regulation Act 
to be modernised 


What to expect in Budget 2004 


E Imposition of excise duty on branded food items 
like fruit juices 


E Another tax amnesty scheme in the offing 


IB 100-days guaranteed employment for one person 
from every poor family 
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€ MOVEMENT 
e BALANCE 
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€ MOVEMENT 


— —PÀ—— T 


MINISTER'S HEAD 


brain's anatomy, Ashish Gupta proffers some insights on what we can 


Earlier Budgets 

E 73 per cent increase in rural employment and anti-poverty programmes 
Ili Special deduction of Rs 15,000 for treatment of protracted diseases 
What to expect in Budget 2004 

Ill Imposition of a turnover tax on trading of shares 
E Levying of a 2 per cent cess on education 

E No reduction in food or fertiliser subsidy 

E No change in the peak income tax rate 








THALAMUS 


SENSORY PROCESSING € 
MOVEMENT @ 

LIMBIC FUNCTIONS @ 
EMOTIONS @ 
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MID-BRAIN 
FUNCTIONS 


VISION @ 
AUDITION @ 

EYE MOVEMENT € 
BODY MOVEMENT @ 


BRAIN STEM 
FUNCTIONS 


BREATHING € 

HEART BEAT € 

BLOOD PRESSURE € 
BODY TEMPERATURE € 
EMOTIONS @ 

HUNGER € 

THIRST € 

CIRCADRIAN RHYTHMS € 


HIPPOCAMPUS 


LEARNING © 
MEMORY e 
LEARNING ISSUES e 


What to expect in Budget 2004 
li Tax evaders to be dealt with sternly 
W Focussed targeting of poverty alleviation programmes 
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infrastructure (think airports, 
power, and the like) and a con- 
tinued supply of talent (think 
engineers, biochemists, and oth- 
ers) are requisites for the boom 
to continue. The Finance Minister 
can help by focussing on infra- 
structure and primary and sec- 
ondary education. 


EXPORTS 


Most export- 
subsidies 
are gone, but 
Rafeeque 
Ahmed, the 
President of 
Federation 
of Indian 
Export Organisation, maintains 
that tax rebates on export in- 
come should continue till trans- 
action costs in India are down 
to global averages. That's some- 
thing the Finance Minister can 
well do. 





CAPITAL MARKETS 


The bulls will 
be back, 
claims Ajay 
Bagga, the 
Chief Exe- 
cutive Officer 
of Kotak 
Mahindra Mu- 
tual Fund, should the Finance 
Minister make one important ann- 
ouncement in the budget. “He 
can impact the capital market 
significantly by reducing or elimi- 
nating capital gains tax on share 
transactions." Will he dare? 
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Heiress Tracking 


Vanisha Mittal isn't the only heiress of note out there. 


Schauna Chauhan 


Daughter of: Prakash Chauhan, 
Director, Parle International 


AGE: 27 
SIZE OF BUSINESS EMPIRE: Not Disclosed 


EDUCATION: Bachelor's degree in 
International Management from the 
Lausanne Business School 


DESIGNATION: Executive (Operations), 
Parle International Private Limited 
(Parle Group) 


HOBBIES & INTERESTS: Movies 


For someone who grew up frequenting 
dad Prakash Chauhan's factory in 
Andheri in suburban Mumbai, it was understood that Schauna, the 
eldest of the three daughters, would take over the reins someday. 
Today, as Executive (Operations), Schauna has set her eyes on 
the globe. While Frooti is already being exported to the US, 
Canada, the Netherlands and Maldives, she now wants to set up 
plants or get into franchisee networks overseas. She is engaged to 
Bikram Saluja, a former model and actor. 





IN VASOD HSA 


PRIYANKA SANGANI 


Vismaya Firodia 
Daughter of: Arun Firodia, Founder and Chairman, Kinetic India 
AGE: 28 


SIZE OF BUSINESS EMPIRE: Approximately Rs 1,200 crore 


EDUCATION: Graduated with honours from Princeton 
University, NJ, USA, in 1997 with a Bachelors 
degree in Management Systems 


DESIGNATION: Vice President (Corporate 
Communications), Kinetic India 


HOBBIES & INTERESTS: Scuba diving, marine life 
preservation, reading (mostly fiction) 


Having literally grown up with the company—it was 
founded around the same time she was born—it 
wasn't surprising that Vismaya Firodia always 
nurtured a dream of eventually working there. 
Although older sister Sulajja is more active in the 
actual management of the company, Vismaya 
handles most of the marketing support functions 
and corporate communications. 
PRIYANKA SANGANI 
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Akshata Murty 


Daughter of: Narayana 
Murthy, Chief Mentor, Infosys 
Technologies 


AGE: 24 


SIZE OF BUSINESS EMPIRE: 
Owns 12,65,981 shares (val- 
ued at around Rs 665 crore) 


EDUCATION: Under Grad Major 
at Claremont McKenna 
College, LA. Majored in 
Economics and French. Goes 
to Stanford for an MBA this fall 


DESIGNATION: Consultant, 
Deloitte and Touche (USA) 


HOBBIES & INTERESTS: Reading 
and music 


Akshata Murty makes it a point 
not to highlight whose daugh- 
ter she is, so as to avoid any 
‘undue advantage’ or public- 
ity. On occasion has been 
heard mentioning that her 
father "just works in the iT 
industry in India". Not that he 
is the ir industry in India. 
VENKATESHA BABU 


Vidula Khaitan 


Daughter of: Manjushree 
Khaitan, Director, Kesoram 


AGE: 25 


SIZE OF BUSINESS EMPIRE: 
Rs 4,500 crore 


EDUCATION: MBA from Indian 
School of Business, Hyderabad 


DESIGNATION: Head, Vidula 
Consultancy Services Ltd 


HOBBIES & INTERESTS: N.A. 


Grandpa B.K. Birla wanted her 
to learn the ropes at Vasavdatta 
Cement, a unit of Kesoram, but 
that innocuous move set the 
grapevine abuzz that he was 
training Vidula Khaitan to take 
over the reins when he quit. He 
calls it “wishful thinking", but the 
buzz refuses to die. 

ARNAB MITRA 


MEETING THE DIVERSE NEEDS OF THE PEOPLE ! 





Unity. 
Diversity 





Our Bank is united in the cause of serving this Great Country and the people, in their diverse financial requirements. Whether it is financing 


a Self Help Group in Tamil Nadu or a small scale industrialist in North Eastern part of the country or a farmer in Punjab, our Bank 
understands their resp 
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Home Loan Swarna Abharana Scheme Educational Loan 


Vehicle Loan 


Call : 9628 196 296 Chennai, Bangalore, Hyderabad, Mumbai & New Delhi 


T 7Indian Bank 


(Wholly owned by Govt. of India) 
Visit us at : www.indian-bank.com 
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ceotoons 


by Saurabh Singh 





Mukesh Ambani of RIL unveiled 
plans of acquiring a German 
polyester company, Trevira, 

for $80 million... 





.. NTPC's C.P. Jain made plans for an 
IPO to raise about Rs 2,000 crore... 





...Ajit Kerkar put Juhu Centaur, which he bought ...anbaxy's Brian Tempest faced a damages claim in the 
from the government last year, up for sale... UK for alleged overpricing of its anti-ulcer drug, Ranitidine. 
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THE NEW K700i 


CREATED TO EMPOWER, 
DESIGNED TO THRILL. 
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Q&A 


“The Fee Issue Took Away 
Most Of Our Working Time" 


I OF THE INDIAN 
Institutes of Management are usu- 
ally pretty uneventful. All it involves is a 
truckload of administrative work, ban- 
dling a few minor academic crises, and 
weathering the fallout of a less-than- 
complimentary ranking by a magazine 
(several, including this one, rank B- 
schools). 57-year-old Bakul Dholakia, 
the Director of the Indian Institute of 
Management, Ahmedabad (ranked #1 
in Business Today’s roster of India’s 
Best B-schools), and an industrial econ- 
omist by qualification, discovered there was more to it when former 
HRD Minister Murli Manohar Joshi tried to get the Ms to reduce their al- 
ready-low tuition fee. Dholakia and the other directors saw that as political 
interference in the functioning of government schools that had always en- 
joyed reasonable levels of autonomy. The man led the other ims to battle, 
one that was settled by the defeat of the National Democratic Alliance to 
which Joshi belonged, in the elections to the 14th Lok Sabha in May 2004. 
Dholakia spoke to Business Today’s Sahad P.V. on the resolution of the 
fee imbroglio, and reports of iM-A’s global aspirations. 





SHAILESH RAVAI 


Finally, the IIM fee issue has been resolved... 

Yes. We have decided to retain the last year's fee (Rs 1.58 lakh per an- 
num). As for scholarships for the needy students (whose family income 
is less than Rs 2 lakh a year), we have increased the provision from 
Rs 25 lakh to Rs 1 crore a year. 


The change in political dispensation has helped your cause. 
Of course, that has helped the resolution of the fee issue. Our entire time 
had been taken up by this for the last few months. 


What next? Are you setting up a campus in Cairo? 

The reports about our setting up a campus in Cairo are wrong. The 
Egyptian government has been talking to us for helping them set up a man- 
agement institute in their country. This is part of institution building, and 
is entirely different from setting up our own campus. 


So, you have no immediate plans to go global? 

We still haven't thought through it fully. Currently, we are setting up a new 
campus in Ahmedabad, close to our existing premises. We are also working 
on a campus in Mumbai, which was decided sometime in 2002. However, 
we are not ruling out any overseas campuses. In any case, we are expanding 
our global presence through executive management development program- 
mes, which we conduct overseas from time to time. We have already done 
it in Kenya and Sri Lanka. We are also exploring South East Asia and Europe. 
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IIM Tracking 


What the six IIMs have 
decided in terms of tuitions. 


IIM-A: Will retain old fee structure 
(Rs 158,000 a year). Has refused 
government aid and will continue 
to offer assistance to students 
from families earning less than 
Rs 200,000 a year. The corpus 
for this scholarship has been 
quadrupled to Rs 1 crore a year. 


IIM-B: Will retain old fee of 
Rs 150,000 a year. And will 
increase the total value of 
scholarships to Rs 75 lakh 
from the existing Rs 25 lakh. 


IIM-C: Will retain existing fee 

of Rs 127,000 a year and has 
decided to provide a need-based 
scholarship along the same 
lines as the one offered by tim-A. 
The school plans to tap alumni 
and corporate donors for funds. 


IIM-L: The school has no plans 
to change the existing fee of 

Rs 1.3 lakh a year. It has also 
decide to waive this in its 
entirety for students whose fami- 
lies earn less than Rs 200,000 a 
year. However, it will accept aid 
from the government as its 
corpus is a mere Rs 8.5 crore. 


IIM-I: It has left the tuition fee un- 
changed at Rs 108,000 a year. It 
plans to offer assistance to stu- 
dents from families earning less 
than Rs 200,000 a year; money 
will be raised from industry and 
alumni; until then, it will come 
out of government funds. 


IIM-K: It has decided to retain 
last year's fee of Rs 110,000 a 
year. Like the other ims, it will 
offer a need-based scholarship 
for students with family income 
below Rs 200,000 a year. 
COMPILED BY AMANPREET SINGH 


= - 


You could possibly 
set your clock by our 
delivery schedules. 


= 


ait 
it Ed 





In a competitive trade, we have set standards, by racing against time! For over a decade, we've 
worked hard to gain a reputation as a quality-conscious manufacturer. Today, Planscape Office 
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Moto's MoJo 


Things start to look up at Motorola India. 


B IN THE MID-90S, MOTOROLA WAS ONE OF 
the first to launch GsM handsets in India. But by 
the end of the last financial year, it had managed less 
than 8 per cent share of the booming market, sim- 
ply because late-comers such as Nokia and Samsung 
have stolen the market from it with phones that 
aren't just better-looking, but also more aggres- 
sively priced. But thanks to an aggressive “Moto” ad 
campaign of 18 months, a distribution revamp that 
has increased direct and indirect presence to 600 
towns, and the launch of newer handsets like the 
3131 CDMA phone (with Reliance Infocomm) and an 
economy range GSM phone (C200), Motorola is 
growing in visibility if not marketshare. “Last seven- 
eight months have seen the brand gain tremen- 
dous visibility,” says Parijat Chakraborty, Head of 
Communications Research at IDC India. 

Motorola’s uptick is largely due to it reaching out 
to a younger set of consumers between 16 and 24 
years old, who—as the company discovered—were 
the primary decision-makers even when not buying 
a phone for themselves. “They were influencing 
the father or the elder brother in the choice of 
phone,” says Narendra Nayak, Country Manager 
(Handset Division), Motorola India. The strategy 
now, he says, is to have feature-packed products 
across all segments and to keep up the thrust on 
adult youth. “We are also targeting the replace- 
ment market aggressively,” notes Nayak. 

But with newer play- 
ers crowding the hand- 
set market in India, 

Motorola’s high vis- 
ibility need not nec- 
essarily translate 
into higher sales. 

SUDARSHANA 
BANERJEE 
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Cabir Calling 


World's first mobile phone virus debuts. 


Internet 


m) 
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Ee A CHRISTMAS OF SORTS FOR TECH GEEKS AND 
could well be the beginning of dark age for mo- 
bile phone users. Kaspersky Labs, a Moscow-based 
antivirus software company, has announced the 
birth of the world's first mobile phone virus, Cabir, 
which does not need a PC to infect. Cabir typically 
affects high-end phones that use the Symbian op- 
erating system (OS), which means several models of 
Nokia, Motorola, Siemens and Sony Ericsson, 
among others, run the risk of being infected. 

But can a call from your phone spread a virus? 
Highly unlikely. *Today there is no known, free- 
spreading mobile malware in commercial mobile 
networks," says a Nokia statement posted on the 
company's website. Experts, however, say that it is 
only a matter of time before programmers adapt the 
code to damage phones or have them call pre- 
mium rate numbers or at the least send nuisance text 
messages. Says Ramyang Pandya, National Sales 
Manager, BenQ India: "SMS, MMS or data services 
like downloading games or wall paper, even brows- 
ing the web, can transmit a (mobile phone) virus." 

In June 2000, the first ever mobile phone virus 
was born in Spain, but it needed a PC to spread. 
Cabir, however, can spread phone to phone or 
phone to internet. So, the next time you download 
a new ringtone, Cabir may just decide to hitch a ride. 
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Highway star: Reliance goes retail all over again; this time it is petrol stations 





SHOME BASU 


Reliance’s Other Retail Business 


The company's oil-retailing efforts move up a gear. 


N THE PAST 12 MONTHS RELIANCE 

Infocomm, the telecom arm of 
India's largest private sector comp- 
any, has sold some 7.8 million mo- 
bile connections. It seems only apt, 
then, that parent Reliance Industries 
favours the former's distinctive blue 
and green colours and new-age 
logo to its own when it comes to 
branding its petro-retailing busi- 
ness. Some of these have opened 
for business or are in various stages 
of construction in 20 states across 
the country; as this article goes to 
press, 75 Reliance Petroleum outlets 
are open for business. 

By September 30, this year, 
Reliance would have opened an ad- 
ditional 400 retail outlets, a number 
that seems insignificant when com- 
pared with the 23,000-strong re- 
tail network of the state-owned oil 
companies, the 1,000 new outlets 
that Indian Oil Corporation plans to 
put down by March 2005, even 
the 5,600 outlets for which it 
(Reliance) has been granted licences. 
One reason for that could be the 
company's belief that it can still get 
its hands on one of the state-owned 
oil majors, never mind that the rul- 
ing United Progressive Alliance gov- 
ernment has articulated its intent 
not to privatise any profit-making 
public sector companies; Reliance 
has a better-than-average track 
record in lobbying governments to 
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change their stance. Another is 
its low tolerance for pilfer- 
age, which, at an average 
of 3 per cent according 
to some analysts (given 
that some 8 million tonnes 
of petrol and 40 million tonnes 
of diesel are sold in India every 

year, that works out to a staggering 
Rs 3,986.4 crore) is cause for con- 
cern for most oil firms. Reliance 
hopes to combat this through a mix 
of mechanics—superior locks on 
tankers and storage tanks—and in- 
formation technology, a software 
that will monitor oil stock across 
outlets and be controlled from cor- 
porate HQ in Mumbai. 

Reliance’s retail presence is evi- 
dent in the Bareilly region of Uttar 
Pradesh where 14 of its outlets will 
be located. There’s one at Bilaspur, 
the fertile agricultural hinterland 
of the Terai that many reckon is a 
mini-Punjab. Located at around 220 
km from Delhi, on National 
Highway 87, this outlet will largely 
cater to the farming community. 
“Farmers drive in on their tractors 
and purchase diesel by the barrelful 
to run farm generator sets that 
pump water for irrigation,” says 
Roop Khubley, Territory Manager, 
Reliance Petroleum, explaining the 
rationale behind the location. Then, 
there are the 1,000 trucks a day 
that on an average ride NH 87, the 









gateway to the mountains of 
Uttaranchal, not to mention, 
in summer months, a not 
insignificant amount of 
tourist traffic (again, mostly 
diesel vehicles). India’s ob- 
session with diesel—the country 
drinks 40 million tonnes of it a 
year, as compared to 8 million 
tonnes of petrol—fits neatly with 
Reliance’s highway-retail strategy. 
With state-owned oil firms already 
occupying prime retail space in the 
cities, Reliance’s approach, admit 
analysts, may be the best way for- 
ward for a new entrant. 

Going retail is an imperative for 
Reliance, which refines 29.6 mil- 
lion tonnes of crude every year. 
Today, the three state-owned firms 
market around 4.33 million tonnes 
of this, with the rest being exported. 
The absence of a retail presence 
puts Reliance at a disadvantage, 
concedes R.B. Sahi, President 
(Retail), Reliance Group. “First, we 
lose out on import tariff protec- 
tion; then, we cannot brand our 
product or sell it at a premium.” 
And Indian firms are not really 
competitive in export markets, given 
that they have to first import crude, 
refine it, and then export it. That’s 
what makes Bilaspur such an im- 
portant destination for Reliance. 
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Is This The End Of The Road For GTB? 


Despite the RBI's best efforts, there seem to be no takers for the ailing GTB. 


EN YEARS AFTER IT WAS FIRST SET UP, GLOBAL 

Trust Bank (GTB) is on the verge of collapse. 
Even as this Ramesh Gelli-promoted private sector 
bank makes last-ditch attempts at survival by, among 
others, offering a strategic stake to Newbridge 
Capital, a global private equity investor, the Reserve 
Bank of India (RBI) is said to be weighing various op- 
tions for the bank. These include merging GTB with 
a public sector bank or overriding the bank board 
and transferring its sticky assets to an asset recon- 
struction company. 

For the last two years, GTB has been trying to 
raise its equity capital, but with little success. Its talks 
with Development Bank of Singapore for a strategic 
stake to help recapitalise the bank failed and the 
bank's net profit for the third quarter ending 
December 2003 dipped to Rs 1.6 crore as against Rs 
8.8 crore for the corresponding period in the pre- 
vious year. Meanwhile, GTB's cup of woes continues 
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Local trust?: Customers queue up, but suitors are missing 


to overflow. The bank’s erstwhile promoter Ramesh 
Gelli (now he is just an investor in the bank) is 
perceived to be close to former Andhra Pradesh 
Chief minister Chandrababu Naidu. The change 
in political equation could make reviving Grp harder 
still. Add to it the findings from RB?’s latest inspec- 
tion report based on March 31, 2003 results that re- 
veal a gaping Rs 750-crore hole in the balance 
sheet. The bank is yet to declare its results for the 
year ending March 2004, as it is grappling with pro- 
visioning figures. Sudhakar Gande, Managing 
Director of GTB, was not available for comment. 
The RBI is likely to take a call once GTB finalises 
its financial accounts for the year ending March 31, 
2004. The apex bank has been looking at mergers 
as one of the ways to strengthen weak banks. Earlier 
the ailing Nedungadi Bank was merged with Punjab 
National Bank, and Bank of Baroda picked up 
Benares State Bank. But this time around, none of 
the public sector banks seems to be keen on tying 
the knot with GTB, despite its strong presence in the 
south. Why? Simply because they feel that GTB 
would only be a drag on the bottomline. At the same 
time, GTB is too big for RBI to let it simply col- 
lapse. GTB needs a saviour— fast. 
ROSHNI JAYAKAR 
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ILL GET TO YOUR 
APPLICATION AS 
SOON AS 1 HAVE 
NOTHING MORE 


NIE. IMPORTANT TO DO. 


I JUST THANKED 
SOMEONE FOR 
DOING NOTHING. 


HAVE YOU TRIED 
USING YOUR 
CHARM? 


BUT SERIOUSLY, TRY 
HOUNDING HER UNTIL 
SHE RECOILS IN PAIN 
AT THE SOUND OF 
YOUR VOICE. 
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MY PROJECT IS BEING 
THWARTED BY A 
WOMAN WHO GETS 
SATISFACTION FROM 
BEING UNHELPFUL. 


SOMETIMES THE 
BEST YOU CAN 
DO IS MAKE 
OTHER PEOPLE 
FEEL GAD. 
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Honda Hits 
A Bump Over 
Dampers 





Honda's City: A smooth ride ruined 


HE NEW HONDA CITY MIGHT HAVE 
won acclaim for its futuristic 
design, but it seems that space-age 

looks cannot keep the gremlins at 
bay. In the most significant automo- 
bile recall in India in almost a 
decade, Honda Siel Motors, the 
manufacturer of the City, has deci- 
ded to recall over 13,000 cars that 
were manufactured before April 
2004. The last major product recall 
in India was by Maruti Udyog in 
1997 when 9,000 vehicles were 
recalled due to a potentially defec- 
tive steering column. Says Neeraj 
Garg, Assistant General Manager, 
Honda Siel: "One batch of dampers 
made by our supplier Munjal Showa 
was found to be not upto Honda 
standards. However, we decided to 
recall all cars manufactured before 
that batch as a matter of goodwill." 
Will the recall hit the sales of 

the new City, which has sold 
some 18,000 units since its launch 
in September last year? Unlikely. 
Recalls, although rare in India, are 
a regular occurrence in the develo- 
ped markets and far from peeving 
customers actually reinforce their 
confidence in the automotive brand. 
Besides, "the way Honda has 
handled this means that there will 
be no issues with either the brand 
or sales”, says Hormazd Sorabjee, 
Editor, Autocar India. 
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It's An Earful, Really 


A Bangalore tech hotshop makes it big. Well, almost. 


COM SEPTEMBER AND APPLE WILL RELEASE THE LATEST 
version of its bestselling iPod. And the employees of 
a small company located in Bangalore's verdant J.P. 
Nagar borough will uncork the bubbly. A Bluetooth (a 
wireless technology that enables devices to talk to each 
other) solution developed by the company, Impulsesoft, 
is at the core of the wireless stereophonic headphones that 
will accompany the iPod. 

Success has been a long time coming for 
Impulsesoft, founded in 2000 with a $1-million (Rs 
4.7 crore at the then exchange rate) infusion by angel 
investor N.S. Raghavan, a co-founder of Infosys 
Technologies. In 2001, when the company hadn't sold 
anything to anyone, this magazine picked Impulsesoft 
as a company to watch (see 10 for Tomorrow, Business 
Today, June 7, 2001), but there were times, in sub- 
sequent months, when that opinion seemed incorrect. 
The company's founder and chairman M. 
Chandrasekaran claims he never lost heart. The first 
few years go into research and development for all 
product companies, he explains, adding that the 
revenues start trickling in much later. Circa 2004, 
Impulsesoft has broken even and has a small profit 
to show in its books: revenues of $1.42 million (Rs 
6.39 crore) and a net profit of Rs 11 lakh for 2003- 
04. "We are generating three streams of revenue," he 
says. “One is through licensing our 1P, the second is 
royalty payments, and the third is from non-recur- 
ring engineering customisation." 

The iPod connection falls under the first category. In 
2003, Impulsesoft licensed its Bluetooth stereo tech- 
nology to TEN Technology, a California-based devel- 
oper and manufacturer of products that enhance existing 
consumer tech products. And TEN supplies head- 
phones to iPod, which boasts a third of the world- 
wide global portable digital player market. Bluetooth has 
effectively replaced infra-red as the ideal short-range 
technology that can help devices communicate with 
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Four years later: Chandrasekaran's Bluetooth blitz 


each other: unlike the latter, it has no line-of-sight 
constraints and is not impacted by noise, temperature ot 
ambient light fluctuations. 

Impulsesoft has already developed several 
Bluetooth solutions for communication and enter- 
tainment (think gaming) including one that can 
help a Bluetooth-enabled car radio system pipe 
different stations to different people in the car. 
"The potential is limitless," says Chandrasekaran 
who is now looking to raise $3-5 million (Rs 13.5- 
22.5 crore) in the next 12 months. *A lot of com- 
panies were born in the 2000-boom," he adds. 
"But few product companies have survived and 
thrived.” Even as Chandrasekaran and his 40-mem- 
ber team focus on moving to the next level, the 
must be praying that the new version of the iPod 
sells even more than the older ones. 
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The eBay Effect 


The India-imperative makes eBay create a few more internet millionaires. 


ROD GIL PENCHINA, VICE PRESIDENT (INTERNATIONAL) OF EBAY, THE WORLD'S 
largest online marketplace on the single-biggest reason for the e-behemoth's $50- 
million (Rs 230 crore) acquisition of Indian auction site Baazee and he proffers the 
usual arguments about the size of the Indian market and its happening nature. Prod 
some more and the platitudes give way to, er, the single-biggest reason: the 
need to put overseas merchants in touch with Indian suppliers, especially in 
businesses like gems and jewellery. Penchina claims Indian jewellery merchants domi- 
nate eBay's gems and jewellery marketplace and says that the Baazee acquisition 
will *make it easier for a merchant in the Netherlands to source jewellery trom 
cheaper destinations like India". An efficient global marketplace, such as the 
one the World Trade Organisation seeks to create, will address such imbalances 
but till such time, reaching out is the only way ahead for a company like eBay (which 
too, strangely enough, wants to create an efficient global marketplace). That 
could explain eBay's plans for China—if Indian merchants set prices in the 
global jewellery market, Chinese ones do in the electronics and furniture markets— 
its acquisition of German mobile.de earlier this year, and its recent purchase of 
Baazee. The adventitious fallout: original promoters Avnish Bajaj and Suvir 

Sujan are reported to have made a cool packet (they won't say how much) 
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Q&Ab 


“India Is The Second 
Most Important 


Market After China" 


E HAS JUST TAKEN CHARGE AS THE PRESIDENT AND 
H CEO of the Asia Pacific region for Royal Philips 
Electronics (Philips), and the quote on top indicates why 
Andreas Wente deems it fit to get a feel of the Indian 
market and meet with Philips’ employees in the coun- 
try right now. The 48-year-old Wente met with BT's 
Priyanka Sangani in Mumbai for a quick tete-a-tete. 


How is Philips doing in India? 

Over the past two years, the company has grown at 
a rate of around 10-12 per cent. The turnover last 
year was over Rs 1,600 crore. This year we expect 
to grow at 20 per cent. 


How important are the Indian operations to the 
company? 

The new business process outsourcing unit that 
we have set up in Chennai deals with the global op- 
erations of the brand unlike the one in Kolkata 
which concentrates on the India activities. Philips 
Design in Pune works partly on product and spatial 
designs for our products globally. A large part of our 
software development happens at the Software 
Design Centre in Bangalore. 

There will be increased investment in this centre 
which presently employs 1,200 people. This will go 
up to 2,500 people by the end of 2006. We will 
shortly be expanding the BPO unit in Chennai as 
well. We are looking at doubling our sales figures in 
India over the next few years. 


What's your assessment of the Indian market? 

India is the second-most important market in the reg- 
ion after China, and it is a priority for us because of 
its potential to grow and the encouraging GDP 
growth of the country. We are looking at doubling 
our sales in India over the next few vears. 
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Anchors Aweigh 


Female TV reporters are everywhere. 


Leading ladies: Women TV reporters are the rage 


Saale THAT'S THE NUMBER OF TELEVISION 
commercials aired over the past 12 months 
which have a television reporter as the female 
protagonist. From detergent powder Ariel to fair- 
ness cream Fair & Lovely to car-battery Exide 
Freedom to Birla Sun Life insurance policies, the 
new role model has hawked a variety of offer- 
ings. One dark-complexioned cricket buff uses 
Fair & Lovely and lands a job as a cricket com- 
mentator alongside real-life commentator (and 
former cricketer) K. Srikkanth. Another young 
TV reporter who gets her vitality from Dabur 
Chyawanprash helps a woman injured in an acci- 
dent. Clearly, the increasing number of television 
news channels hasn't just created more jobs, it 
has engendered a new species of that elusive genus, 
the role model. “Tv reporting has emerged as a desi- 
rable profession, especially for women," says 
Santosh Desai, President, McCann Erickson India. 
“It’s the confluence of many desired qualities.” 
Then, it is easier to relate to a TV reporter than a 
woman working as say, Executive Vice President 
(Operations). Given that actress Preity Zinta plays 
a TV reporter in Bollywood’s wonder-of-the-moment 
Lakshya, the species has well and truly arrived. 
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Economy Class, all specially designed with the executive traveller in un d 
mind. And of course, the inflight service even other airlines talk about. SINGAPORE AIRLINES 
ee 


For more details, please visit www.nonstop2newyork.com 


A STAR ALLIANCE MEMBE! , 


www.singaporeair.co.in 





bt trends 


The Maturing Of Private Equity 


India-focused funds gear up for newer kinds of deals, including buy-outs. 


B: THE THIRD QUARTER OF 2004-05, ACTIS, A DELHI-BASED PRIVATE 
equity firm spun out of CDC Capital Partners, will have in place 
its India fund of $250 million, besides its second South Asia regional 
fund of $150 million. That, however, isn't the big news. What is? The 
fact that probably for the first time in India, a fund has been set up with 
a mandate to do buy-outs. Says Donald Peck, Managing Partner, 
Actis: "Investors want us to do it. (Buy-outs) make good money in the 
rest of the world." So much so that Actis is even considering joining 
hands with ING Vysya Bank to set up an asset reconstruction company 
that will acquire distressed corporate assets—to start with those of 
ING Vysya. Another private equity firm in India, Baring Private 
Equity Partners (BPEP), which has just been spun off by ING Group 
and is raising a $150-million fund, could also consider buy-outs, as 
could ChrysCapital, which will have $250 million in third fund by 
July this year. That apart, there are others such as CVC International, 
Warburg, GAP, Newbridge, and Temasek who are known to do dif- 
ferent kinds of private equity deals and, therefore, could chase buy- 
outs more aggressively if Actis strikes pay dirt. 
However, it's not as if buy-outs are happening for the first time. As 
far back as 1994, ICICI Ventures funded the buy out of Godrej Group's 
engineering design software division, which went 


Press Note 18 could on to become Geometric Software Solutions. 
deter strategic investors — sre? bought out a majority stake from the Bangurs 
from participating in software company BFL, which in 2000 merged 

in buy-out deals with Jerry Rao-promoted Mphasis. More recently 


in July last year, CDC Capital Partners bought out 
the Punjab government's stake in Punjab Tractors. But unlike in the past, 
there's greater willingness among promoters—courtesy the new Asset 
Securitisation Act—to restructure their businesses by either selling ailing 
companies or spinning off unprofitable divisions. Besides, with the 
stockmarket cooling off, valuations are once again looking attractive to 
private equity investors. Says Renuka Ramnath, MD & cro, ICICI 
Ventures, which has a third of its funds devoted to buy-outs and last year 
bought out Tata Infomedia: *We are open to doing buy-outs across sec- 
tors, provided the management is good and the sector is growing." 

But there are some regulatory hurdles in the way of buy-outs. The 
best-known variety of buy-outs, the leveraged buy-outs or LBOs, are 
done by raising debt in a new specially formed entity against the 
acquired company's cash flow (hence the word leverage). But current 
regulations do not allow foreign-owned special entities to raise 
debt in India, which means the buy-outs will have to be funded by 
equity. Also, Press Note 18, which requires foreign firms that have 
an Indian partner to obtain a no objection certificate before setting 
up their own fully-owned subsidiary in a related field, could deter 
strategic investors from participating in a buy-out deal. 

The need for such deals, though, clearly exists. Bankers want 
them and promoters want them too. Missing in the picture was serious 
money. That's now come in. Owners of distressed assets, say cheese. 

R. SRIDHARAN 
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Eyeing India: Vernon's Arshad Zakaria 


HE BIGGEST BUZZ RIGHT NOW IN 
the private equity industry is 
not about those firms that have 
closed $100 million or $200 million 
funds, but about Arshad Zakaria, a 
former Merrill Lynch honcho forced 
out in a power struggle, who's said 
to be cobbling together a gigantic 
fund. Its size? Anywhere between 
$750 million and $1 billion. Phone 
calls and e-mails to the US-based 
Zakaria, who has roped in ex-Ant- 
factory India founder Rajiv Sahney 
to head India ops, did not elicit 
any response. But Sahney told 
BT that India's share of the fund 
could be about $250 million. 
Zakaria apart, there several more 
firms raising funds, including GW 
Capital, Kotak, and Udayan Bose 
of Lazard. "Will there be too much 
money chasing too few opportu- 
nities?" wonders K.P. Balaraj, MD, 
WestBridge Capital Partners. "It's 
not like you have 500 companies 
that are all world beaters." 

Eventually, they'll find out. 
R. SRIDHARAN 


EVEN IN BLIND TESTS, 
BUSINESS CLASS TRAVELLERS WOULD FAIL TO 


There is one car that comes closest to business class travel on the ground. The Tata Indigo. In fact its longer 
| wheelbase, semi-monovolume front design, independent 3-link rear suspension and generous seating make it 
more spacious and comfortable than any other car in its class. Just ask any one of the 40,000 proud owners of 
the best selling sedan in the country. Or else, if you need that Dusiness class experience, just take a test drive 


A MOTORS 


TELL THE DIFFERENCE. 


ndice 


Spoil yourself 









FAMAM TOREM i dE Marais n ar arrays edunt ns pte tpe ARORA IA AAA ta A ES it icri rim 








industan Lever pioneered FMCG distribution in 

India in the 1940's. Over time we have benefited 
from a significantly wider reach than any other 
company. We are now reinventing distribution 1o 
strengthen our competitive advantage in the emerging 
consumer and market scenario. Our earlier focus was to 
drive wide availability, and enable easy access to our 
brands for consumers. We now seek to go well beyond 
this distribution paradigm. Our new approach is more 
holistic - touching consumers in multiple ways at the 
point-of-purchase and, more importantly, creating 
opportunities for consumers to receive brand messages 


and experience our brands. We are redefining our. 





approach to the current channels, and are al 
new distribution channels with these featu 


Consumer Trends and Chall 
The consumer landscape i$ 
Consumers today see an exc 
new categories, new bran 
and have increasing dis 
aspirations. They are seek 
these choices. A key ch 
brands is the crowdin 
and SKUs. An average 
increase of over 50% 
growing choice and av 
make informed cha 
environment is a maj 
more discerning, th 
customise offerings an 
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Consumers are increasi 
shopping. A typical hol 
grocery requirements from. 
with multiple visits during a mo 
purchases. With greater desir 
children and on leisure, there is ine 
time faced by many women. The growin 
working women further fuels the 
convenience. | | 


Consumers also increasingly want the shopping 


experience to be enjoyable. Shopping is no longer seen 


as a mundane chore, but is now a much more exciting | 


and engaging prospect. Shopping malls, self-service 


stores, browsing and services are all emerging rapidly to- 


fulfil this need for an enjoyable experience. The 
traditional retail stores are undergoing a dynamic churn 
as new formats and channels are emerging rapidly. 


A key challenge for companies is communication with 


M. S. Banga 


Chairman, Hindustan Lever Limited 
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consumers. Many urban consumers are now exposed to 
multiple and fragmented media vehicles — television, 
newspapers, magazines, hoardings, Internet - all 
battling for their attention. On television alone, an 
average urban consumer is exposed to 350 to 400 i. 
advertisements in a week. In rural India, the challenge : 
is different, as neither print nor television reaches over . 
4096 of the rural population. Creating direct consumer 
contact and communication at point-of-purchase thus 
assumes added importance for delivering brand 
messages and communication to both urban and rural 
consume 
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_ Reinventing Distribution 


Let me elaborate on how we are reinventing distribution 
and providing this 3-way convergence across multiple 
channels in rural and urban India. | | 








General Trade 

Traditionally, our approach in general trade has been to 
increase the reach of distribution and availability of our 
brands. Redistribution Stockists play a critical role in 
this and are our valuable partners in the distribution 
initiatives. There are several store formats in general 
"trade, which have in the past been serviced with a 


. uniform - one size fits all — approach as regards 
.. frequency of service, credit and other terms of trade. 
This is clearly not optimal in the new environment. We 
have thus segmented the general trade based on the 
channel characteristics, the relevant shopper behaviour 
and the channel dynamics. We now address each 
channel - grocery stores, chemists, wholesale, kiosks 


.and general stores - with a differentiated mix of 


Services. We are reorienting the stockists’ infrastructure 
~ and systems to meet this new challenge and to provide 
elevant and differentiated service to each of the general 
nue channels. 









We are also emphasising on making our brands 
prominently visible in the crowded stores. Our out 
^ visibility programmes cover over 25,000 outlets i 
cities, deploying a large number .of 
merchandisers and agencies to en l 
of our products. Greater interactit 
- consumers and we are using t 
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 Self-service Stores 
As the country devel 
develop rapidly, as expe 
service stores and sup 
channel today, are fast « 
towns. In a city like Hy 
service stores already acco 
branded FMCG market. Imp 
provides us with a great o 
interaction with consumers. Co 
‘touch and feel the products, and thus p 
Choices. Further, this shopping environmier 
greater impulse purchases for brands that are presented 
inan attractive manner. 


Hindustan Lever has proactively developed new 
capabilities in customer management and supply chain 
for partnering this emerging channel. We now have a 
business system in place that delivers excellence in 
customer service, while driving growth for us and our 
customers. In-store merchandising is a key enabler for 
our brands to stand out prominently and attract the 
attention of consumers. Customised activation to drive 
trial and preference for our brands is another key thrust. 
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We are interacting with and providing experience to 
consumers in a number of innovative ways, For 
example, recently Sunsilk mobile salons at stores 
provided consumers an opportunity to have a great hair 
wash and try the new relaunched product. Similarly, 
the Dove Litmus test in stores demonstrates the brand's 
compelling benefit of mildness compared to other 
soaps. We also undertake in-store sampling for our 
range of Beverages and Food products like tea, coffee 
and soups. The self-service format is a great enabler for 
such increased interaction with consumers and we are 
fully leveraging this opportunity to drive trial and 
preference for our brands. 


PIONEERING NEW CHANNELS 
All these initiatives build FOR of product 
availability, brand communication. and brand 
experience in the current channels. But | e curent 
channels are somewhat constrained by 
formats and business models. We there 








00 villages are very 
cessible easily, either 
r the non-viability of 
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al creates à win-win 
romen and Hindustan 
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over 100,000 small 
ilion rural Indians 


Merprise opportunities 
ps, making them direct- 
industan Lever. The 
rand ambassadors for 
T products directly to village 
s. The awareness level of our 

lages is low as conventional media 

jese ai Project Shakti is a highly 
Torm of selling and engagement, which 
rages a unique opportunity to communicate, 
demonstrate and provide experience of our brand 
benefits. Shakti Pracharini is a health, hygiene and 
wellness campaign for the rural community, Rural 
women are trained to spread awareness of good health 
and hygiene practices within the community. Similarly, 
our programme Lifebuoy Swasthya Chetna 
communicates the importance of handwash and 
personal hygiene. The experience is brought to life 
using an innovative glow-germ demonstration, which 
highlights that visible clean is not germ-free clean. This is 
one of our largest interactive programmes and has already 
covered over 20 million rural children across seven states. 
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Hindustan Lever Networ 
Direct Selling, one of the fa 
already over Rs 2,300 cr 
growing at over 2096 
Network, our Direct Sel 
unique benefit of direc 
urban India. Hindusta 
of customised offerin 
Home & Personal Care | 
example, has tailor-m 
different types of hai 
hair type and chara 
Network consultant 
combination of shampot 
new products in colour 
the opportunity to dem 
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Through Hindustan Lever N 
presence in over 1,500 towns cov 
population. Hindustan Lever Networ 
base of over 250,000 consultants. The key d 
consultants in the Direct Selling business 
enterprise opportunity, an 
development and substantial income generation. Direct 
Selling enables personalised communication and 
customised solutions, through demonstrations and 
product trials, and this convergence provides a 
complete brand experience. 





Out-of-Home Opportunity 

Increasingly individuals and families in urban India are 
spending more time out of home ~- shopping, visiting 
malls, restaurants, fast food outlets, cinemas and 
travelling. This trend presents new opportunities of 








avenue for personal 


consumption. Growing out-of-home consumption is a 
global trend. In Europe, for example, food sales in out- 
of-home channels are growing three times faster than in 
grocery outlets. 


We are already the largest player in the hot beverages 
out-of-home segment, with a national presence of over 
15,000 tea and coffee vending points. We are expanding 
this aggressively, leveraging the increasing number of 
offices and a burgeoning services sector, We are also 
creating new touch points, through specially designed 
kiosks, to impact brand preference. We are setting up 
these in the education, entertainment, leisure and travel 
segments to catch consumers on the go. Our alliance 
with Pepsi will significantly strengthen our presence in 
the out-of-home channel. We recognise the vast 
potential and are exploiting the myriad opportunities 
that the out-of-home channel offers, presenting our Food 
and Beverages brands in a delightful manner to 
consumers everywhere, anytime. 
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services under the 
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s, offer a wide range of 


& transforming the way 
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for good health is growing in urban India 
4 strong preference for natural, herbal and 
Ayurvedic products. Ayush helps consumers rediscover 
the age-old tradition of Ayurveda. The Avush Therapy 
Centre provides easy access to authentic Ayurvedic 
treatments and products, addressing the ever-growing 
concern for health among consumers. These centres 
have been established in association with the renowned 
Arya Vaidya Pharmacy, Coimbatore, and provide a 
unique branded experience. 


DELIVERING THROUGH PEOPLE 
We are reinventing distribution and creating new touch 
points through all these initiatives. These new channels 












have been seeded with the clear objective of widening 
our consumer base and providing a new platform for 
consumers to interact with our brands. 


. People and their skills are critical to the success of all 
these channel initiatives. We are therefore investing in 
building capability for training the large number of 
people involved in these initiatives. The training 
‘involves employees of Hindustan Lever and many 
Others who are our channel partners. Over 300,000 
‘people, most of whom are our channel partners or 
franchisee employees, across the several channel 
initiatives require training to acquire relevant skills. We 
are training these large numbers across many locations 
— over 1,500 towns and thousands of villages. 








For the traditional channels, we are improving 
capabilities at the front end by developing skills for our 
stockist sales force. Project Dronacharya is our large- 
scale programme that continually imparts training to 
over 10,000 stockist salesmen. This is a programme of 
unparalleled scale and aims to significantly improve 
skills and capability at our front end. 





CONCLUSION 
Our new approach to distribution is holistic and seeks a 
3- -way MEL of product availability, brand 













Saeed id are 













Lakme Salons depend on well-trai 
sustained delivery of : service qx 


our brands closer to 


providing high quality te 
hair-styling and skin 
stylists. We are also pro 
salon management a 
franchisees. 





create significant 
opportunities. Our 
'kists and 6,000 sub- 


Training is also critica jatives by EN 


unities for people. 


through dedicated in 
The training covers Pat Shakti aims to 
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nomic independence. 
ure, are employment 
de significant employment. 
re thus completely aligned 


inputs as personal enri 
these entrepreneurs. 


In Project Shakti, we a 
women from small villages: 
distributors. Women with 


Consumer tends, the ae aaa retail environment and 
the growth drivers for our brands. The distribution 
initiatives will deliver significant benefits to our 
consumers, our customers and to us. In the future, these 
will provide us an unbeatable competitive advantage. 
Our new approach to distribution will play a pivotal 
role in our growth and in realising the large potential of 
the Indian market. 


languages and the sheer scale id venio of rural 
India. Our partnerships with NGOs and support from 
-state governments facilitate these efforts. Significant 
on-ground infrastructure and committed resources 
position us well to meet the diverse and large training 
needs of this initiative. 


Training capability is a key building block for the 
company as the people across all our channel initiatives This is the text of the speech delivered by M. S. Banga, Chairman, 


are critical ; towards delivering the COHVOLSO E of Hindustan Lever Limited, at the Company's AGM held in Mumbai on 
product availability, brand communication and brand June 29, 2004. The speech may also be accessed from Hindustan Lever's 


experience. website at http://www.hil.com. 
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The topography of India's 

small towns is changing. 
Think malls replete 
with golden arches. 
Think multiplexes. 

And think, 
a new consuming class. 


BY BRIAN CARVALHO 










HIS IS A STORY ABOUT SPACES THROUGH WHICH THE INFORMATION 
highway winds its way in tandem with endless stretches of 
cement-and-mortar tarmac, thatched-roof hamlets dotting one 
side and sugarcane fields swaying in the wind the other. These 
are the spaces where roaming has as much to do with mobile ban- 
ter as with walks through bustling, brand-bristling bazaars, where the of- 
ten-excitable vernacular is being increasingly peppered with hitherto ur- 
ban jargon like footfalls and walk-ins as well as stock-trading talk like 


RITESH SHARMA 
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Our Definition of Sn 


Population of 


5-10 lakh 
Number of such towns 


40 


Breakup 


North: 17 
South: 12 
A East: 3 
ua West 8 





4 Rising aspirations: 
Buoved by rising incon 
ind an explosion 
oroducts and services 
a growing number yl 
small-town consumers 
want to Keep up WIth 


loneses in metro 
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shorting and timing. Where brands 
such as an unabashedly-wannabe 
"Polo Jean Joint" co-exist peace- 
fully with the phoren Lees, and 
Wranglers, where cutting-chai at 
the roadside dhabhas and the cap- 
puccinos of the branded coffee shop 
chains often attract the same client 
on different days. 

These are the towns whose peo- 
ple are discovering the virtues of a 
new form of plastic—that with the 
Visas and Masters stamped on them, 
with which they can buy rcs to ride 
the information highway and mobile 
phones to rap and roam, gain a sense 
of self-assurance in those brand- 
buzzing bazaars, and pay for those 
cappuccinos and sandwiches in those 
novel coffee parlours. 

These are the people who, tak- 
ing a cue from their brethren in 
the metros and mini-metros, are 
beginning to believe that debt isn't 
always a four-letter word. That buy- 
ing one's own home is actually pos- 
sible in the first half of life itself, that 
automobiles big and small aren't 
just for well-heeled city slickers, 
and that televisions, washing mac- 
hines, air-conditioners and the en- 
tire durables gamut aren't urban 
luxuries any more but virtually in- 
dispensable add-ons. 

To be sure, this story isn't about 
FMCG majors selling shampoos with 
moisturisers to wide-eyed country- 
folk. That happened at least 20 
years ago. Neither is it about the ad- 
vent of television into mud-walled 
homes. That happened over a 
decade ago. This is a story about the 
millions earning more, borrowing 
cheaper, and spending freely on 
products and services that you al- 
ways thought were only the purview 
of the urban rich. No longer. 
Thanks to exposure from multi- 
media—television, Internet, pub- 
lishing, Hollywood and Bolly- 
wood—Small Town India is aspiring 
like never before. For any marketer 
worth his spiel each one of them is 
king, and small-town India his tem- 
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ple. Estimates arrived at by BT in- 
dicate that in just 40 towns with a 
population of 5-10 lakh, there exist 
at least 20 million customers for 
products like Rs 1,000 shirts, Rs 
55-per-ticket multiplexes, Rs 20 ca- 
puccinos, Rs 1-4 lakh home loans, 
credit cards, mutual funds and in- 
surance. And that, be assured, is 
just the tip of the ice berg. Accor- 
ding to the 2001 Census, India has 
some 5,161 towns (excluding the 
384 “urban agglomerations”) and 
some 6.38 lakh villages, with a pop- 
ulation base of some 600 million. 


The Big Forty 

Be it Jalandhar or Trichy, Rajkot or 
Gorakhpur, Jodhpur or Vijaya- 
wada, they're breaking out of long- 
forgotten cocoons and discovering 
the joys that only the market can 
bring. And their providers—the 


| ^ 4 


? 


- 


A Mangalore: Saibeen Shopping Complex is a favourite haunt of the city's rich 


marketers—are, across products 
and services, responding to the 
growth in up-country India that's 
driven largely by affordability trig- 
gered by lowering interest rates and 
increasing income levels. That can 
only, for instance, explain why close 
to 50 per cent of the home loans 
market is concentrated outside of 
the top 20 towns, which has 
prompted HDFC to expand into 
some 172 locations (the latest being 
Anand in Gujarat), and others like 
IDBI Bank to head toward towns 
like Kolaphur and Erode. 

That's why broking houses like 
India Bulls and Kotak, along with 
the big mutual funds like ICICI 
Prudential—which have so far pen- 
etrated just a minute fraction of the 
Indian population—are spreading 
the equity cult to the deepest parts 
of India, riding on the National 





E: Towns like Madurai 
and Vijayawada are the 
new frontier for marketers 








A Dehradun: Rahul Windlass (R) with his wife and son at a Domino's outlet 


Eu Big brands, the pre- 
serve of metros so far, are 
making their presence felt 


Stock Exchange's presence in over 
350 cities. The insurance majors 
too have hopped on to the wagon: 
MetLife, for instance, has trained its 
sights on 64 towns with a mini- 
mum population of 5 lakh. Car 
major Maruti has tied up with State 
Bank to leverage its 12,000 
branches to sell new as well as used 
models in centres like Trichy and 
Madurai, and convert two-wheeler 
users into car owners. After all, a 
graduation of 1 per cent of the two- 
wheeler base translates into 50,000 
new car buyers. 

Meantime, handset major Nokia 
is finetuning a major thrust into 
tier II and tier III centres, a fast- 
food chain like Café Coffee Day is 
looking at towns right from Ranchi 
to Sangli, Titan showrooms have 
mushroomed in 75 centres, includ- 


ing Bhatinda and Bharuch, 
McDonald's and Pizza Hut are eye- 
ing Dehra Dun, an all-veg avatar 
of Domino's Pizza has dropped an- 
chor in Surat, huge retail spaces 
are mushrooming in Surat and 
Bharuch, apparel brands like Peter 
England are present in over 100 
towns, right from Solapur to 
Chapra, PCs are selling faster in tier 
[I and tier III centres than in metros 
and brands like Benetton, Lee, 
Levi's, Woodland, Reebok, Adidas, 
Nike, Raymond and Weekender 
can be found in the markets of 
Ganpat Galli of Belgaum and 
Model Town in Jalandhar. 

It's difficult not to run into an 
ICICI Bank or an HDFC Bank or a 
UTI Bank in the 40-odd towns with 
a population in the 5-10 lakh 
range—which is the sample Business 
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Today has closely explored for this 
story—not just raking in deposits 
but offering all kinds of loan prod- 
ucts to prospective clients. “If earlier 
the multiple for buying a house was 
10-15 times, today it is just 4-5 
times across India. That's one reason 
why the trend is shifting towards 
secondary markets," says Suresh 
Menon, General Manager (Mumbai 
Region), HDFC. 

Listing out all the brands and 
services entering smaller towns will 
prove exhausting, and also pointless 
after a point. What's evident is that 
it's the huge opportunity out 
there—see following story—that's 
pushing marketers deeper up-coun- 
try, each of whom has reached dif- 
ferent destinations in the urban-to- 
rural expedition, depending on 
what they have to offer and also 
how long they’ve been in the Indian 
market. For instance, for every 
McDonald's just about to get into a 
4.5 lakh populated Dehradun, there 
will be a Peter England or a Titan 
that crossed that hump long ago, 
and which would now be looking at 
a tier III town now with a popula- 
tion under 3 lakh. 

Making mid-size towns—those 
that follow the metros and the mini- 
metros on the value chain—even 
more attractive and accessible are 
two significant, contrasting, fac- 
tors: One, connectivity via a net- 
work of national highways, and 
two, migration into such towns 
from villages. Take the migration 
factor first: If, earlier, the metros 
were the first option for job-hungry 
rural folk, today it's towns like 
Mangalore and Belgaum that are 
attracting people from the interi- 
ors. Suraj Kaeley, Marketing Head 
of insurance major MetLife, points 
out that one reason for the focus on 
towns is that that the potential for 
growth is faster here than in the 
metros because of the migration 
effect. “The population in a town 
may be only 5 lakh, but it can soon 
become 10 lakh due to migration 
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from rural areas. On the other hand, 
the metros have very little scope 
left for expansion.” 

And if they’re aren’t migrating, 
they at least know where the ac- 
tion is. In Belgaum, for instance, 
brokers point out that they get en- 
quiries from the nearby small towns 
of Gokak, Raibag and the agricul- 
tural belt Khanpur. Reliance Web 
World too is getting walk-ins from 
Khanpur and Nipani (a tobacco- 
growing centre), even though its 
network is not yet up and running 
in those areas! 

Whilst migration will help 
broaden the consumer base in the 
mid to longer term, simultaneously 
the national highways originating 
from Big City India that will pass 
through these towns will also bring 
with them products, services and 
a quality of life never experienced 
before. A drive down the still-to-be- 
completed four-lane Pune-Bangalore 
National Highway already reveals a 
changing landscape: A mechanic 
who gets under your car with span- 
ner in one hand and cell phone in 
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the other, a couple of Reliance 
petrol pumps amidst a stark bar- 
ren setting, swanky motels-cum- 
restaurants that make the good old 
dhabas appear prehistoric, a Tata 
Motors dealership across which a 
shepherd nonchalantly guides his 
trudging folk, and a public sector 
petrol pump in an obscure village 
between Kolahpur (roughly 600 
km from Bangalore and 380 km 
from Mumbai) and Karad (85 km 
from Kolahpur) whose attendants 
grunt matter-of-factly to let you 
know they accept plastic of most 
hues. Meantime, towns like Hubli, 
Belgaum, Vijaywada and Madurai 
coming onto radar screens of low- 
cost airlines like Deccan Air also 
help give these mini-cities immedi- 
ate access and the added bonus of 
metro-like respectability. 
Marketers rushing into these 
towns is also helping unleash the 
entrepreneur shackled in Small 
Town India. Rather than migrate to 
cities or overseas for better oppor- 
tunities, many of these well-edu- 
cated youth are exploring, for in- 
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A Rajkot: The crowd at the City Mall exemplifies the shift in consumer mindsets 


UzuHuge retail spaces 
have altered consumer 
attitudes towards spending 
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stance, the huge franchising op- 
portunity that’s emerging—be it 
for a Baskin Robbins ice cream 
outlet, or a Compag reseller or a 
McDonald’s or a Pizza Hut. If a 
Café Coffee Day has ambitions of 
having over 500 outlets all over, 
and has already opened up in towns 
like Belgaum, Vijaywada, Madurai 
and Mangalore, it’s got as much 
to do with the promoters’ enter- 
prise as with the rash of enquiries 
emanating from a Sangli, Shillong, 
Siliguri and Ranchi. As Sudipta Sen 
Gupta, Head (Marketing), Café 
Coffee Day, tells it: “We expand on 
the basis of enquiries we get, and 
their conversion into an outlet de- 
pends mainly on the location.” 

Clearly, the opportunities in 
the Indian market don’t exist only 
in the metros. And we’re not talk- 
ing just about low-cost, plain- 
vanilla products and services—why 
else would Siemens be distribut- 
ing its high-end appliances in Salem 
or Toyota Corollas and Camrys 
selling in Gulbarga in Karnataka. 
Small Town India enjoys similar 
aspirations and spending power 
than the metros, the difference be- 
ing that the metros have more of 
such consumers. But that’s today. 
As the metros get saturated, mar- 
keters will rely on other catchment 
areas: the mini-metros, the 10 lakh 
population towns, the 5 lakh ones, 
the sub-three lakh towns.... That’s 
why a company like HDFC will con- 
tinue with its *outreach pro- 
grammes"—executives make reg- 
ular once-a-week visits to prospec- 
tive centres, stay in hotels and 
gauge the potential of consumers 
and credibility of developers for 
months, sometimes years, before 
deciding to put up a full-fledged of- 
fice in that town. 

It's not only metro-India that's 
clamouring for a better quality of 
life: The rest has aspirations too 
and, make no mistake, they're not 
just for gel toothpaste, liquid soaps 
and defrost refrigerators. m 


A word of caution to those 
planning to use Merlin Gerin. 


Merlin Gerin forged an international reputation 
in 1920 with its core competencies in the main 
areas of electrical distribution. Since then its range 
of innovative end-to-end solutions in low and 
medium voltage applications have continuously 


improved safety and comfort for all consumers. 
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Being a generation ahead, these products are now 
a benchmark for the industry. 

Today Schneider Electric, the world leader 
in electrical distribution and industrial automation, 
continues to innovate with the Merlin Gerin range of 


high technology products. 


The products featured here are MCB & RCCB 
Schneider Electric India Pvt. Ltd. 
Corporate Office: A-29, Mohan Co-operative Industrial Estate, Mathura Road, New Delhi-110044. Phone: 011-51590000 
For more information, visit us at www.schneider-electric.co.in 
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REFRIGERATORS 


TOTAL MARKET size.......Rs 3,500 crore 
5-10 LAKH TOWNS.......Rs 365 crore 





COLOUR TVs 
! TOTAL MARKET size.......Rs 9,000 crore 
"^ 5-10 LAKH TOWNS.......Rs 1,000 crore 





TOTAL MARKET size.......Rs 9,000 crore 
OUTSIDE TOP 8 METROS........Rs 3,150 crore 


@ An 82-year-old biri manufacturing company in pilgrim town Nashik in 
northern Maharashtra launches an entertainment hub with a 1,000-seater 
multiplex and hypermarket. 


ii Mobile phone company LG GSM sees a greater demand for its colour 
phones than its regular ones in the town of Abmednagar near Pune and 70 
per cent of the company’s current sales come from the non-metro segment. 


B Heard of Arrab, Arsikere or Barabanki? Well, broking site Sharekhan 
is already entrenched in these markets. 


B DVD, Plasma-screen Tvs and Home Theatre System sales are simply 
zooming in Class 1 towns. 


ND THAT'S JUST A SMATTERING OF EXAMPLES. MENTION “CLASS 
one towns’ (with population of between 5 and 10 lakh) and 
marketers hawking anything from financial products and eq- 
uities to apparel and personal computers to food and en- 
tertainment to high-end electronics and cars come alive. Ask 
for a list of potential markets and the speed at which the list is rattled off 
makes it sound almost made up. 

Take the case of Kishore Biyani-promoted hypermarket, Big Bazaar, which 
retails everything from groceries and apparel to consumer durables and all kinds 
of household wares. Big Bazaar, which opened its latest store in Nashik last week 








MUTUAL FUNDS MOBILE PHONES* 


TOTAL MARKET suze.......Rs 1,35,983 crore TOTAL MARKET size.......Rs 8,500 crore 
OUTSIDE TOP 8 METROS.......RS 3,260 crore OUTSIDE METROS........Rs 5,950 crore 





Marketers are 
waking up to 
a world of 
opportunities 
in small towns. 


BY PRIYA SRINIVASAN 








and had done Bhubaneshwar just before that, is already planning the opening 
of its next outlet at Durgapur whilst strategising for Varanasi, Amritsar, 
Lucknow and Indore in the same breath. 

Broking house Sharekhan has about eight of its 29 branches in class-one towns, 
with Anand, near Baroda, being the latest addition. A quarter of Sharekhan's net- 
work of 200 shareshops is in fact in non-metro towns. “The class one town mar- 
ket could potentially grow at 200 per cent over the next couple of years if some 
basic infrastructure issues are sorted out,” says Tarun Shah, CEO, Sharekhan. 

Take personal computers. The non-metro segments account for 33 per- 
cent of all shipments in the country. What's more, the sales growth in the 
non-metro areas has been a whopping 63 per cent in 2002-2003 (in the first half 
of 2003-04 non-metro sales touched 4.66 lakh compared to full year sales of 8.11 MICROWAVE OVENS 
lakh the previous year) with a CAGR of 59 per cent over the last few years. Zenith TOTAL MARKET SuzE........Rs 200 crore 
Computers, the home-grown Pc brand, is seeing a 100 per cent plus growth rate $-10 LAKH TOWNS.......RS 26 Crore 
in the towns as opposed to the 10-15 per cent growth rate in the cities. 

Consumer goods major Siemens, which is just entering the town segment, ex- 
pects to see the 23-odd towns where it plans a presence to contribute to 50 per- 
cent of total sales in the next couple of years. “Dehradun, Mathura, Saharanpur, 
Roorkee, Gorakhpur, Jhansi, stand out as towns that are picking up particularly 
well,” says Rajiv Karwal of Electrolux, the white goods major that has been tar- 
geting class-one towns aggressively for its high-end refrigerators. 

Moving to financial products, specifically insurance, global insurance comp- 
any MetLife is targeting a market size of 2 crore people from towns of over 5 
lakh population where it will target about 20 per cent of the population in each 
town. Housing loan offtake looks impressive too. The Rs 60,000 crore housing 
loan market has non-metros account for more than 50 per cent of its business. 











CARS 


TOTAL MARKET suze.......AS 21,000 crore 
OUTSIDE TOP 20 METROS....... RS 5,250 crore 
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CREDIT CARDS WASHING MACHINES 
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Finally, mobile phones. Take 
the experience of LG GsM, which 
came into the Indian market only 
last year. Interestingly, the comp- 
any's strategy to make up for lost 
time is to launch a major offensive 
in the non-metro segment. “We 
are in fact getting really strong in 
the small metros. Gradually it's 
these towns that are getting us the 
major growth. We are growing 
much faster in these towns than 
the metros," says Praveen Valecha, 
Product Group Head, Mobile 
Phones, LG GSM. And it's not just 
growth. Even in absolute number 
terms LG GSM has an interesting 
story to tell. A whopping 70 per 
cent of its sales currently come 
from the non-metro segment. 

The opportunity in the towns 
could clearly overshadow the met- 
ros in course of time if these mar- 
keters play their cards right. The 
point is best illustrated by the auto 
industry, where the share of pas- 
senger cars sold in cities 11-20 (i.e. 
11th to 20th Indian city in terms of 
car sales) has grown by 0.6 per 
cent or accounts for a sizeable 
25,000 cars in a total market of 7.6 
lakh units. And the share of 60 
cities (after the first 40 cities) is 
growing the fastest and has actually 
gone up by 1 per cent, and stands 
at 27,000 units. 


Another vivid display of the rise: 


in aspirations plays itself out every 


day on leading Indian online auction 3 


site Baazee.com, which was recently 
bought over by global online auction 
major eBay. Avnish Bajaj, Chairman 
& CEO of Baazee.com, discloses that 
42. per cent of all the buying and 
selling across Baazee happens in 
the form of B and C class towns 
buying consumer durables and high- 
end technology products and mobile 
phones from sellers in A class towns, 
while buyers in A class towns pick 
up leather, wood, jewellery or local 
cottage industry products from sell- 
ers in the B and C class towns. 
"There is a great aspirational class in 
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“We have a foot 

in the door with 
exhibitors in these 
markets and as a 
result we have 
access to 
information" 


Household incomes across India are growing... 
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Top 20 small 
63.6 marketers would 
S 


5 Madurai 

6 Jodhpur 

] Cochin 

8 Trivandrum 
3 Agra 

10 Vijayawada 
Source: Based on 





P———————T 04 - X. 
1989-90 1994-95 2001-02 2005-06 of 35 marketers 
Figures are in percentage & Low ( « Rs 45,000 per annum) m Middle (Rs 45,000—Rs 1.80 lakh per annum) 


the towns that is absolutely hun- 
gry for a good range of electronics, 
consumer durables and tech prod- 
ucts, which the sellers in the cities 
are able to offer them. What they 
look for more than anything else is 
the range and the latest models, 
which are invariably not available in 
their own towns," says Bajaj. 

Of course, aspirations alone 
won't do the trick; it's the sheer 
rise in incomes that is translating 
the aspiration into actual demand. 
The National Council for Applied 
Economic Research (NCAER), which 
has just concluded its Market 
[Information Survey of Households 
(MISH), throws up some critical find- 
ings. Until 2002 about 58 per cent 
of all Indian households belonged to 
the middle-income category. That 
figure is expected to cross 63 per 
cent by 2005. Middle class house- 
holds stood at a mere 43.5 per cent 
in 1994-95. If you take just the ru- 
ral distribution of households, again 
middle class households, which con- 
stitute over 53 per cent of the total 
households currently, are expected 
to account for over 62 per cent of 
households by 2005. 

Needless to say, it's the mid- 
dle class that will drive the markets 
of the towns. *The NCAER data is a 
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CURRERE , 


started out in these towns we 
thought it would be housing loans 
or two-wheeler loans that would 
see takers, but we are seeing more 







Choice ..and more so in rural India 





towns where sophisticated product offtake like 

. like a presence. car loans, credit cards or personal 
ll Patna loans," she adds. 

12 Nashik Kochhar isn't the only one taken 

13 Vizag by surprise by the consumption po- 

14 Rajkot tential in these towns. Quiz Biyani 

15 Guwahati on the numbers he expects to see at 

—e his Nashik and Bhubaneshwar stores 

18 Gwall and the story only gets stronger. 

19 Kota He claims that he has revised sales 

J ?0Amritsar ; estimates upwards by 40 per cent 

^$ ade Indi for the first year of operation for 

‘goede. = Poll 1989-90 1994-95 2001-02 2005-06; Bhubaneshwar and de estimates 





clear case of a pyramid turning 
into a diamond and eventually into 
an inverted pyramid, which essen- 
tially means that the bottom most 
class of households is actually 
shrinking and that income itself is 
going higher and higher," says 
Mumbai-based marketing consult- 
ant, Kamini Banga. 

Another product category that is 
seeing nothing short of a wave that 
is again very indicative of the ever- 

growing aspirational class is loans of 
all kinds. ICICI Bank in fact dis- 
plays a telling statistic this year. The 
bank's total loan disbursements 
(cars, personal loans, two-wheelers 
etc, but excluding home loans) is up 
from a little more than 45 per cent 
last year to in excess of 50 per cent 
of total disbursements in 2004. 

The bank's credit card offtake 
figures tell another compelling story. 
Towns such as Hubli have seen a 
1,549 per cent rise in credit card 
growth over the past year, while 
Vijaywada in Andhra Pradesh boasts 
an 832 percent year-on-year growth 
in credit card offtake. “We are at a 
stage where we have covered the 
metros and are now seeing big 
growth in these towns," says 
Chanda Kochhar, Executive 
Director, ICICI Bank. “When we 


ii High (>Rs 1.80 lakh per annum) 





“We are ata 
stage where we 
have covered the 
metros and are 


now seeing big 
growth in these 
towns” 


for Nashik, which opened towards 
the end of June, have already been 
upped by 30 percent. 

Obviously spurred by the success 
of Big Bazaar, Rahul Saraf of 
Sunsam properties, the real estate 
developer who houses Big Bazaar in 
its complex—Forum Mart in 
Bhubaneshwar—is already planning 
to tap towns like Siliguri and 
Guwahati next. Saraf for his part 
rattles off another set of equally 
impressive numbers. "The Baskin 
Robbins outlet at Forum in 
Bhubaneshwar does business of Rs 
1.70 lakh a week while in Forum, 
Kolkata, they do just about Rs 2.25 
lakh a month." 


= Spotting the Market 


2 The thumb rules to enter a market, 


however, vary from player to 
player. For instance, Shravan Shroff, 
who heads Fame Cinemas, a part of 
the established film distribution 
firm Shringar Films, relies on 
Shringar's experience in the film 
distribution market to guide his 
strategy for setting up multiplexes 
in new markets. Fame has taken 
over a theatre in Nashik and is 
“retrofitting” it for a three-screen 
multiplex and plans are afoot to 
launch a Fame Multiplex in Surat 
this year and then in Malegaon 
and possibly Kolhapur next year. 

Malegaon is an interesting 
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A Boom town: Bank branches like this one are mushrooming in Jalandhar 


choice. For starters, no one seems 
to know of the town. But Shroff is 
convinced he knows the market. 
“We have a foot in the door with 
exhibitors in these markets and 
we have access to information as a 
result. Malegaon happens to have 
a sizeable Muslim population and 
as a community they are regulars 
at the movies." That kind of mar- 
ket information is 
hard to come by. 
Others like 
Zenith or Siemens 
follow a more con- 
ventional approach 
while plotting the 
markets of choice. 
“A pc generally 
sees largest demand from the edu- 
cation sector so towns with ma- 
jor colleges become a natural 
choice," says Raj Saraf, CMD, 
Zenith Computers. Interestingly, 
he adds that the biggest growth 
for the PC is now coming from the 
sec B and C segments, unlike a 
few years ago when SEC A was the 
logical target. The household in- 
come of the sec C segment would 
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be about Rs 5,000 per month. 
Siemens, on the other hand, is 
clearly targeting households with 
over Rs 5 lakh per annum in the 
towns for, what it terms, ‘aspira- 
tional’ goods in its basket of of- 
ferings. These would be high-end 
refrigerators, food processors, 
blenders and the like. *We clearly 
look at disposable income first 
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and then the kind of industry or 
business driving the town," says 
Vipul Raval, Mp, RBS Home 
Appliances, sole distributors for 
Siemens Home Appliances. 
Retail coffee house brand 
Barista adopts its own set of rules 
to assess the market. “We first 
look at the Socio-Economic Class 
(SEC) ‘A’ consumer base in any 
town and then we also study the 


ICICI Bank's small-town business is booming. 
Small towns chase credit 


Non-Metro 


*Personal Loans & Consumer Durables Loans 
Figures indicate growth in disbursements in 2003-04 over the previous year 


The boom towns for... 


„Loans „Credit Cards 





IAYd INVNId A8 SOIHdVMH2 





Figures are percentage growth for 2003-04; Total disbursements include all loans 
for (except housing) auto, farm equipment, lease, commercial vehicles, construction 
equipment, personal loans, professional equipment and two-wheelers. 


16-30 age group in the popula- 
tion," says Brotin Banerjee, head of 
marketing and strategy for Barista. 
Mini-metros currently make up 
about 10 per cent of Barista’s sales. 
Banerjee expects that to go up to 
25 per cent in the next two to 
three years. Barista also plans to 
add 60-100 outlets by the year- 
end and is looking at mini metros 


Cars: Small towns are likely 
to overshadow metros in 
terms of opportunities in 
sectors like automobiles 


and towns for expansion. 

Online broker Sharekhan, how- 
ever, is faced with a more funda- 
mental problem whilst assessing 
markets. The prospect of 200 per 
cent growth in these towns comes 
with a caveat and that is infrastruc- 
ture, more specifically internet bank- 
ing and at another level Internet 
connectivity itself. “My criteria for 
going to a town are very clearly 
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MBA - PANACEA OR PERIL? 





his is the admission season in B-Schools. 
| Tens of thousands of aspiring young 
men and women queue up for their 
"passports to affluence and corporate life". 
I have been a part of the admissions committee 
at TAPMI and my experience in this process over 
the past five years has raised a key question - is 
MBA a panacea or peril? 

I have come across numerous men and women 
who have completed their graduation in engineering 
- a vast majority of them in IT related fields. 
Universities across the country award qualifications 
such as Bachelors in Computer Science, 
Computer Engineering, Information Science, 
Information Technology, Computer Applications, 
Communications, etc. The students, disillusioned 
with the not-so-exciting prospects have come to 
believe that an MBA would be a better option. 
Almost all of them have been "coached" to say that 
they spend their leisure time in reading (Sidney 
Sheldon, Jeffrey Archer and John Grisham are 
favourites), rendering social service (funding the 
education of the less- 
privileged, for example), 
and listening to music 
(classical, preferably)! 
They have been "coached" 
to believe that their 
academic performance as 
reflected by the marks obtained, is not truly 
reflective of their "potential". They "possess the 
necessary technical skills, but would like to look at 
organisations from a holistic perspective, understand 
how an organisation works, the different functions 
and departments, and hence need to acquire 
managerial skills". 

It is not their fault, after all. The society we live in 
has encouraged them to develop and grow in their 
own world of illusion and self-denial. When the 
former Union Minister for HRD decided to "cut the 
IIMs to size" by cutting the fees, he was in essence, 
sending out a message to the society - that MBA is 


We ought to develop measures 

and metrics to identify MBA ES 

aspirants with true potential to 
grow as business leaders. 


not an elite domain, nor is it the answer to all the 
aspirations and expectations of the young. | think 
that we, collectively, need to bring the youth to 
ground-realities. We need excellence in engineering 
and science, arts and architecture as much as we need 
excellence in management. In B-Schools, we ought 
to develop measures and metrics to identify 
those with true potential to grow as business leaders. 
Personality dimensions such as communication, 
values, ability to work in teams, empathy, 
and social consciousness should be identified. 
We ought to discourage those who want an MBA 
only for personal prosperity from opting for 
management education. 

There are many personality instruments that 
can help identify such a "potential" in an MBA 
aspirant. Traditional tests like the GD and Written 
Test should be reviewed and if necessary, done 
away with. We need to realise that in our quest 
for numbers, we should not overlook our greater 
responsibility to the society. It is not a question 
of catering to the demands, but consciously educating 
the youth in their career 
aspirations and goals. In 
anxiety to admit 
numbers, we should not 
be blind to our own basic 
objective of developing 
leaders for tomorrow. 

MBA is not the panacea for all that bedevils the 
business organisation today. Is it not true that some of 
the greatest and most respected entrepreneurs in India 
and the world, never stepped into the portals of a 
B-School? Tomorrow's leaders would require an 
innate sense of right and wrong, a sense of values, a 
sense of timing, a sense of judgement, a sense of 
self-esteem, a sense of confidence, and a sense of 
self-belief. These, unfortunately, are not taught in 
all the B-Schools! | 
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Prof. S. Balasubramanian is a Professor at TA. Pai Management 


Institute, Manipal and can be contacted at sbala@mail tapmi,org 
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New opportunities: A customer > 
checks out a new car in Moradabad 


decent Internet connectivity and 
basic banking facilities. Infrastructure 
is the basic issue otherwise the po- 
tential is simply huge," says 
Sharekhan's Shah. 

One retail brand that is playing 
its cards very carefully on its small 
town foray is fast food conglom- 
erate McDonald's. *We have a dif- 
ferent strategy to tap the class one 
towns. We try and capture two 
opportunities with the outlet, one 
is the potential of the town itself 
and another equally exciting 
proposition (of highways)," says 
Amit Jatia, McDonald's franchisee 
for western India. So while 
McDonald's has outlets in three 
towns already—Kalamboli on the 
Mumbai-Pune highway, Doraha 
near Ludhiana and Mathura—they 
are all strategically placed on na- 
tional highways or at least close 
to them. “You would be amazed at 
the Panvel and Patalganga (town- 
ships near Mumbai) traffic that 
frequents the outlet at Kalamboli 
over the weekends," says Jatia, ex- 
plaining the strategy. 


The Rise of the Aspirational 
Class in Middle India 

What is it about big brands that 
has caught the fancy of small 
town India in a uniform rush 
across the country? “First of all 
these are all aspirational brands 
and aspirations are valued most in 
small towns," states marketing 
and brand consultant Jagdeep 
Kapoor. "A small town buyer 
would think twice about paying 
Rs 30,000 for a washing machine 
since he doesn't need it but the 
same buyer would target a Rs 1 
lakh home theatre system since 
the 'show off value' in the second 
category is very high, which is 
why products like Plasma Tvs or 
Projection TVs do well in the 
towns," explains Raval. 
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D. Shivakumar, vp, Consumer 
Electronics, Philips India, confirms 
the trend. *There is a huge demand 
for high-end flat Tvs, home the- 
atres, DVDs and top end refrigera- 
tors. DVDs in particular are becom- 
ing a hugely relevant category,” he 
says. “Earlier the smaller markets 
were insular, now the boundaries 


“We try and 
capture two 
opportunities with 
each outlet: the 
potential of the 
town, and that of 
its highways” 
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are totally porous so just any brand 
will not work, it will have to carry 
the proposition of acceptability. 
The television is a great fueller for 
brands," says Banga. On his part, 
Kapoor of Samsika expects apparel, 
food, books and music and pharma 
products to be the key product cat- 
egories that will really take off in 
the smaller towns as retailers pitch 
their tents in these markets. 

The other trend according to 
ICICI’s Kochhar is one where con- 
sumption of high end products as 
well as houses is happening much 
earlier in the life of the consumer 
and the third trend is something 
she calls a behavioural change, 
wherein saving is not a habit any 
more. Borrowing and repaying is 
really the order of the day. Most 
of the 60-odd locations where per- 
sonal loans were launched by 
ICICI Bank in the past year have 
been in class one towns, says 
Kochhar. She points to another 
interesting trend that is fuelling 
consumption in these towns. 
"There is a clear trend towards 
upgradation of consumption, 
where a chap with a two-wheeler 
is looking at a low-end car and 
the one with the low-end car is 
looking at a luxury model". 

In sum, the aspirational class 
in the class one towns has arrived 
and fuelled by an explosion in 
products and services, that class is 
opening up a whole new world 
for marketers to tap. @ 
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A great aspirational urge Is 


MALL TOWN INDIA IS FINALLY BEGINNING TO WAKE UP FROM ITS 
long and deep slumber. You see signs of this everywhere. Small 
towns are beginning to make their mark on the economic life 
of this country. Be it corporations, cinema, the media or 
beauty pageants, people from small town India seem to be 
everywhere. Small towns themselves are undergoing a tremendous trans- 
formation. Are we on the threshold of radical change? 

The desire for radical change is certainly visible in the advertising 
of educational products that dominates the landscape everywhere of 
small town India. Kiosks, shop signs, hoardings, and hand-painted ban- 
ners, all contrive to create a noisy babble, promoting all kinds of ed- 


DESAI ucational possibilities: from the most-favoured computer coaching 
PRESIDENT. MCCANN classes to beautician-courses to English-speaking tutorials to tuitions 
ERICKSON INDIA classes and countless others. Housed in awkward cramped rooms 





with peeling walls, these are the laboratories of ambition where the 


Indian small town is looking for a chance to grasp an opportunity that 
it most values—to escape from its dreary black and white part. 

Escape to the Great Beyond—the city has always been seen representing 
untold opportunity. With examples that abound of the success achieved 
by people from all kinds of backgrounds, the need to get some access to 
the possibilities that reside in Metro India is a very strong one. 

In some ways, this has always been the case. Historically, the ad- 
jective sleepy seems to effortlessly precede the notion of a small 
town. Cities represented movement and change; people who wished 
to transform their lives in their own lifetime were drawn to the 
larger cities and the opportunities that they represented. The city was 
the glittering capital of our dream-state, a site where the past could 
be overlooked and a new future ushered in. 


The desire for change is 
visible in the advertising 
of educational products 
everywhere in small towns 
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The small town represented the 
idea of uneventful stability. The small 
town was usually organised around a 
principal feature: either it was a mar- 
ket town or it was a centre for a par- 
ticular skill or it inherited a geo- 
graphical feature that contributed to 
its importance. There was no catalyst 
available for dramatic change. Some 





DISSATISFACTION 


pushing change in small town India. sv santos. pesa: 


people drifted out and others drifted in; 


gradual growth did take place, but of a Co-operative housing 
very stable kind. 


All that may be changing now. societies have 


Among the most significant change to 


have happened in the last two decades mush roomed across 


or so has been the mushrooming of 
co-operative housing societies across small towns 
most small towns. The ‘societies’ rep- 
resented the ‘new’ town, as opposed to the closed communities of the past. As 
families became nuclear, these societies thrived by virtue of allowing the 
younger generation more room. It also allowed them to take charge of their lives 
instead of being permanently embedded in the traditional family structure. 
Significant as this change may be, it still hasn't materially altered the worldview 
of the Indian small town. The idea of social or economic mobility is still an unfamiliar 
one. In the past, life was a condition to be undergone more than an arena for achieve- 
ment. The idea of change was thus an uneasy one, fraught much more with threat 
than with hope. The desire was, in fact, for the much coveted ‘home-town posting ; 
lifestyle stability was clearly more important than career advancement. The implicit 
understanding of the world was that since no real change was possible, living 
comfortably in familiar surroundings was the best way to be. 


The Window Of Opportunity 


The primary change we are beginning to see is in this fundamental mindset. At one 
level, there is a sense that opportunities have multiplied. More importantly, there 
is a growing belief that these opportunities can be accessed by anybody. The idea of 
mobility within one’s lifetime has emerged a powerful driver. 

This sense of awaiting opportunities has been driven strongly by media, 
Television has helped further urbanise our social discourse. Today’s cinema too 
presents the big city as the theatre of all action. From the media, it seems clear 
that there is an India teeming with opportunities and that it is clearly centred 
around the city. The nature of opportunities, too, has become more seductive: 
the idea of success is increasingly seen to be synonymous with that of visible 
recognition. The coveted professions of the day combine fame with material well- 
being and these are largely media-driven. 

The rise of the services sector has further fuelled the journey city-wards. The 
last few years have seen many more jobs being created in cities with the rele- 
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energy of mofussil India. The 


there isa NMFAS i quali c 





vant infrastructure to support the 
services sector. 

The desire to develop the ability 
to access this enticing world has 
been a strong motivator for change. 
The proliferation of educational 
products is a pointer to this pow- 
erful urge to not be denied a shot at 
real success. The fact that with the 
increasing privatisation of educa- 
tion, new kinds of options have 
emerged also, makes the opportu- 
nity seem within grasp. New pro- 
fessions have thrown up new op- 
tions, and professional institutes 
have helped negate the discrimina- 
tory biases of geography. The profes- 
sional institute has no real geogra- 
phy; it caters to ability, not location. 

This has unleashed a new 
energy that seeks success with both 
ambition and perseverance. The 
young in small towns are willing to 
do what it takes to summon up this 
critical escape velocity. This need 
is particularly salient among younger 
women where education is poten- 
tially a passport to a completely new 
kind of life. There is a strong desire 
to be 'allowed' to follow their own 
dreams by their parents and to get 
‘understanding’ in-laws who do the 
same after marriage. 

Interestingly, while there is 
great anxiety about whether ac- 
cess to opportunities will be avail- 
able, there is not as much fear of 
failure. In a study that we con- 
ducted last year on small towns, the 
self-confidence of the youth there 
was noticeable. At the most, there 
was a fear of being left behind in 
spite of being capable enough. You 
only have look at the staggeringly 
large number of contestants from 
small town India in all kinds of 
shows to understand the intensity 
of this. feeling. There is a large 
constituency of the Denied 
Hopefuls, people oscillating be- 
tween ambitious self-belief and an 
anticipation of looming despair. 

There is a difference worth not- 
ing when we talk about the new 
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commonly cited examples of suc- 
cessful people from the Indian small 
towns are, in fact, not really repre- 
sentative ones. Many of these peo- 
ple come from backgrounds such as 
the armed' forces or the govern- 
ment or public sector. While they 
may have been physically located in 
small towns, these were, in fact, 


The old co-exists clumsily with the. 
new, but the process is. definitely 
underway. The change is signifi- 
cant in towns with a population in 
excess of five lakh and is nascent as 
we travel down town classes, but 
you can see signs of it everywhere. 

The second generation plays a 


key role in this change. The 


Second-generation NRIs 
are returning to their roots 
and trying to transform 


the place they 


ileona ned cocoons that had 


little to do with the towns they 
were situated in. If anything, these 


communities offered an uncons- 


trained habitat, allowing people to 
discover their natural inclinations 
without the overbearing presence of 


their traditional communities. No 
wonder then that so many success- 
ful young women of today are from 
an army or public sector back- 
ground. What makes this surge of 
confidence and energy more sig- 
nificant is that it belongs to people 
steeped in the small-town culture. 


There Are Subliminal 
Changes As Well 

The small town is changing in other 
ways too, again influenced by its 
larger counterparts. If the first wave 
of change occurred at the margins 
with the proliferation of housing 
societies, today we are seeing 
changes even within the main town. 
The shops are becoming more mod- 
ern, new kinds of restaurants with 
wider cuisine are emerging, new 
movie theatres are beginning to be 
seen in more and more places, 


petrol pumps are getting expan- 


sive; in many ways, there is a grad- 
ual shedding of old skin that is go- 


ing on. The change is uneven, and 


ne from 


younger generation that i is left be- oe 





hind turns its attention to fostering __ 
We are seeing a 





change within. \ 
gradual modernising of ‘trade, car- 
rying | the stamp of the se 





by the NRI (Non-Resident Indian) 
factor, in those towns where it is 
significant. Second-generation NRIs 
return to their roots armed with 
the gift of worldly knowledge and 
try and transform the place where 
they came from. 

In crucial ways, therefore, the 
character of the Indian small town 
is on its way to change. From being 
an outgrowth of the village, its am- 
bition today is to become a minia- 
turised version. of the city. There 
has been a significant shift in the : 
reference points used by small town 
India, and this shift has introduced 
disequilibrium in its hitherto stable 
character. Today, it measures it- 
self much more against the larger 
aue and the lifestyle they con- 

n. This change may not be visible 
across the board; it will probably be 
a while before it becomes more 
manifest. But the change in mindset 
has has already happened and if 
restless dissatisfaction is the first 


sign. of radical change, then the 


writing on the wall is clear. m 
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"urchase price is not the only consideration while buying lighting. There are many 
idvantages of the Philips’ MASTER Collection, a premium range of lighting products: 
Better quality lighting translating into enhanced employee productivity, 


Minimum running cost due to optimum energy consumption. 
Reduction of maintenance. 


Savings of upto 45% in lighting costs. a> 
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Penetration Amongst Affluent 
Urban Individuals 
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Urban Households 
Product Category (Male) 
Aftershave Lotion 
63 
65 
How small towns arcc Shava 
4 
b EJ Iti g 4 
COI | ipare tO Ig Cl ies. Shaving Systems 
mmm 
COMPILED BY SHAILESH DOBHAL | " 
Shavin 17 
The Small Town Consumer Isn’t Very Different EN 
From His/Her Metro Counterpart Product Category (Female) 
Liquid Makeup 
Penetration Amongst Affluent Urban Households 1 
Product Category (Male -- Female) 
Branded Readymade Formals 
42 
Branded Readymade Casuals 
Imm 
rs/J 35 
Player Theatre Vans (four wheelers) House 
í i Smallercities/towas W Big six metros 
Figures are in per cent W Smaller cities/towns B Big six metros Source: ACNielsen's NUPSCALE study Figures are in percent Source: ACNielsen' s NUPSCALE study 
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The Share Of Small Towns In Happening Markets Like Telecommunications, 
Computing And Credit Cards Is Increasing 


Mobile Connections* 
2001 2002 | 2003 2004 (till April) 
3.60 — 344 4.08 429 
| 
| | 


yoda sale m All Metros WiACHce MWBCircle WC Circle *Only GSM 
A Circle 
Rajasthan 

























ises of Maharashtra, Gujarat, Andhra Pradesh, Kamataka, and Tamil Nadu B Circle comprises of Kerala, Punjab, Haryana, western Uttar Pradesh, easter Uttar Pradesh 
a Pradesh, West Bengal and Andaman & Nicobar Islands C Circle comprises of Himachal Pradesh, Bihar, Orissa, Assam, North- East, and Jammu & Kashmir 


Source: COAI 

The Penetration Of PCs Credit Cards: The Break-up 
1997-98 1998-99 1999-2000 eros ae 
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66 (6,77,945) 


20 Non-metros 





=e 2002: 8 million* 


Metros 70 — 
2000-01 2001-02 2002-03 


20 (3,70,315) 13024106) 14 (2,40,232) 30 (4,96,733) 12 (2,67,453) 35 (8,11,495) Non-metros 30 





2003: 11 million* 
65 Metros 
67 (12,70,263) 56 (9,33,852) 53 VALE 
— 35 Non-metros 
Figures are percentage of the total market — Figures in brackets are absolute number of desktops installed Figures are in per cent * Total no. of cards (cumulative) 
E Top four metros Next four metros $ Other cities Source: MAIT Source- Credit Card Management Consultancy 


JULY t8 2004 BUSINESS TODA? 71 


L4 
reg 
Et 








Moving Consumer Goods Markets In Small 
Towns Is Large, These May Be Losing Out 
To The Happening Categories 


Market In Small Towns For 


Cars And Home Loans 
Cannot Be Ignored 





Consumer Durables 
VOLUME CONTRIBUTION VALUE CONTRIBUTION 
po] 


pu dg d 
2002 2003  2004* 2002 2003 2004* 


“Colour television 12 11 11 49 12 14 
‘Refrigerator (rostiree) 9 10 10 — 9 | 


"X 


Car Loans 
21,000 


= in Absolute Terms, The While The Consumer Durables And Fast 














10 


5,250 
Total market — Qutsidetop - 
20 cities 
Figures in Rs crore 
Fast Moving Consumer Goods 
Home Loans VOLUME CONTRIBUTION VALUE CONTRIBUTION 
IT Fe. Ww : 34 
60,000 2002 2003  2004* 2002 2003 2004* 


6.0 5.7 5.5 


* . L4 
panu 





55 5.4 


EA £^ 


7.4 






Total market Top 20 cities, Rest — Biscuits | 116.9 6.6 6.4 6.4 6.1 6.0 
nen d Figures are contribution in volume and value terms of cities with population of 5-10 lakh as a percentage 
Figures in Rs crore o Anda sales of products ipod nae 
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DEHRADUN JALANDHAR 

















.. BELGAUM 


Ji Y MEME Coming 


— E 
| MANGALORE 
i 


In From 
The Cold 


More and more of Belgaum's 
well-educated—and well- 
heeled—youth are staying back, 
and constituting a purchasing 
class that marketers are finding 
difficult to ignore. 


father of Hasham Abdul Karim 
Bandukwala migrated from 
Gujarat into Belgaum, and started 
Gunboris which, as the name sug- 


i T WAS IN 1860 THAT THE GRAND- 





From Belgaum to og pese sp r daara 
Vijayawada, from ar o 
Dehradun to Trichy e paea 


and from Mangalore to tcaonisakoa veer of Liberas 


bras. “Gun licences are restricted 


Rajkot, small towns are these days, so I have to stock other 


items too," smiles Bandukwala, 


becoming big centres of who recollects that his store at one 


time would cater to customers right 


consumption. A journey fom Pune to Bangalore 


i - A few blocks away in the same 
through the booming main 2»: e vi 
street of small town India. 55 reines known as 
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UMESH GOSWAMI 


Ganpat Galli and Maruti Galli— 
Bandukwala's nephew, Shuaib, has 
been running a Wills Lifestyle store 
for three years now, which stocks 
most of the Wills contemporary 
range in the Rs 450-1,500 range. 
Bandukwala junior has got into a 
nine-year agreement with ITC, does 
an annual turnover of Rs 40 lakh, 
and comfortably breaks even. But 
he's still a bit restless. “That little ex- 
tra is not there. If I had a variety of 
brands, I would be able to attract 
more buyers,” he explains. Many 


more than the eight to 10 foorfalls 
he gets on weekdays. 

A walk around the market area 
reveals what Bandukwala is talking 
about. All conceivable “urban 
brands," right from Adidas to 
Reebok to Louis Philippe to Van 
Heusen dovetail delightfully in a 
riot of colour with local brands, 
including the ubiquitous Polo Jean 
Joint, peddling its wares at *direct 
factory price." 

But it's the contrasting retail ef- 
forts of the senior and junior 


a Area: 94.08 sq. km 


a Primary constituents: 
Business class 


English, Marathi 
«Famous for: Silk 


s Lasting impression 


on Belgaum roads 


Bandukwalas that in many ways 
typify how the traditional and the 
modern are coming together swim- 
mingly in the town of Belgaum, 
which many decades ago was even 
more important than Bangalore in 
the south-western scheme of things 
because of its location—equidistant 
from Mumbai, Bangalore and 
Hyderabad—and the quality of its 
education and healthcare system. 
Today, Bangalore has lett Belgaum 
behind, but the colleges and hospi- 
tals are still top class, and the a od 


« Brands do matter: This Wills 
Lifestyle Store represents the 
buying power of the people here 


aClosest metro: Mumbai (500 km) 


a Languages spoken: Kannada, 


From the Maruti 800 to 
the Toyota Camry, every 
possible car can be seen 





^c. n. 


a Population: 3.99 lakh (2001 census) 


bt cover story 


news is that fewer doctors and post-grads are making 
tracks for outstation and overseas opportunities (the 
only doctor of Indian origin on George Bush's panel is 
an MBBS from Belgaum). 

Two doctors in their white coats and stethoscopes 
slung around their arms are sipping on cappuccinos at 
Café Coffee Day, bang opposite the 41-year-old ex- 
tension to the Civil Hospital. Four Goan students kill 
time, taking in Tata Young on MTV, fondling their 
camera phones, and grin sheepishly when asked if 
they're on holiday (Goa is a 100-odd km away, and the 
Goans come mainly to shop, whilst raucous tourists 
from Kolhapur—110 km into Maharashtra—come 
for sheer pleasure). A middle-aged executive just back 
from the Income Tax Office housed in the same com- 
plex contemplates the day ahead over an Expresso. Also 
in the complex is a busy Hutch Shop, a six-month- 
young HDFC Bank branch, a UAE Xchange, and 
Karvy's broking outpost, the Finapolis. 

That pretty much sums up the action on Ambedkar 
Road, which you could say is one of the four centres of 
action in Belgaum. Most of the bustle of course takes 
place in the market square, where just alongside the 
Wills Lifestyle Store is nestled Reliance Webworld, 
which is preparing to launch the Java Green café in ad- 
dition to broadband, videoconferencing and virtual 
office services as well as high-speed gaming for its 


DEHRADUN 





= Area: 37.17 sq. km 


11,000-strong customer base. The upper scale Tilakwadi 
constitutes the third buzzing area, home to ICICI 
Bank, an authorised reseller for Compaq, and a local 
café, Café Blue Rock, perched ideally in the ICICI 
Bank and ICICI Home Finance complex. The final 
piece of happening Belgaum is Nehru Nagar, which 
houses the hotels (mainly three-star) and restaurants as 
well as UTI Bank, a newly-opened Chevrolet dealership 
and a huge first-floor local furnishings showroom. 
Right from the Maruti 800 to the Toyota Camry, 
you'll find every possible car on Belgaum roads. That's be- 
cause virtually every manufacturer—Fiat, Ikon, Honda, 
Toyota, Skoda, Hyundai and Maruti and Tata—has an 
outpost there. According to the estimates of Satish 
Halkarni, Manager, Ballad Hyundai, Maruti would be sell- 
ing 80 cars a month, Hyundai some 20 and Tata (Indica 
and Indigo) another 40. “The competition is fierce,” 
says Halkarni, as psas like ICICT's Car Point are willing to 
go as low as 5.75 per cent with their finance schemes. 
The rich pool of an educated and prospering mid- 
dle class also results in healthy pc sales of 200 a 
month, 60 per cent of which is accounted for by the 
Soho segment. There isn't much of a price differential 
between metro and Belgaum prices, but the difference 
is that plenty of bundling—web cameras, educational 
CDs etc—is done to woo consumers. Kiran Karchi, 
Chief Executive, Syscon Systems, the Compaq re- 


Din There, Dun That 


Dehradun now has all the trappings of a town on the move: big 


— - brands, bigger cars, and kingsize aspirations 


«Closest metro: Delhi (250 km). | 
S ous 4 AT lakh (2001 census) 
«Primary constituents: Traders, students 


OME 250 KM FROM DELHI LIES THE PICTURESQUE TOWN OF DEHRADUN, 
the capital of the state of Uttaranchal. And if you’re going there from 


a bustling metro, things can appear quite serene. But make no mistake; 


Dehradun, a town with a population of around five lakh, is witnessing a 
vast change in its consumer landscape. It’s a process that's been playing out 


«Languages spoken: Hindi English 


institutes | signboards of top-notch consumer brands, giving an almost surrealistic feel. 
a Lasting Yn iot: So, what has changed in Dehradun? A dins according to locals. Says 
Warm and friendly people; Pradeep Nath, a chartered accountant by profession who also has interests 
with neon sign boards of to Dehradun, in food as well as other categories. Barista, Café Coffee Day 
top-notch international and and Domino's are already here; McDonald's and Pizza Hut are also 
Indian consumer brands coming in. "The town is beginning to resemble Delhi nowadays," chips in 


Nath's petite wife, Sangeeta, a dentist by profession. 

By all accounts, Dehradun has not been immune to the fast-spreading 
tentacles of consumer brands to small-town India, both Indian as well as 
international. Call it strategic coincidence, but it's probably not a surprise 
to see the famed health centre, VLCC, on the first floor of the same build- 
ing that houses a branch of the pizza giant, Domino's Pizza. So you can 


seller, points out that all-in-ones (printers, scanners, 
copiers) are also selling well. *More people are in- 
terested in branded items today because their buy- 
ing power has increased and also because there 
are various finance schemes on offer." 

The equity cult is fast spreading in Belgaum 
amongst an interesting mix of the retired and the 
youth. India Bulls, Kotak, Karvy, Shriram Investment 
are present along with four BsE sub-brokers, and 
Karvy, which has some 975 clients, does an average 
turnover of Rs 75 lakh a day. “Trading is becoming 
more common, and investors are becoming more 
familiar with the stockmarket lingo, says Diwakar 
Nayak of Karvy, who has been into stockmarkets for 
seven years, three of them in another town, Udipi. 

Belgaum may have lost its pride of place over the 
decades thanks in a large part to a still-simmering 
battle for the town between Maharashtra and 
Karnataka— Marathi is spoken more than Kannada, 
hence the demand that it be a part of Maharashtra. 
But as more entrepreneurs begin grabbing new- 
found opportunities, more doctors and engineers de- 
cide to stay back and explore the potential, and more 
and more marketers exploit the burgeoning pur- 
chasing power of the local people, Belgaum can 
still make up for the time lost courtesy petty disputes. 

BRIAN CARVALHO 


gorge on calories and shed them at the same time. 

As far as brands go, it's difficult to miss anything: 
in apparel, Levi's, Dockers, Wills Lifestyle, and 
Pantaloon; in food, Barista, Domino's Pizza and 
Café Coffee Day; in footwear, Reebok, Adidas and 
Nike; all the major mobile phone players and private 
banks; and every make of car in India. 

And yes, there's night life too in Dehradun, with 
a couple of restaurants having small dance floors. 
That's a boon to someone like Shivani Windlass, 
who came to Dehradun from Chandigarh three-and- 
a-half years ago after getting married. Distressed at the 
complete absence of night life then, she had a tough 
time adjusting to the conditions, as it were. Now 
though, she's happier. 

However, despite the obvious desire of every brand 
of consequence to acquire a presence in Dehradun, cer- 
tain rumblings persist. Says Rahul Windlass, Shivani's 
husband and Director (Operations), Windlas Biotech, 
"Most leading brands are coming in now, but our 
friends and we still prefer to go to Delhi for shopping. 
That's because we get more variety there at the same 
price, even for the same brand." Which is a pointer to 
the fact that though large brands have sensed the 
potential of small-town India to bolster their revenues, 
there's still probably an underestimation about the 





A Resembling Delhi?: Closely, multi-brand outlets in 
Dehradun sport all leading brands 


level of awareness of the small-town consumer. 
Fundamentals, though, are an issue. The sight of 
the evening town, with the neon lights unable to 
display their splendour for lack of power, is cer- 
tainly not one for sore eyes. Says Windlass, *Utta- 
ranchal is supposed to have surplus power, but we still 
suffer power cuts every day." There are bright points 
though, as Windlass concedes: *Law and order has 
improved. Even three to four years back, it was com- 
mon for businessmen to receive death and extortion 
threats. I had to go to my office accompanied by a 
gunman for many months. But not any more." 
Commerce, one supposes, thrives if the funda- 
mentals are right. And once commerce, in the form of 
glitzy consumer brands, begins to make a mark on the 
consciousness of the customer, aspirations rise. Sample 
this from Pradeep Nath: “If there's anything I aspire 
to, it's a Sony plasma TV, which is very expensive. It’s 
not available here, but if you place an order, it can be 
delivered within 15 days." Chances are, he's going to 
avail of the option sooner rather than later. 
ALOKESH BHATTACHARYYA 





Area: 114 sq km 
s Closest metro: Delhi (350 km) 
« Population: 9 lakh (2001 census) 
a Primary constituents: Business class 
a Languages spoken: Gurumukhi, Hindi 


a Famous for: Textiles, leather goods, 
wooden products 


s Lasting impression: i 
A 26-year-old businessman 
in a Merc 
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A Rising demand: Café Coffee Day with daily sales of Rs 10,000 to 
Rs 15,000 is opening another outlet soon in Jalandhar 


They love Mitsubishi Lancer's global appeal, self-confidently sip on the vino 
and abhor the Versace and Gucci fakes. They can afford to do so. 


ATHER'S DAY SEES A MAD RUSH 

for Archies' galleries. Neat 

neon lights and glow boxes 
advertise allegiance to urban shrines: 
draught beer, jeans, sports gear, 
shoes, big screen TVs, DVDs, lap- 
tops, cars, ice-creams, gift shops. 
The neon gods flashing include 
homegrown names like Nibble, 
Body Hub (‘For complete body 
solutions), Knockout Pub, Lorango, 
Oxford Hospital, Yankee Tunns, 
Baker's Inn. Then there are the 
more familiar brands: Ebony, Wills 
Lifestyle Store, Lee, Nike, Adidas, 
Reebok, Weekender, Pizza Hut, 
Domino's, Archies, Café Coffee 
Day, Baskin Robbins... That's 
Jalandhar, whose 9 lakh or so pop- 
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ulation is swinging to not just 
bhangra beats but the delightful 
sound of ringing cash registers. 
Don’t believe us? Read on... 
Lifestyle Store Ebony Holdings’ 
Jalandhar avatar has some 20,000 
identified regular customers, and has 
been registering a 15 per cent year on 
year growth since inception in 2001. 
Customers from the adjoining towns 
of Phagwara and Nawashahar con- 
stitute some 15 per cent of the cus- 
tomer base. Monthly business: Rs 
1.5 lakh per month, which rockets to 
Rs 6 lakh in the festive season. 
Meet Surjeet Singh Gaba, who 
has a company not very imaginati- 
vely titled Singh Land Mkt Pvt. Ltd. 
He owns one Adidas showroom, 


one Weekender, one W store (for 
women), and a gallery called 
Century Cottons. The four shops 
are clustered together, two on the 
first floor and two on the ground in 
the Model Town market area. Gaba 
estimates the total number of walk- 
ins per day at 300-400. He sells 
around 150 pairs of Adidas a month 
in the Rs 1,000-6,000 bracket. 
Let's now spend a few minutes at 
One Stop Shop, which began as a 
gift shop in 1991. It switched to 
garments four years later, and three 
years ago, the owners flagged off a 
second shop, Over Take, which 
stocks brands such as Marks & 
Spencer, Provogue, Lee Cooper, 
Spykar, Adidas, Nike (the highest- 





selling brand here), Reebok, and 
Pepe, among others. Encouraged 
by monthly sales figures of around 
Rs 70-80 lakh a month, R.K. 
Clothing Co. (the company own- 
ing these stores) is putting up a Levis 
and Dockers outlet next month. 
Now why on earth is Jasveer 
Singh beaming, and Vinod Kumar 
moping? Both have their respec- 
tive businesses, and in those busi- 
nesses lies the answer to the con- 
trasting moods. Singh owns a newly- 
opened exclusive Lee outlet, the 
first for the town. He also has a 
cable network business but diversi- 
fied into branded apparels because 
the *market demands it". Kumar for 
his part had a tailoring shop for 10 
years in Model Town. In 2000, he 
revamped his shop to sell belts, 
purses, sunglasses perfumes, caps, 
inner wear, shoes and a similar 
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scramble of men’s products. The 
brands stocked include Calvin Klein, 
Versace, Gucci and Armani. Yet, 
Kumar is looking for an exit option, 
as sales are dwindling. It isn't as if 
consumers in Jalandhar don’t want 
a Versace or a Gucci. It’s just that all 
his goods are fake. “People want the 
real thing now,” he laments. 
That's because those people are 
sitting on more cash today. A man- 
ager with one of the popular nat- 
ional banks says his branch holds 
around Rs 40 crore in deposits. 
Individuals depositing a couple of 
crores is a common occurrence, he 
adds. The only foreign bank present 
in the city, Standard Chartered, 
opened office opposite Narinder 
Cinema in G.T. Road last year, with 
asset-based banking products, life 
insurance, and a total headcount of 
15. Customer acquisition? 0 to 
5,000 in 12 months flat! Branch 
manager Rajneesh Malhotra says a 
typical customer is below 40 years, 
and runs his own business. Business 
clients include those in import-ex- 
port, leather, hand tools, and sports 
goods. Debit cards are a hot favo- 
urite. Housing and auto loans are 
being introduced from July. 
Northern Motors Pvt. Ltd., sole 
dealers in Punjab for Hindustan 
Motors-Mitsubishi, averages sales 
of 15 to 20 cars a month. Some 
four units of the Lancer Invex petrol 
version launched early this year 
have already been sold. Maninder 
Kaur, marketing executive since 
1998 with the showroom, says that 
the crowd is becoming increasingly 
aware of the relative merits and de- 
merits of various makes and mod- 
els. Adds Harminder Singh Rangar, 
Manager, Automobile Division, 
Hindustan Motors. **Our cus- 
tomers fall in the 22-45 age group 
bracket, and love the Lancer's 
global appeal as a racing car." 
Hyundai witnessed a 50 per cent 
growth last year: Little wonder then, 
the company has two showrooms in 
Jalandhar—Kosmo Hyundai and 


Goel Hyundai. Kosmo alone has 
walk-ins of 15-20 in a day, and sells 
200 vehicles in a month. The buyer 
is typically in business, or the armed 
forces, if not a bank employee, says 
Ranjeet Chauhan, Manager with 
Kosmo. The city has a potential for 
around 700 cars per month, 1,200 if 
the compact car segment is included, 
he adds. The average age group of 
customers is between 30 and 40, 
and most are repeat buyers, pur- 
chasing their second or third vehicle. 
Chauhan says he knows customers 
who have bought one car a year 
every year for the last three years! 

Dominos Pizza—set up about 
three years ago—is scouting for loc- 
ations for two more outlets, says its 
26-year old manager Harwant Singh. 
He handles some 60 delivery orders 
and 125 takeaways daily. The outlet 
employs some 17 people; three of 
them are girls working for pocket 
money. Nibedita Batra, a BCA second- 
year student working with Singh, 
says she uses the money to buy 
clothes, hang out and pay for college 
text books. Not in that order though! 

The Café Coffee Day outlet in 
Jalandhar, set up in June last vear, 
has a floor area of 1,500 sq ft-plus 
and caters to some 250 customers 
daily. That's daily sales of Rs 10,000 
to Rs 15,000, says Amandeep 
Singh, manager. The coffee major is 
coming up with a second outlet in 
BMC Chowk soon. 

Families are very important in 
the scheme of things for Yankee 
Tunns, a beer and wine pub. Of 
the 150 customers he gets daily, 
owner Satinder Pal Singh says 
women find it fashionable to sip 
wines. He also organises parties 
for families and school children. 
The most requested items are burg- 
ers and pizzas, which his customers 
have with Gilafi kebab. Wine and 
pizza may appear a strange combi- 
nation but when money talks, pro- 
prietors like Satinder Pal can only 
take heed and oblige. 
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MANGALORE 





a Area: 834 sq. km 
a Closest metro: Bangalore (360 km) 
a Population: 3.98 lakh (2001 census) 


a Primary constituents: Business class, 
estate owners, farmers, students 


a Languages spoken: Tulu, Konkani, 
Malayam, Urdu and English 


aFamous for: Tourist attraction 


a Lasting impression: The town 
is sheltered by the 
Western Ghats on the east 
and bordered by the azure 
waters of Arabian sea 

on the West 


PAWAR 
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Metro In The Making 


Being a seaport has always ensured prosperity for Mangalore. 
Now an infotech boom promises to bring in newer, bigger, money. 


N TERMS OF GEOGRAPHICAL SIZE OR POPULATION OF MANGALORE MIGHT NOT 

match the other major cities of Karnataka like Bangalore, Hubli-Dharwad 

or even a Mysore. But the sheer abundance of natural wealth and, more than 
that, the entrepreneurial culture of the place, will ensure that the per capita inc- 
ome in Mangalore would be the same as that of any major metro. 

Mangalore, with its seaport through which most of the major import and ex- 
port activities of Karnataka happen, is a bustling town. Named after Mangala 
Devi, the goddess of good fortune, Mangalore (the Portuguese corruption of the 
word) lies on the backwaters formed by the Netravati and Gurupura rivers. The 
city has been historically a ship-building centre. 

The undulating terrain is blessed with abundant rainfall, verdant green- 
fields, innumerable water falls, beautiful beaches and rich variety of flora and fauna. 
The Mangalore port is India's ninth largest in terms of cargo handled. 75 per cent 
of India's coffee and a bulk of its cashew exports pass through Mangalore. A num- 
ber of industries like Mangalore Chemicals and Fertilisers, Kudremukh Iron Ore 
Company Ltd. and Mangalore Refinery and Petrochemicals are located here. 





A High on per capita income: Abundance of natural wealth and the town's entrepreneurial culture explains 
Mangalore's unprecedented boom in the recent times 
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It is not just old economy either. B.V. Naidu, 


Director of Software Technology Parks of India, er 
Bangalore says that software exports from Mangalore | . 
have rocketed by more than 38 per cent last year, N 
touching nearly Rs 456 crore. Infosys has a full-fledged — 
development centre at Kottara as do several other 


software players including several local ones. 

The city is a centre for business, trade, banking, edu- 
cation and healthcare. Mangalore, which is the head- 
quarters of Dakisha Kannada district, is virtually called 
the cradle of the Indian banking industry. Mangaloreans 
-are also famous for their ability to run the hotel business. 
Mangalore is a cosmopolitan city with a mixture of 


. .. Christians, Hindus and Muslims almost in equal pro- 
^... portion, The presence of Jesuit missionaries as well as nu- 
-merous other educational institutions has ensured 100 per 


. cent literacy in the city. Simultaneously influenced by both 

e big metros Mumbai and Bangalore, Mangalore has 
managed to pick up the go-getting attitude of Mumbai and 
“theg grace and style of Bangalore. While beedi barons, cof- 
fee, cashew, cardamom, pepper, Arecanut estate owners 
form the old elite, the infotech boom has led to an influx 


- of new money. Given the fact that Karnataka has been an 


energy-deficient state, Mangalore i is attracting huge 


as the fact that a full- fledged port is located here. 
Over the next four years, investments of around. Rs 
20,000 crore is likely to be pumped i in to create 4,300 
MW of power generating capacity. 

ONGC has announced that it is likely to set up a 2,000 





investments in this sector given its hydro capacity as well 





Don't let the bad idis and bullock carts fool you: Moradabad 































based power plant in Mangalore. Even at Rs 3 

W, this project alone could draw Rs 6,000 crore. 
MW coal fired power plant is being set up by the 
Nagarjuna Group at an estimated cost of Rs 4,000 crore. 
The world's largest single barge mounted power project 
of the GMR group is already operational at Tanir Bhavi. 

Says Tony Fernandes, an Coffee exporter: “Manga- 
lore is seeing unprecedented boom in spite of the 
fluctuations in the prices of commodities and various 
cash crops. Mangaloreans have always been commerce- 
oriented and are able to adapt to changes quickly. That 
is why India’s banking industry was born here.” | 

Little wonder that several auto showrooms have 
cropped up, including Tribhuvan Motors which sells 
Fiat vehicles, Standard Hyundai, Peninsular Honda, 
Cauvery Ford, and Frontline Chevrolet. 

An active nightlife with a number of pubs and shop- 
ping malls exists. Says Arun Suvarna, an apparel trader 
at Saibeen Complex, Lalbagh: “Because of Portuguese 
influence for several centuries and because it is port town 
with constant interaction with outsiders, enjoying the 
good things of life comes naturally to Mangaloreans. - 
The latest craze is low waist jeans among tet e 

. Ideal’s ice cream parlour on Ma 
spread. over three floors and Prabhakar it 
claims it is the largest in Asia. “People here 
eat out and the average income here is sufi 














large enough to indulge in it.” Bangalore had bett r E 


watch out. Here comes Mangalore! 


VENKATESHA BABU 


| " s Area 34 sq. km 


se Nea ua tate ONU MESURE BE 


« Closest metro: Delhi (155 km) 


«Population: 6.4 lakh (2001 census 


PC EM el 
aPrimary constituents: Exporters 
and small businessmen 
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E spoken: Hindi, English 
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«Famous for: Brass handicrafts 
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a Lasting impression: 

- Showrooms with all big 
brands 











wants the good things in life, and people there can pay for them. 


T FIRST BLUSH MORADABAD MAY NOT APPEAR EXACTLY WHAT BT HAD iN 

mind when it decided to explore some of India’s smaller towns. Mayank 

Pathak, City Lead for Reliance Infocomm, hails from Bareilly, another 
town in UP, makes no bones about what he thinks about Moradabad: “Bareilly 
is much more happening,” he shrugs. 

But when money is not in short supply, life can’t be that bad now, can it? The 
town’s economy revolves around exports from its small-scale industries. Says S.M. 
Nasir, the owner of a spectacles shop that sells Ray Ban, Polaroid and Police sun- 
glasses: “From Delhi to Lucknow, if there’s one place where there is money, it’s 
Moradabad.” Adds Mohammad Aqib, who runs an advertising business. 
“Everything we need is available right here. " 

If brands ranging from Levis to John oe to Lee Cooper to Peter 
England, from Reebok to Rayban, and from Samsung to Sony have tuned into 
Moradabad, Amit Gupta, 25, son of a brass handicrafts exporter, explains why: 
“Most people here are exporters, and many others are related to them. So if one 
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person starts an exports business, 
others naturally follow in his foot- 
steps." Gupta, incidentally, owns 
four cars, and has sauntered into the 
local Maruti showroom to enquire 
about his next potential acquisi- 
tion: A Suzuki Grand Vitara. 

The local automobile market is 
dominated by Maruti, simply be- 
cause no other car manufacturer 
has a dealership at Moradabad. And 
its sales are on the rise. Compared to 
last fiscal when it sold 721 cars, the 





A Money matters: A relatively less-happening small town, Moradabad has 
all leading brands thanks to export-money 


first quarter of the current fiscal itself 
has seen the dealer overshooting 
the target of 340 vehicles by 10 per 
cent. And the car that sells most 
here is not the entry-level Maruti 
800, but the Alto. As for television, 
sales of flat-screen TVs outstrip the 
national average by a bit. According 


to Jaspreet Singh, the local dealer in 
Samsung products, 25-30 per cent of 
all Tvs sold are flat-screen, com- 
pared to the national average of 10 
per cent. With so much money 
around, banks are doing well also. 
The branch manager of a leading 
private bank that started operations 


in Moradabad in March 2003 says 
"We open on an average 500 nev 
accounts every month. " Don't ge 
fooled by those bad roads and bul 
lock carts: Moradabad has aspira 
tions, and the purchasing powei 
to match. 

ALOKESH BHATTACHARYYA 





a Area:100 sq. km 
= Closest metro: Mumbai (761 km) 


= Population: 9.66 lakh (2001 census) 


a Primary constituents: Business class 


a Languages spoken: Gujarati, Hindi 


= Famous for: Kaba Gandhi no Delo, 
Rajkot Pedhas 





a Lasting impression: 


Garishly painted buildings 
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Pumping Up The Volume 


Air-conditioned paan shops, a three-screen multiplex and a 
disco, Rajkot rocks, and the youth rule 


HE FIRST THING THAT HITS YOU ABOUT RAJKOT AFTER SPENDING A FEX 

hours there is that it's a pretty small town (that's why we're there, 

right?). Nothing is more than 15 minutes away from anything! But 
Rajkotians will tell you the town is gradually expanding. One of the newer shrines 
of urbanisation, Cosmoplex—a three-screen multiplex—has opened on the 
Rajkot-Kalawad Road, a good 20 minute ride from the heart of the city. 
Cosmoplex also boasts a Food Zone, which serves a variety of cuisines includ- 
ing Thai, as well as a Gaming Zone packed with all the latest video games. 

Rajkot is a proportionate mix of a wannabe city and a small town, best 
represented by a horse ruminating in the middle of a road with bumper-to- 
bumper traffic on either side—bang in front of an ICICI Bank outpost! Other 
than Cosmoplex, other signs of activity are more subtle, but they're there 
nevertheless. Options, the first lifestyle store in the entire Saurashtra region, 
stays open throughout the day, a departure from the ‘1-4 closed’ routine that 
people are used to. Lords Banquet Hall, which serves the perennially pop- 
ular *Punjabi and Chinese' food, recently opened another eatery, 
Temptations, to cater to the increasing demand for ‘western food’ like piz- 
zas and burgers. Big Bite, another fast food joint in the city, is equally pop- 
ular with the youngsters and the family crowd alike. 

It's not exactly easy to find signs of night life in Rajkot, but then perhaps un- 
like a Trichy or a Moradabad, you'll find them all right if you look in the right 
places. There's a disco at Motel, The Village, on the outskirts of the city. 
Although the restaurants are open till past midnight, there aren't too many en- 
tertainment options for youngsters except for the pool parlours that are 


« Bigger by the day: Food zones, such as this one, and 
multiplexes are changing the face of Rajkot 
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pretty popular, and the occasional 
cyber café. 

Rajkot has been a business city 
over the years, with agriculture and 
agro-based products contributing 
substantially to the economy. Over 
the years, people have been dab- 
bling in shares, but fixed deposits 
still remain the preferred investing 
option here. ICICI Bank alone has 
eight ATMs in Rajkot, and HDFC 
Bank, three. 

Rajkotians love to shop and this 
is apparent when one looks at the 
shopping districts in the city. There 
are a wide variety of plazas like 
Heera Panna or Pramukh Swami 
Arcade, which house a multitude of 
shops selling products ranging from 
shoes to gold to cellphone connec- 
tions. The City Mall, the first mall in 
the region, is barely a week old. 
Options, which is in the heart of 
the city, houses brands ranging from 
Louis Philippe to Blackberrys in 
menswear, to Omega and Rado and 
Swatch. Step inside, and you could 
forget that you are in Rajkot. 

One common observation every- 
body in the city makes is that the 
spending power has increased over 
the past two years. “People, espe- 
cially those exposed to life in big 
cities are increasingly willing to 
spend money on premium prod- 
ucts," says Brijesh Mehta, General 
Manager, Options. “They might 
not know how to pronounce a 
brand, but that's not going to stop 
them from buying it." 

Another reflection of increased 
spending is that Rajkotians have 
been bitten by the travel bug, with 
Goa being the favourite destina- 
tion, especially during the 
Janmashtami week. “For the past 
two years, people have also been 
also going abroad a lot—mainly to 
the Far East ," says Minesh Mathur 
of Sunshine Travels. Add to this 
the tag of having travelled abroad 
and it is easy to see why foreign 
destinations are so popular 

PRIYANKA SANGANI 
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TRICHY 


a Area: 23 sq. kms 
s Closest metro: Chennai (320 kms) 


s Population: 7.46 lakh (2001 census) i 


« Primary constituents: Businessmen, 
professionals, farmers, students 


» Languages spoken: Tamil, English 


a Famous for: Sri Ranganatha Swamy 
Temple 


a Lasting impression: Quaint mix 
of tradition and modernity— z 
old world commodity 
markets coexisting with 
new retail formats 
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A Slow, but steady: The Nilgiri's depart 
stores boast some 1,000 walk-ins a « 


Pizza Or Idli? 


UY AN EGG BIRYANI AND GET A 
Chicken 65 free—if you 
thought bundling freebies 
to entice consumers is a trick 
taught only in B-school, you obvi- 
ously haven’t been to Tiruchira- 
palli or Trichy, the 23 square mile 
town down south, 320 km from 
Chennai. The biryani-chicken 
combo is the most unique selling 
proposition of this roadside restau- 
rant hugging the railway station. 
Complementary Chicken 65 in 
Trichy is only the first sight that 
jolts you into a state of attentiveness 
as you make your way out of the 
railway station. Rickshaw drivers 
pulling in for pizzas at the local 
outlets (there are no Pizza Huts or 
any such chains), and maidservants 
on a Rs 500 wage packing Maggi 
noodles (instead of idlis) for their 
kids make you realise there is some- 
thing about Trichy. 
Famous for its temples laden 
with architectural and sculptural 


marvels—Srirangam and Triuva- 
nakoil are just two of them— 
Trichy is a delightful mix of the 
traditional and the modern. The 
flower bazaars, the commodity 
markets selling timber, jaggery, 
pulses, textiles and a zillion other 
things, including chemicals to make 
your own detergent coexist peace- 
fully with ‘Burma Bazaar’, an at- 
tractive grey market hub offering 
everything from ‘imported’ phones 
to snazzy suitcases. 

And then you have the private 
banks, the stockbroking houses, 
the car showrooms, the multina- 
tional home finance firms, the 
mobile phone service providers, 
and the ubiquitous ATMs. For mar- 
keters Trichy is strategic because it 
is centrally located to cater to the 
places deeper south. It has 
amongst the country’s oldest inte- 
rnational airports (with daily flights 
to Sri Lanka), while Kochi, 
Trivandrum, and Chennai provide 


e dn 


further links to West Asia and 


_ Singapore. 


ICICI Bank is the most per- 


. Securities is the largest stockbro- 
-ker in Trichy with 2,000 active 


members. Says N. Velleyen 


Srinivasan, Director, ARA — 


ers and last fortnight, the first 





'undai showroom opened up 
in Trichy. The office of Citi 
Financial is crowded, mostly with 
home loan aspirants. *But they 
don't want credit cards yet," 
shrugs T.P. Gopalakrishnan, 
Branch Manager at Citi Financial. 
The Nilgiris department stores 
boast some 1,000 walk-ins a day, 
which double over the weekend, 
but there aren’t too many such 

! ets to be seen. 

Yet residents like K. 
Raghunathan, a leading crimi- 
nal lawyer, aren't satisfied with 
the infrastructure. The corpora- 
tion is strapped for funds, and 
without any tangible benefits. 
There appears to be a yawning 
gap between the monied few 
who build fancy apartments for 
investment and the ma- 
ness and aspirations are rising 
— when you hear the story about 
(ome maid contemplating action 
against the government via the 
consumer redressal forum for 


not giving free curriculum books. 


that were promised to school 
children. Another indicator: 


Trichy's largest gym has some 


30 regular women members! 
NITYA VARADARAJAN 





a Area: 57.98 sq. km 
aClosest metro: Chennai (433 km) 
aPopulation: 8.25 lakh 

(2001 census) 


«Primary consiltuenit: ‘Business 
class, farmers, students 


aLanguages spoken: Telegu, Urdu 


PAWAR 


«Famous for: Temples, handicrafts 


sLasting impression: : 

People shopping at : - 

42" centigrade A Boom, boom, boom: Consumerism 
temperature has picked up here in the recent years 


Flying High 


A conspicuous spot on an airline’s radar screen, and with a 
thriving software park, Vijayawada is headed for life in the fast lane. 


IT is the fact that some of these towns and cities are back on the avia- 

tion map. As I do a quick scan, the first thing that hits me, is that even 
on a weekday, the Air Deccan ATR 42 flight to Vijayawada from 
Hyderabad is nearly full. There are, as yet, no five star hotels in the 
city. A number of three star and budget hotels have however sprung up. 
Café Coffee Day has set up shop on M.G. Road next to a branch of ICICI 
Bank. It is packed even on a weekday evening with a young crowd. 
Sriramulu Reddy, a 20-year-old student of Loyola college, says “Vijayawada 
is changing at a fast pace. Everybody sees things on television and wants 
similar things." Twirling her Nokia 2100 Chitra Devarakonda, a friend of 
Sriramalu and a student of Monsal Institute of Fashion Technology, 
says: “Earlier people would not consider courses like fashion 1 techn logy. 
Even hanging out with boys was considered an aberration.’ 

N.S. Siddiah, the officer in charge of the local Software Technology 
Parks of India, says with pride that software exports from Vijayawada have 
increased by 50 per cent in the last year, admittedly from a small base of 
Rs 2 to Rs 3 crore in 2003-04. Shoppers throng the various commercia! 
establishments well past 9 pm. Various hawkers, shopkeepers and hoteliers 
compete for custom late into the night. The proprietor of Modern Hote! 
where we end up wants to know more about Bangalore's Darshints and 
says: “People now don't have time and we want to follow the same 
fast-food model to serve our clientele." Clearly Vijayawada appears just 
about ready to switch to life in the fast lane. 

VENKATI 


|: ANYTHING INDICATES THE GROWTH BEING WITNESSED IN SMALL TOWNS 
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less time commuting, watch more 
television compared to what peo- 
ple in Delhi or Mumbai do. 
Viewership data from television 
monitoring agency TAM for April- 
June 2004 in the Hindi-speaking 
markets reveal that individuals in 
a small town (1 lakh-10 lakh pop- 
ulation) watch just 116 minutes of 
television per day compared to 131 
minutes for a metro and 128 min- 
utes for a city with a population 
in excess of a million. And fewer 
individuals watch mass enter- 
tainment channels, like Star Plus 
and Zee in smaller towns—a 
mere 47 per cent compared to 
53 per cent in the metros. 

Another commonly held mis- 
conception about the small town 
consumer is that she is the exact 
opposite of her urban counter- 
part. The notion that small town 
consumers necessarily go in for 
lower priced products has been a 
recipe for many a marketing dis- 
aster. In a study of affluent con- 
sumer across big metros (Delhi, 
Mumbai, Kolkata, Chennai, 
Bangalore and Hyderabad) and 
small metros (such as Patna, Coim- 
batore, and Vishakapatnam), re- 
search agency ACNielsen India found 
that small town consumers were in 
step, and very often a step-ahead, 
of consumers in metros. 

More consumer households in 
small towns owned second homes 
(19 per cent compared to 13 per 
cent in the metros), laser discs (27 
per cent to 22 percent), branded 
readymade garments (45 per cent 
to 42 per cent), and four-wheelers 
(92 per cent to 83 per cent). 
“Though for us (the FMCG marke- 
ters) the market has stagnated, 
durables that are aspirational have 


a huge market to tap in smaller, 





clone of a big city one 


REALITY: Media habits are different in small towns 
and so are shopping habits 


NV¥VE LVÍIVM AY SNOLLVELSOTT 


EES mall town customers cannot 
appreciate sophisticated ads 


REALITY: Small town consumers need more convincing . Over 
simplification of ads doesn't help. And even vern has its limits 
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ELE Small town customers 
are credit shy 


REALITY: Don't blame the small-towners, 
blame the lack of organised credit 


sub-million population towns because they have the 
money," says Geogi E. Zachariach, Head, Alembic Cons- 
umer Healthcare. What small town consumers are look- 
ing for is a good value proposition and not just low 
price. And new marketers such as LG or Samsung who 
do not have the mental baggage of such myths have 
grasped this, for thev are not playing on price alone, 
and have succeeded in storming the Indian market, 
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EAEE You a people in small towns a 
less informed than their big city brett 


REALITY: You couldn't be more wrong. They are 
as well-informed as their big city counterparts 


their latest success being in the smaller towns. 
Among motorcycles, Hero Honda's Passion, com- 
ing at almost a Rs 2,000 premium to Splendor, has 
started to sell well in small town markets, points out 
Sobti as proof that style, aspirations and generally 
better quality (even at a higher price), has its takers even 
in the smaller towns. *And all this while it was more a 
problem of non-availability of organised finance, not 
credit shyness from consumers’ viewpoint, because 
big players here would not finance beyond an area 10 
km in radius," adds Sobti. Or they would have huge ex- 
clusion lists based on profession, for many big consumer 
financiers underestimated the small town consumers' 
capacity to repay simply because she was more often 
than not self-employed. Credit cards and home loans, 
two categories that have broken this myth, have seen 
their takings skyrocket from these towns, Rs 4,550- 
crore (spending) for credit cards (outside metros) and 
Rs 35,000-crore for home loans (outside top 20 cities). 
But surely, the kids and teens in small towns must 
be less aware compared to Delhi or Mumbai youth? 
Wrong again, for viewership in metros and small 
towns mirror each other for awareness and attitude 
building vehicles such as news, sports, English movies 
and entertainment and kids channels, according to 


EAEE Small town customers do not have global aspirations 
REALITY: Even a cursory look at the sheer number of people migrating to foreign countries or 
big cities for education or employment shows otherwise 
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TAM figures for April-June 2004 
for cable and satellite households. 
Sports channels were watched by 
l per cent of metro viewers, the 
same as small towns. Music channels 
by 3 per cent in metros as well as 
small towns. Even English enter- 
tainment channels such as Star 
World, Zee English, and AXN have 
an identical, 1 per cent share of 
viewership in the two categories. 

Similarly, there is a false as- 
sumption of a communication gap 
between the moderator (large-town 
marketer) and the respondent (small- 
town consumer) that is belied by 
the realities on the ground. *The 
biggest myth is to assume that small 
town is a different mass and that 
we need a Hindi or vern baseline for 
it," says Partha Sinha, Executive 
Vice President, Ambience Publicis. 
The fact is that a Hindi or vern 
baseline is needed as much for the 
big city as it is for the small city, for 
huge pockets within metros such 
as Delhi, Kolkata, Mumbai and 
Chennai exhibit population psy- 
chographics that have semi-urban, if 
not rural, characteristics. 

"The small town consumer is 
more intelligent than most admit 
when it comes to comprehending 
ads. She is still not desensitised, un- 
like metro consumers," says Harish 
Bijoor, who runs an epnoymous 
marketing consultancy. While con- 
ducting a study for a foreign mar- 
keter entering the Rs 20,000-crore 
consumer durable industry, Bijoor 
Consults found that ephemeral 
product claims in advertising (such 
as the one where a television works 
wonders for your body) were lit- 
erally scorned by the small town 
consumer. *One rule that works 
across big and small towns is simple 
and straightforward advertising," 
adds CavinKare's Ranganathan. 

The legendary marketing guru 








AGE Small town customers buy products 
in small sizes 


REALITY: Awareness that small packs are actually more expensive 
is much higher in small towns. Where they can afford it, 
small town consumers go in for big pack sizes 





" aM | 
EAE Small town customers are obsessed 
with price, price, and price 


REALITY: Consumers with equal amount of money in small towns | 
buy more expensive products compared to big-city consumers 


is 





Orvel Ray Wilson once said, “Customers buy for precarious power supply in small towns in mind when 
their reasons, not ours.” Indian marketers would do it launched its aptly named battery-powered refrig- 
themselves a service if they kept small-town ‘reasons’ erator Bijlee, rather than being blindly guided by 
in mind, much the way Electrolux Kelvinator kept the the old discredited myths about small towns. Œ 
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SMALL IS 


BEAUTIFUL 


Retailers are experimenting with a variet 
proposition with which to woo the small 


Retail chain Nilgiri's sees big growth opportunities 
in small towns of southern India 


MALL" SEEMS TO BE 
the operative word for 
retailers in the eight 
towns visited by 
Business Today writers 
to put this story package together. 
When asked to describe the retail 
stores in the towns, their answers 
were uniform: *The Wills Lifestyle 
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store in Belgaum is small", or *the 
Ebony in Jalandhar is smaller than 
the one in Delhi" or “Rajkot is 
dominated by small shops". 
Small. And that's exactly what's 
keeping some very big retailers at 
bay. While there is a huge retail 
rush into the class one towns, it 
has a size and flavour of its own. On 


ie. 


JALANDHAR 


Cosmetic counters like this one at the Ebony store 
have proved a big hit with women shoppers 


the subject of flavour, have you 
heard of Moustache or Turtle Shirts 
or WaghBakri, maybe Sapat? Well, 
you would have if you lived in a 
town in West Bengal or Mahara- 
shtra. They happen to be fairly esta- 
blished apparel and tea brands. And 
if you lived in Jalandhar you would 
be visiting Yankee Tunns for your 
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town shopper. * BY PRIYA SRINIVASAN 


sundowner or if you lived in Rajkot 
you would be indulging in a fair 
bit of retail therapy at ‘Options’ 
(make that ‘One Stop Shop’ or 
‘Overtake’ for Jalandhar), a retail 
store that stocks all major brands 
across product categories, The home 
market has clearly seen some early 
movers—all local. “Regional brands 


BELGAUM 


A Compaq showroom offers the town's geeks a 
chance to partake in the digital revolution 


do very well since they penetrate a 
particular geography with much 
lesser spend than large brands, they 
don't have very large overheads 
and they give better margins to re- 
tailers," explains Jagdeep Kapoor 
of marketing consultancy, Samsika. 

No wonder the likes of Lifestyle, 
Shoppers' Stop and Globus are tak- 


pon the winning 


VIJAYAWADA 


The Music World outlet keeps the city's cool crowd 
up to date on the newest chart-busters 





ing their time to chalk out a strategy 
for the ‘class one town’ (population 
between 5 lakh and 10 lakh) marker. 
For one, their current formats sim- 
ply don't lend themselves to a town 
that small. Says Kumar S., Managing 
Director, Lifestyle International: 
"Our format typically lends itself 
to towns with over 3 million popu- 
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lation. Our stores won't be viable in a class one town". 
Sentiments that are echoed by B.S. Nagesh, MD & CEO, 
Shoppers' Stop, who says that the store has no plans of 
entering towns smaller than Lucknow, Kanpur, Ludhiana 
or Surat right now. “Shoppers’ Stop follows the same 
model in all its stores and doesn't adopt different strate- 
gies for different cities,” notes Nagesh. In course of time, 
however, these stores may have to make an entry into 
these towns, and when they do, chances are you will see 
a shrunk version of the Lifestyle or Shoppers’ Stop 
that comes up in, say, Navsari or Trichy. 

While mega stores agonise over strategy, small 
home-grown retail ventures like Chennai's Odyssey— 
a ‘leisure store’ selling mainly books, toys and music— 
is quietly branching out into Salem, Vishakapatnam and 
Vijayawada in addition to its existing outlets in Trichy 
and Chennai. “It’s important to be the first mover. 
Small towns have only so much buyer capacity. The ini- 
tial size of an Odyssey store will be 2,500 square feet 
in a small town, and not upwards of 6,000 square feet 
like in the metros, since this is the capacity that a 
small town can take," says T.S. Ashwin, MD, Odyssey. 

Another successful retail chain that is largely re- 
gional and successful has been the Nilgiri's super- 
market, which operates in the southern states. The gro- 
cery category, however, is an interesting one where the 
existing metro formats are actually being grafted on the 
townscape as well. Kishore Biyani-promoted hyper- 
market Big Bazaar, for instance, has already gone 
into Nagpur, Bhubaneshwar and Nashik with its entire 
offering, and has Durgapur, Varanasi and Amritsar on 
the radar. *We believe that these towns are ready 
for us; there has been practically no retail activity in 
these towns. When we study the towns we look at wh- 
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ere people are going for leisure activities, like a mela 
or a temple, because finally a mall is a place of enter- 
tainment,” says Biyani. While others like FoodWorld 
are more wary about rapid expansion, a no-frills retailer 
such as the Chennai-based Subhiksha has a relatively 
inexpensive model that can be taken to smaller towns. 


It's All About Entertainment 


But what about the capacity of the towns, will he face 
severe competition when the next hypermarket comes 
in? “I will set up the next one where there is capacity in 
a town before anyone else gets there," says Biyani, 
with the aggression of a first mover wanting to protect 
his turf. Biyani’s ‘entertainment hub’ model is getting 
popular with property developers in the towns. Take the 
case of Srirang Sarda in Nashik who has developed a 
complex where Mumbai-based Cineline Cinemas has 
opened a multiplex and Big Bazaar is the other big an- 
chor. Sarda has plans to start a gymnasium and a health 
club as well. “We figured that the main gap in the 
smaller towns was entertainment and that’s the gap we 
sought to fill. Moreover, I am looking at people from 
neighbouring towns coming in as well, so the catchment 
area goes beyond just Nashik," says Sarda. 

The model is mushrooming across the country. 
Take the case of the West Bengal government agency, 
the Asansol-Durgapur Development Authority, which 
has floated a Jv with Shristi Infrastructure Development, 
a private infrastructure developer, to provide need-based 
infrastructure to the towns of Durgapur and Asansol. 
While Durgapur will see an urban utility plaza complete 
with a Big Bazaar outlet, a three-screen multiplex and 
an international hotel chain, Asansol is witnessing the 
rise of an ‘integrated township’ with residential and 
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commercial complexes, school, hospital and of course 
shops. Not very different from the townships mush- 
rooming around metros like Delhi and Mumbai . 

Sarajit Deb, CEO of Bengal Shristi, the joint venture 
company, says the strategy has gone a step further 
with the model for Ranigunj, a town near Asansol 
and known for its coal fields, which will soon have a 
spanking new infrastructure hub comprising a truck ter- 
minal, warehouses, motels, petrol stations, shops and 
dhabas. And again the ‘catchment area’ for these proj- 
ects would be a 
good part of the 
Burdwan district of 
which both Asansol 
and Durgapur are 
part, says Deb. 

Coming to the 
core issue of pur- 
chasing power and 
capacity though, 
which is what large multiplexes and multinational 
brands worry about finally, some multiplex operators 
like Fame Cinemas of Mumbai have zeroed in on rel- 
evant pricing strategies—the operator prices his tickets 
at Rs 55 at its Nashik venture. Multiplex tickets are typ- 
ically priced in the region of Rs 130 in the large metros. 
“It would be stupid to imagine that Mumbai prices can 
work in these places. We would obviously take some 
parts of the offering and stick them in and invest only 
what we can recover,” states Shravan Shroff, who 
heads Fame Cinemas. He adds that the foray into 
smaller towns is a great derisking strategy, since these 
towns are fast-expanding cities but not large enough 
sometimes to absorb two players. 
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Coffee chain Barista has followed a similar policy. 
The company has launched a range of coffees at Rs 
20 per cup in Chandigarh while its prices for the met- 
ros (for a full cup of coffee) are in the Rs-40 range. 
“While there is a huge aspiration in these towns, 
they need something that suits the pocket as well. We 
can't possibly have metro prices there," says Barista's 
Head of Marketing & Strategy Brotin Banerjee. 

Finally, while talk of entertainment hubs and hy- 
permarkets is headline-grabbing material, the retail 


The grocery category is 
an interesting one where 
the existing metro formats 
are actually being grafted 


topography in these towns will in no way be limited to 
these glitzy newcomers. What will, in reality, exist is a 
complete mix of local players, brands, kirana stores, gen- 
eral stores, organised pharma outlets, pan-biri shops, 
auto outlets, hardware stores and what have you. 
But there is one crucial statistic that indicates 
how the new kid on the block—organised retail— 
will fare. According to Samsika's Kapoor, it is ex- 
pected to account for 20 per cent of the total sales 
of a class one town in the next five years, up from 
the current 1 per cent or so. 
ADDITIONAL REPORTING BY NITYA VARADARAJAN 
IN CHENNAI, PRIYANKA SANGANI IN MUMBAI 
AND SUDARSHANA BANERJEE IN NEW DELHI 
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INTERVIEW/HANS STRABERG | 


PRESIDENT & CEO, AB ELECTROLUX 


T'S EASY TO MISTAKE HANS 
Straberg for an Ameri- 
can. Tbe occasional burst 


of aggression and the 
candour are not quali- 
ties associated witb stern 
and formal European CEOs. But 
when you are running the world's 
biggest consumer appliances com- 
pany (the Stockholm-based AB 
Electrolux raked in $17 billion in 
revenues last year), aggression is 
not just desirable, but required. 
For instance, Straberg, who man- 
ages businesses across 150 coun- 
tries, must keep an eye on both EA H N Í I 3 
cing deal, met with BT’s Shailesh H t ^ ; () 
Dobhal and Sushma Subramanian 


brand competition from 

to talk about Electrolux’s plans ) 9 
for India and elsewhere. Excerpts 

from an exclusive interview: 

Your predecessor, Michael Treschow 

(now Chairman) was known as 

Mike the Knife, because of his focus 

on cost-cutting. How would you 

like to be remembered? 

I would like to be remembered 


Whirlpool and General Electric 
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and cost competition from others 
such as Haier of China. It’s tough 
work and “not always very pleas- 
ant" says a candid Straberg. On 
his maiden visit to India after 
taking over as CEO in April 2002, 
the 47-year-old Straberg, in be- 
tween taking stock of his still- 
ailing Indian subsidiary and anno- 
uncing a $300-million outsour- 
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for being the CEO who, along with 
the Electrolux team, built the 
Electrolux brand into the leading 
global appliance brand. 


How do you plan to do that? 

Through products that are devel- 
oped based on consumer insight 
marketed under the Electrolux 
brand and then delivered and sold 
to the consumers at a very efficient 
cost. And when I talk about prod- 
ucts developed based on consumer 
insight, that's what is the basis of 
Electrolux. We, as Electrolux, don't 
ask consumers to be engineers, We 
do consumer interviews. We study 
trends. We ask consumers what 
problems and desires they have, 
and then we imnov 
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the strong local brands. 


If you promote one brand, doesn't an- 
other one get pushed down? Like it 
d with Kelvinator in India. You 
almost phased it out here. 

That has to do with the situation 
that Kelvinator is known for a cer- 
tain type of product. And now we're 
trying to go in for a wider product 
range. Electrolux is a brand that 
has a very good (wide) connota- 
tion, and therefore, we take that 
advantage to build Electrolux. 
Otherwise we would have had to in- 
troduce Kelvinator into new seg- 
ments and reposition it, and it's not 
natural to do that. And at the same 
time we're building Electrolux be- 


cause that's our global brand. 





was some talk of consolidation in the 
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Is the sentiment very much the 
same today or has it changed? Do 
you think consolidation will still hap- 
pen internationally? 

We are in such a position today 
that it probably will be difficult 
because of anti-trust rules to buy 
one of the big competitors. We 
today are interested in different 
areas to acquire companies. We 
already have the size today that 
(consolidation) is not going to 
determine our future. 


But doesn't a lot of the growth in 
developed markets, like the United 
States, depend on consolidation? 

Well, if you look at our market- 
shares in the US, in 1995 we 
had about 13 per cent. Today 
we have 23 per cent without 
buying any companies. And 
there's still 77 per cent, isn't it? 


How do you view the threat from 
new entrants like Haier? 

First, I would like to say that we 
are very much focused on the 
consumer. It's the consumer who 
pays our salaries. So we need to 
fulfill their needs. At the same 
time, we are taking this very ser- 
iously. We have been in business 
for 85 years, and I have been 20 
years with Electrolux, and this 
has been happening all the time, 
whether it's Eastern Europe or 
Turkey, whether with Koreans or 
Chinese (competition). It is not 
something we are panicking about. 


What are the areas of growth and con- 
cern for Electrolux in India? 

We were early in and at that time 
we saw the world was going to 
globalise over time. That's why in 
many places we went in the 1980s 
and the early 1990s. But we treated 
these different markets quite sepa- 
rately. Today, globalisation is here. 
And we have built a position where 
we can take advantage of this. In 
India we have gone through a per- 
iod of restructuring. 
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A very long one at that. 

I admit, in hindsight, we probably 
should have done things a bit dif- 
ferently. We have learned from this 
like we have in many markets and 
we are now changing pace. | know 
we have had a lot of negative press 
and I regret that, but we are taking 
the necessary steps and as you can 
see, we did not bail out. We are 
committed to the Indian market 
because I am a firm believer in 
India. And I can tell you that belief 
was raised 10 times after I met your 
President yesterday. 


How was the meeting? 


E 
INNOVATE” 


It was fantastic. It is one thing 
that I will tell my grandchildren 
about. I was told that the meet- 
ing could last between 10 min- 
utes and 45 minutes, depend- 
ing on the interest, and it lasted 
close to an hour, and we dis- 
cussed various issues. You have 
a remarkable President. I am 
only the president of 80,000 
people. Here I met a legend who 
is the President of a nation of a 
billion people. And he pulled 
the computer screen to me and 
started to present his vision for 
India, and it was very interesting, 
and in a number of things that 
he talks about are core values 
for Electrolux like environmen- 
tal consciousness and connecting 
people and businesses. 


VINWVHS HS8311Y 


What is your impression of India? 

I have been here several times, 
but this is my first time as presi- 
dent of the company. I think 
India is now moving very fast 
and only in five years time I see 
a lot of change. 


Has growth in India been a disap- 
pointment for you? 
I think India is about ready to 
take off. When more and more 
people can afford refrigerators 
and washing machines and things 
like that, and then it begins to 
take off. I made a home visit yes- 
terday and this person was actually 
very satisfied with our products. 


Were there competing products in 
the home? 

Yes, because we have not sold tele- 
visions or microwaves before, but it 
was very interesting to hear the 
views of a real consumer. 


How long do you give your Indian com- 
pany to break even? 

We have a plan that is working, We 
have stability here, and the next 
thing is profitability. Management 
(Indian) is confirming to me that at 
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the very end of 2005 we will 
break the waterline. We're also 
introducing new products here. 
The Indian middle class’ con- 
sumption pattern is changing. 
The mood is changing. People 
see an opportunity to grow in the 
world. The newer generation that 
has travelled and looks at products 
on the Internet, they see it and 
they want to have it, too. 


How important is India in your 
global strategy? 

India is actually very important 
going forward for us because of its 
growing market, very competi- 
tive market, but not only as a 
market to sell products in, but 
also to utilise the human resources 
in IT, in the call centres and we see 
the industry is becoming more 
and more competitive in provid- 
ing components and even fin- 
ished products over time. 


But you're sourcing (from India) only 
for your professional outdoor divi- 
sion and not consumer durables? 
The components are for outdoors 
products, and we're looking at an 
opportunity for lawnmower engines 
and such, but we are also looking to 
export, in a small scale, products 
out of India, too. For our Indian 
operations and for any nation, you 
have to earn the right to grow. 


How big are your operations in China? 
We have sales close to $250 million, 
but we also source vacuum cleaners 
and small appliances from there. 


What is the vision Indian Management 
gets from you to achieve profitability? 
To earn the right to grow, improve. 
If you ask me for a marketshare 
target, I'll give you one and that is, 
more. It’s important to grow in 
India, and we want to grow. But 
marketshare is one piece of the puz- 
zle for us, because I could grow 
tremendously just giving products 
away. Well, when the prices come 
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down, we said let someone else give 
away the product. In the end, if 
you're not getting paid for the mate- 
rials, no one can make money. If 
you think you will be able to com- 
pete on low cost alone, then I’m 
not sure you will be so successful. 


There's a price erosion also happen- 
ing in this country. Do you see that 
affecting you? 

This is not too bad for business. If 
you look at flat screen Tvs and CD 
players, where there is 50 per cent 
grow th in one or two years—this is 
good business. But it’s a tough busi- 
ness, and I think we can see it grow 
by continuing how we're doing. 


How is that? 

For the consumer, it's all about 
“me”. If we can become con- 
sumer-centric, then consumers 
feel that we understand them and 
they can relate to what we give 
them, then they're prepared to 


MOVING VERY 
FAST AND IN FIVE 
YEARS | SEE A 
LOT OF CHANGE” 





pay a premium for it. 


How difficult is it to manage the 
labour/political opposition to out- 
sourcing? 

We have to stay competitive, 
and today consumers don't pay 
extra because the product is 
made in a certain place. Of 
course, it puts a lot of strain on 
countries that lose manufacturing 
to find new opportunities, and of 
course that is an issue, and it's an 
issue of globalisation. I have the 
deepest feeling for people who 
lose their jobs because jobs are 
moving. At the same time, con- 
sumers expect prices to go 
down. And they are prepared 
to buy products made with con- 
sumer insight. 
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How do you, as CEO, who has to 
make these decisions, deal with it? 
It is very tough. It's not always 
very pleasant, but l'm employed 
by Electrolux, and if I don't make 
those decisions, then I jeopardise 
the future of the company. When I 
do (make such decisions), | do my 
best to explain to people in the com- 
pany that we have to cut costs. It’s 
tough and it’s a lot of work and 
then when we go home and buy a 
new TV set we expect the price to 
have come down. We are, in a way, 
our worst enemies. But at the same 
time when prices come down, vol- 
umes have increased, new markets 
have opened up. So it’s a posi- 
tive thing, but of course, it’s tough 
to explain to Mr. Smith tn this 
place that you’re losing your job 
because of this. It’s very tough. 
And I’m also a human being. 


How do you feel about your competi- 
tors? Whirlpool, for example, is in a 
better position than you are here? 
India is not the only place where 
we have lots of competition. | 
think about the consumer. I don't 
spend much time thinking about 
the competition. Œ 
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Farms 
In Focus 








Agriculture is back in investment focus. Presenting a set of agri-sensitive 
stocks that could help green up your portfolio. BY ROSHNI JAYAKAR 


HAT WOULD JIM ROGERS AND T. ROWE 
Price be thinking? If you're unfa- 
miliar with the names, here's a gist 
of what the investor duo is famous 
for. Rogers and Price are masters 
of investment ideas based on everyday observation of 
the world around us. Their favoured method: just 
look around at what's happening, and make common 
sense bets on the way things are moving. 

What you, the lay investor, would surely have no- 
ticed is the heightened attention that policymakers 
are giving agriculture these days. Of course, you need 
to separate the wheat from the chaff when it comes to 
the statements coming from Delhi. Also, talk of taking 
‘market reforms’ to the primary sector may be slightly 
premature. But even if overseas market access remains 
restricted, the creaky old controls are retained, free price 
mechanisms are not allowed to come into play, infor- 
mation on actual demand and supply remains ob- 
scure, and the sector gets no more than a boring old- 
fashioned tranche of public investment in the same old 
things (as the CMP promises), several agri-sensitive 
stocks listed in India seem set for a good run. 

So what are Dalal Street's fertile fields for growth? 
Several, it turns out, if added spending is to go towards 
crop protection, better seeds and irrigation facitilies, to 
begin with. There are many companies in the fields of 
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agrochemicals, seeds, irrigation, pipes, farm management 
services, pumps and tractors. “Most of these stocks are 
not low priced, but not expensive either,” says Jamshed 
Desai, Head of Research, IL&FS Investmart, who sees 
many of these stocks either good opportunities irre- 
spective of policy-level stimuli, Raamdeo Agarwal, 
Managing Director, Motilal Oswal Securities, how- 
ever, prefers to wait for budget specifics and other 
policy clarifications before firming up his picks. 

Anyhow, if you want to get into agri-sensitive stocks 
ahead of the curve, here are some that could come 
good, whether the country adopts market or state- 
handled tools to boost agriculture. 


Syngenta India 

A global agri-business company, Syngenta India was 
carved out from Novartis four years ago. It boasts of 
a fairly strong brand portfolio of agrochemicals and 
seeds such as Curacron and Polytrin. Crop protection 
chemicals, including insecticides, herbicides, fungicides 
and rodenticides, make up three-fourths of revenue (or 
Rs 332.5 crore), while value-added seeds add Rs 
80.9 crore. In all, enhanced effort to minimise crop 
losses would go in the company's favour. Its major 
competitors are Rallis, Bayer and Excel, and it is in 
good shape operationally; it expects bottomline 
growth to outstrip topline growth. 





Syngenta India 





Net sales 41296 ^ 

Net profit 55.29 230- 

Equity capital 15.93 n | 

Net worth 307.79 | 

EPS (Rs) 17.36 1% 

PE ratio* 8.9 ii] 

*As on June 16, 2004 Jan 1.04 Jun 15, (4 
CT o 241.85 " 188.75 





Monsanto India 

Monsanto India, a subsidiary of the US-based Monsanto 
in the news for abandoning its hybrid wheat project, has 
been at the forefront of the genetically modified (GM) 
foods movement. The company, which saw a sharp rise 
in profit last year, has a bright future in a country with 
a pragmatic interest in farm productivity. Exports are 
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Monsanto India 











Net sales 333.3 |99 Jan 1,04 

Net profit 69.3 1,557.05 

Equity capital 8.63 1.400 

Net worth 327.97 

EPS (Rs) 80.3 200 

PE ratio* 14.5 i5 | 
*As on June 16, 2004 Jun 15, 04 
Figures in Rs crore for year ending March 31. 2004 1.000 — — 1,165.15 


buoyant, and it has struck partnerships with several seed 
companies. While its herbicide business is under pres- 
sure from new options and competition from generics, 
its bt cotton seeds have taken a firm hold of India's hy- 
brid cotton seeds market. *Monsanto is a leader in the 
seeds business," says Rohit Srivatsava, strategist, SSKI, 
"and provides a good investment opportunity." 


GRAPHICS BY PINAKI PAUL 


ITC 

Who said anything about tobacco? ITC makes it to the 
list for its agri-businesses, which account for 17 per cent 
of its turnover, and for its ‘e-choupal’ project to wire 
up India's farmland. The latter, with 4,150 instal- 
lations and counting, holds enormous potential in 
delivering live information on prices, weather condi- 
tions, disease outbreaks, special knowhow and much 
else to farmers. Says Jigar Shah, Vice President, K.R. 
Choksey Securities, *Farm management services are 
likely to be the biggest beneficiaries." Similar projects 


Net sales 6,888.49 120 

Net profit 1,616.01 [fen 

Equity capital 247.68 

Net worth 6,386.37 100 

Ben 65.28 sop ino 
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Jain Irrigation Systems 


Net sales 405.30 20 107 45 
Net profit 20.82 |” 

Equity capital 53.00 

Net worth 180.34 ” 

EPS (Rs) 528 —. 

PE ratio* 16.65 





*As on June 16, 2004 
Figures in Rs crore for year ending March 31,2004 59 —— 


include Tata Chemicals’ Tata Kissan 
Kendras and EID Parry's initiative. 


Jain Irrigation 

This company has cornered two-thirds 

of India's market for micro-irrigation 
systems—the precision drip and sprin- 
kler networks that can be used effi- 
ciently to administer plants with a pre- 
calculated mix of water and nutrients. As 
Indian farming modernises, expect more and more 
farms to use irrigation systems of this kind. However, 
do bear in mind that this is a business full of unorgan- 
ised sector players, since there are few technical barri- 
ers to entry. Jain could still make major gains, however, 
if it capitalises on any awareness of modern irriga- 
tion techniques generated by the government. 
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M&M 

You've read the papers: in 2003-04, tractor-maker 
Mahindra & Mahindra's net profit more than doubled 
over the previous year's figure. It's not all because of 
tractors, admittedly; its vehicle sales have been strong 
overall, and its costs have been tightened. But tractor 
sales have marked a recovery that looks more than sus- 
tainable. In the quarter ended March 31, 2004, M&M 
sold 15,066 tractors (in an overall market of 61,401), 
up from 10,049 the previous year (market: 43,000). 
Any agricultural boost ought to energise sales. 


Mahindra & Mahindra 





Net sales 4,959.1 °0 
Net profit 411.49 
Equity capital 116 
Net worth 1,554.31 
EPS (Rs) 30.04 
PE ratio* 14.54 
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PSL 

Net sales 880 12 

Net profit 28.3 Jan 1,04 
Equity capital 29.08 100 86.05 
Net worth 152 

EPS (Rs) 304 y. 

PE ratio* 9.45 


Jun 15,04 


*As on June 16, 2004 92.35 
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PSL Ltd 

There's money in steel pipes, and 
PSL, with its 70,000-tonne-per-an- 
num capacity at nine pipe mills 
across India, is likely to make lots. 
“If investment in irrigation is to 
be stepped up," says Desai of 
IL&FS Investmart, “then need for 
steel pipelines would go up." So while 
firms such as Finolex gain from short-dis- 
tance poly vinyl chloride piping, PSL gains 
from big projects. And it's not just irrigation pipes 
it makes, but also oil and gas pipes (it currently 
boasts of projects from 10C, Gujarat Water Board 
and GAIL). Entry barriers to the business are not 
low either; spiral weld pipes, for example, require 

quite some technology to make. 
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exports water pumps and valves. The 








Kirloskar Brothers | 
Another beneficiary of big irrigation works - 
could be Kirloskar, which makes and 


Rs 500-crore company has a truly vast | 
range of pumps on offer, from 0.375 
kw to 10,000 kw. Its expertise goes — 
into some of the country's biggest 
water projects: Sardar Sarovar 
Narmada Nigam Project and Krishna 
Water Supply Scheme, to name just two. 
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Punjab Tractors 
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The company recently acquired a UK-based com- 
pany, SPP Pumps, to reinforce its global strength in 
its field of business. 


Punjab Tractors 

India's second largest tractor maker. Though promo- 
ted by Punjab State Industrial Development 
Corporation (PSIDC), this agricultural equipment 
manufacturer has been moving towards the pri- 
“vate sector; CDC Financial Services acquired the 
Punjab government's 23.5 per cent stake in 2002. 
The company also make forklifts, castings, agri- 
cultural implements and combine harvesters. Its 
. current stock valuation may seem absurdly high (a 
PE ratio of nearly 30), but remember, the industry is 
in turnaround mode after three bad years, and it has 
o been launching new products aggressively. 
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United Phosphorus 
United Phosphorus Limited (oso: the | largest 
producer of crop protection products in 
India, sells fungicides, insecticides, ro- 
denticides and herbicides. It is an intel- 
lectual property player, too. It is doing 
well financially, and making global ac- 
quisitions. It has bought a fifth of 
Cropserve, a company based in South 
Africa, and also the registered products 
lenacil (original inventor: Du Pont) and 


Í United Phosphorus " 
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Figures in Rs crore. für year nit Math ai 2008 
There was no trading in the scrip between January 1, 2004, and January 22, 2004, as another 
group company merged with United Phosphorus. 


*As on June 16, 2004 
Figures in Rs crore for year ending March 31, 2004 30 - 


chloridazon (original inventor: BASF) from Agricola for 
the UK, France and Italy markets. 


Indo-Guif Fertiliser 

This A.V. Birla Group company did not do too well in 
2003-04, but increased demand could spell a bounty. It 
claims to be cost-competitive and energy-efficient, since 
it supplies low-cost urea despite using gas as a raw ma- 
terial, which gets relatively less subsidy from the gov- 
ernment. Lifting the production cap on Indo-Gulf could 
prove to be the cheapest way to boost urea supply to 
farms. According to Atul Rastogi, analyst, Motilal Oswal 
Securities, “A 15 per cent increase in volumes could 
add 20 per cent to net profit.” Gas prices are still an is- 
sue to be tracked, though. Also, from a long-term per- 
spective, how competitive the company would be under . 
free market conditions is still open to question. a 
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Sober counsel: Kishin Kaiser (L) believes doing research is the only way son Hitesh can move up the learning curve 






So, Your Teenager 


Wants To Trade... 


If your college-going teen wants to play stocks, don't growl. 
Here's what you could do. BY SWATI PRASAD 


ITESH K. KAISER, 19, ADMITS IT. HE'S 

smitten. Not the way 19-year-olds are 

supposed to be, though. It's quite an- 

other set of hormones raging within 

him—and he needs to get it off at the 
stockmarket. His dad, Kishin Meghraj Kaiser, 56, is not 
in the least surprised. After all, Hitesh is a third-year stu- 
dent of Bachelor's in Management Studies, and can legi- 
timately blame his education for his passion. 

The good news is that as post-adolescent passions go, 
this is potentially good for the family's fiscal health. He 
doesn't need to be told that; his peers from college— 
Vivekananda Education Society in Chembur, Mumbai— 
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routinely thump their chests over their Dalal Street ex- 
ploits, and he’s keen to make a small fortune him- 
self. He’s lucky. His dad, a former Glaxo employee who 
took voluntary retirement and now runs an insurance 
advisory, is game. Even encouraging. “Hitesh’s friends 
have been investing in the stockmarket," says a matter- 
of-fact Kaiser, “that’s how Hitesh too got inclined." 


Starting Small 


Just how much money should a parent let his child play 


investor with? It all depends on how much you can 
spare, and your attitude to risk, but it's advisable to keep 
it well within the limits of anything that could wreck the 
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Demand Side Management in the Ener By Sector 
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family's finances. It must start as a small experiment. 

Offering a monthly ‘allowance’ (say, Rs 10,000 a 
month) is an idea that strikes many parents; but then, 
this could encourage needless purchases just to use up 
the funds. Good opportunities are not in the habit of 
presenting themselves at regular intervals, so case- 
by-case funding may be wiser. Kaiser senior, for ex- 
ample, stumps up the cash for his son's investments 
without a second thought if they're under Rs 20,000. 
But when it comes to bigger investments, Kaiser insists 
on having a strong say in the decision. 

That's not all. While Hitesh's friends indulge in 
intra-day trading, which involves punting on a stock ris- 
ing or falling sharply in a single day, he is allowed only 
long-range investments. And that too, in quality HR 
“I have asked him to stay away from Z group compa- 
nies," says Kaiser, whose 
main concern is to see his 
son go up the investment 
learning curve. He en- 
courages his son to read 
newspapers, company 
balance sheets and busi- 
ness magazines as a mat- 
ter of discipline. 

Add internet stock re- | 
sources to that list, sug- 
gests Jaya Nagarmat, Pro- 
prietor, Investor Shoppe, 
and investment advisor. 
Even then, there's no 
limit to how much one 
needs to know. “Unless 
you are a pro," she adds, 
"it is very difficult to 
make a big buck." 


No Getting 

Carried Away 

The thing with playing 
stocks is that it’s easy to get carried away with one’s own 
skills—especially after a successful run (very easy in a 
bullish market). It's important, too, to have a realistic 
sense of just how good these skills are. Hitesh, for insta- 
nce, won't dare do what his classmate Ankit Hasmukh 
Gala, 19, does. With a summer job at a brokerage firm 
run by his uncle, Gala does day trading. “My uncle 
guides me," says Ankit, “He tells me in the morning 
which stock to invest in and I follow his advice." 

To those who have no such uncle, it's best to stick to 
the safety of bets taken from a long perspective. 
Teenagers must remain conscious that it's someone else's 
money they're using—and it's not for blowing up. 
Above all, they must resist the temptation to play an 
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Ten Commandments For Teenagers 





even bigger game, with more money. ‘Imagine how 
much I would have made with a lakh...’ is a thought 
that crosses every new investor’s mind who makes a few 
rupees on a small investment. This is the lure of esca- 
lation that parents must guard against. 

*No one, especially teenagers," cautions Nagarmat, 
"should borrow money for investing in the stockmar- 
ket." This reasoning extends to the household's fiscal 
affairs. Her rule is simple: indebted families should stay 
away from trading. "It is better to pay-off all debt 
(such as high interest loans and credit card outstanding) 
rather than put the surplus in the stockmarket,” she says. 


Learning, Above All | 
Increasingly, parents are looking at the money they hand 
out for the purpose—whether lost or multiplied —as an 
investment in the coming 
| of age of their teenagers. 
— The line: if they're old 
-enough to drive, they're 
old enough to invest. And 
learning costs money. 
. Sameer Koticha, 43, 
Executive Director, ASK. 
Raymond James, has. been 
investing for two decades, | 
and is proud that his 19- 
year-old son, Monik Koti- 
cha, a second year Bac- 
helor of Management 
Studies student of Mum- 
bai's HR College, is cott- 
oning on fast. “This is their 
age to enhance knowl- 
edge. The foundation i is 
made at this age," feels 
Koticha, who advises his 
son to read business, 
analyse it and interact. 
with people to under- 
stand it. Monik has read Intelligent Investor by Benjamin 
Graham, One up on Wall Street by Peter Lynch and 
Security Analysis by Graham & Dodd, and intends to 
read more. “We share and discuss our experience on the 
wisdom of investing," adds Koticha, who wants his son 
to invest with "at least three-to-five years’ horizon". The 
dictum: buying a stock is no different from buying a 
business. So find out all you need to. 

For his part, Monik says he has learnt not to be 
swayed by market herds. *It is important to study a 
company well, before investing," says Monik, adding, 
“If you get a stock at right valuations, you should 
hold onto it". Now that's some wisdom, coming from. 
a young investor. But then, 19 is no ordinary age. Bl 





bt global leaders 


Of Dogs And Ownership 





O APPRECIATE THE IRONY OF HERNANDO DI 
` Soto's advocacy of an inclusive legal frame- 
work for property rights in the Third World. 
you need only know what his 16th century Spanish 
namesake is remembered for: snatching all that he 
could from aboriginal *Indians' in North America. 
The modern-day Peru-born de Soto is known 
best for his thinktank, Institute for Liberty and 
Democracy, and the global influence it has gained. 
He is also known for the clarity of his driving force 
as an economist. "I do not view capitalism as a 
credo," de Soto is on record with, *Much more 
important to me are freedom, compassion for the 
poor, respect for the social contract, and equal 
opportunity. But for the moment, to achieve those 
goals, capitalism is the only game in town." 
That the man is also on the hit list of Peru's 


SAOVWI ALL3D 


HERNANDO D EMSI[SNRÉG] Shining Path, a bunch of ideological extremists, is 
Ect 





a tribute to his success in telling the country’s 
marginalised that their ‘class struggle’ is not going 
to get them anywhere, and their best hope is a 


Author and 
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struggle against government intrusion into their legitimate pursuit of livelihoods. 

The explanation is best provided in The Mystery of Capital: Why Capitalism Triumphs in the West 
and Fails Everywhere Else, his book published in 2000, it argues that poor countries lack the in- 
frastructure of asset management that’s taken for granted in rich countries. “One main reason why 
the informal sector has not become formal is that from Indonesia to Brazil, 90 per cent of the informal 
lands are not titled and registered. This is a generalised phenomenon in the so-called Third World.” 

What poor countries need to do is establish and enforce laws that turn ‘dead assets’ into ‘liq- 
uid capital’. People often own such things as land, but have no access to credit. In the absence 
of any legal ownership title to their property, they cannot even mortgage it, for instance, to raise 
funds for a business—let alone gain any other form of liquidity (such as a fair sale price). 

“If you take a walk through the countryside, from Indonesia to Peru, and you walk by field 
after field—in each field a different dog is going to bark at you. Even dogs know what private pro- 


perty is all about,” de Soto once quipped in an interview 


oe 
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The only one who does not know it 


is the government." Needless to say, his views are controversial. W 
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The Mentorship Maze 


Managing your own career is hard enough. Could you play mentor too? BY AMANPREET SINGH 


= 





The mentoring act: NIIT's Pradyumna Chaudhuri (left) was voted the company's number one mentor by a team of 50 people 


IRST OF ALL, GET OVER THE 

sweaty palms. That's supposed 

to be for the fresh recruit, the 
poor soul who really hasn't a clue. 
But if you still feel something gnaw- 
ing away at your gut, it could easily 
be a rising sense of panic at the 
thought of being designated some- 
body's ‘mentor’... 

If it’s any consolation, the HR 
department sees enough experience, 
wisdom and whatever else in you to 
be able to give a junior colleague ca- 
reer guidance. Plus, it might even 
pay to give it a shot. 


It’s Only Human... 
Mentorship systems are good for 
employee productivity, morale, sat- 
isfaction and business overall. So 
say HR experts, and there’s no ar- 
guing with that. It’s a responsibility 
too serious to shirk, according to 
Soumitra Gupta, Vice President, 
Citigroup, a talent-nurturing bank. 
Hindustan Lever Limited (HLL) is 
another talent-nurturer that has had 
a mentorship system in place all 
along, though it was restructured in 
2001-02 by GrowTalent, a consul- 
tancy. This has focused the programme 


on results, according to Sanjiv 
Kakkar, vp (Hair/Oral Care), HLL, 
and mentor to his team members. 
“It’s not easy being a mentor,” he 
admits, “as it’s a learnt skill.” 

The Tata Group is not far be- 
hind either. “It’s about the Tata set 
of values that we inculcate in new 
recruits,” elaborates Varun Jha, CIO, 
Tata Steel. The ‘Jamshedpur life’. 

But there’s also evidence that 
many busy executives are uncom- 
fortable with the role. “Sometimes,” 
says Nicholas George, Senior vp, 
Knowledge Solutions Business (KSB), 


Performance anxiety, demotivation, and peer pressu 
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a unit of NIIT, “there is untold pressure 
on the mentor when he not only has to 
be a listener and facilitator, but has to 
deal with domestic, drug and spousal 
problems." Some are up to it, some 
are not. Pradyumna Chaudhuri, a spe- 
cialist in Instructional Design at KSB, is 
clearly amongst the former. He was 
voted the company’s ‘number one’ 
mentor by 50 people. His secret? “It is 
about empathy—people inevitably carry 
their personal life to work and we have 
to understand that.” 

Chaudhuri’s advice: if people need 
to feel less like powerless cogs in some 
big impersonal machine, it’s you the 
mentor who can do something about it. 
So be human. Communicate. Even dis- 
play vulnerability (talking about your 
own failures), if it helps smash the im- 
age of boss-like invincibility that often 
stupefies perfectly intelligible people. 
And yes, be committed to the process. 
“Maintain eye contact,” he says, 
adding, “A mentee just wants to be 
heard. All you have to do is highlight 
best practices and philosophies.” 


...But It's Results That Count 
That mentoring must be results-ori- 
ented is something companies like HLL 
never tire of emphasizing. “It’s not all 
altruistic,” says HLL’s Kakkar, “it’s about 
growth and performance, but it’s also 
about the human being behind the 
brand manager.” For him, listening 
and creating trust is 95 per cent of the 
mentoring battle won. Good mentoring, 
he adds, is also about recognising ap- 
propriate moments to deliver serious 
bits of advice. “How you tell them is 
just as important as what you tell them 
to make them accept it,” says Kakkar. 
After all, everyone needs a friendly 
but frank opinion on their own career 
progress. “We are more like coaches or 
local guardians,” says Jha, “and have to 
deal with job insecurity rather than 
personal problems.” Performance anx- 
iety and demotivation, apart from peer 





and supervisor pressure, are the oft- 
cited problems that call for mentor in- 
tervention. But that doesn’t mean the 
mentor must stay on high alert for such 
things when there is other business 
yelling for attention. “There are no 
straitjackets in the process,” says Jha, 
“the mentee has to take initiative, or the 
mentor could seem pushy.” 

The mentor, though, must still be in 
control of the process, and must keep 
the mentee engaged. “The mentoring 
has to be proactive, voluntary and not 
bounded, otherwise the form becomes 
more important than the content,” cau- 
tions Citigroup’s Gupta. The formality- 
informality balance could depend on 
what maximises the comfort of the rela- 
tionship. “If the mentee is hesitant, then 
I do not push because all I want to be is 
a neutral sounding board,” adds Gupta. 

Neutrality is all the more impor- 
tant when the mentee has a grouse 
against the company, or a boss. “There 
is a need to be firm and not collude 
with the mentee against the supervi- 
sor,” advises Gupta, underlining the 
perils of divided loyalties. What's more, 
the trust must never break down. 
“Never abuse confidentiality of the 
mentee by using it for gossip value,” he 
adds, “it could be very painful.” 


What's In It For You 

All in all, playing mentor need not be 
a distraction if you are clear-headed 
about the objectives. In fact, good 
mentoring can hasten the process of 
work delegation. And if that’s not 
tempting enough, it is always good 
to engage and empathise with younger 
employees who often have fresh in- 
sights and perspectives—unemcum- 
bered by the ‘groupthink’ of the com- 
pany. Jha, for himself, has gained 
vastly from his “sensitisation to to- 
day's generation”. Chaudhuri of KSB 
agrees. “The biggest beneficiaries of the 
mentoring programme,” he says, “are 
mentors themselves.” 





. are problems that call for mentor intervention 
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COUNSELLING 





| am a 30-year-old engineer working as assistant commis- 
sioner in the Central government's Ministry of Labour. Prior 
to this, | worked with a reputed IT company as a software en- 
gineer. In my present job, however, of late | have started feel- 
ing stuck—it is uninteresting and does not offer significant 
growth opportunities or good compensation. | am now con- 
templating a change; | could either do an MBA from a top B- 
school or pursue a course from the Actuarial Society of 
India. If | choose the former though, | have to quit my 
present job. Which of the two options are better suited for me? 
You are an engineer and a civil servant. Now you 
want to do a course in actuarial science or an MBA. It 
looks to me that you have lost focus. First you need to 
decide where your interest and aptitude lie and whether 
you want security or growth in your profession. As far 
as additional qualifications are concerned, an MBA is a 
good bet. However, if you cannot take two years off, 
you would do well to leverage your strengths rather 
than venture into unknown territory with an actuarial 
course. You could get back to rr and do some rr-related 
courses. Since you can do this after office hours, it 
wouldn't come in the way of your present job. 


| am a 25-year-old computer engineer pursuing an MBA (sec- 
ond year) from a top-rung B-school. Recently, a reputed IT 
company offered me a job that offers excellent compensation 
and an interesting profile. But the problem is that the com- 
pany wants me to join it as soon as possible. If | do that, I'll 
have to leave my management course mid-way. Yet, letting 
go of this opportunity would be unwise because | might not 
get such an offer later given the dismal employment scenario. 
What should | do—complete my MBA or take up the job? 
Nothing is more important than education, as far as car- 
eers go. You are already in the second year, if you do not 
complete it, you would waste the year that you have al- 
ready spent at the B-school. I would recommend that 
you complete your MBA and explain to the company 
about your wanting to do so. See if they are open to con- 
sidering you for a similar job a few months later. If not, 
don't worry—there will be other such opportunities 
coming your way once you finish your MBA. 


HELP 
TARUN! 


| am a 28-year-old HR manager with a medium-sized private 
firm. The company has not been performing well for the past 
couple of years and even has an unfavourable image in 
the market. | feel that the absence of employee training and 
performance appraisal measures in the company are the rea- 
sons for this. While | have suggested improvement measures 
time and again to the senior management, it has always re- 
sponded with a clear refusal to spend money on HR when rev- 
enues aren't coming in. | am also unable to recruit fresh tal- 
ent because of the company's bad image. How do | convince 
my boss that HR is strategic to the success of a company? 
If your boss sees results, he is likely to be convinced. 
What you could do is circulate articles and case stud- 
ies on how HR initiatives used by companies similar to 
vours have contributed to their success. But first you 
need to decide whether the reasons you have cited for 
the company's underperformance are real and not a 
figment of your imagination. If what you think is 
correct, you could introduce a simple performance ap- 
praisal system that is neither time-consuming or cum- 
bersome. And finally, you need to counsel your em- 
ployees and motivate them to do better. 


| am a 20-year-old science graduate from a reputed college 
in Delhi. After graduating, | took the common admission test 
hoping to secure a place in a reputed B-school. However, hav- 
ing failed to do so, | am now wondering whether to sit 
home and make another attempt or work for two years 
and then go in for an MBA. Which is a better option? If | do 
an MBA from a second-rung school, will | have good job 
prospects after | graduate? 

You would be taking a chance if you sit at home for a 
year because you might not necessarily get admission to 
a top B-school next year. I would recommend you 
take up a job and prepare for CAT simultaneously. 
Also, by limiting your choice to the top B-schools, 
you could be again headed for disappointment next 
year. B-rung business schools also offer good employ- 
ment prospects to their graduates and if you are good, 
there would be no stopping you. With age on your side, 
opportunities will not be limited once you graduate. 


Answers to your career concems are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jhandewalan Extn., New Delhi—1 10055. 
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RACKING THE IIT-]EE IS JUST A START. FIGURING OUT 
Athe hot technologies a decade ahead is the tough 
part, given the pace of change. "Convergence', you 
hear, is the future. But what does it mean? Definitions 
and ideas will keep changing, but if there's one approach 
you can bank on, it's a multi-disciplinary education. 
Agrees Dr. G.V. Rama Raju, Research Director, Media 
Labs Asia: “The future is in more multi-disciplinary 
fields, to understand technology and application." 
Indian education tends to be highly specialised. But if 
you can master ‘NBIC’, you could command the at- 
tention of tomorrow's global employers. NBIC? 
Nanotechnology, biotechnology, rr and cognitive sciences. 
The four are set to converge, as new application fron- 
tiers—for example, in advanced healthcare—are sought. 
But are relevant courses available? Partly, yes. The irs 
and the Indian Institute of Science, Bangalore, offer some 
at higher levels. And as B.N. Jain, Microsoft Chair 
Professor, Department of Computer Science, IIT-Delhi, 
suggests, “The transition is smoother from an under- 
graduate to a multi-disciplinary approach at the post- 
graduate level." Very well. Still, running broad-based 
undergrad programmes may not bea bad idea. —— 
Qu ADITYA WALI 


MM ACUMEN MOM MW MAAN oim e aar t ks RO rre 





WM SH mam in bm me ere m mi m A PPM MIA 


TNT etnies ne e Ae materna e m n e SA i ng a a fang ERR 


What They 
Know 


How much do companies know about employees? 


Bis WHEN TECH TOOLS HAD NOT INVADED 
A privacy and ‘paranoia’ was just a big word, com- 
panies were assumed to know—officially, on record — 
only as much as they needed to know of an employee. 
Company intelligence has got progressively for- 
malised, not to mention tech-enabled, since. So what 
does today's typical big company know? 

A standard employee database contains just the bio- 
data details: primary personal data, education, skill 
sets, health and past employment information. Bur 
there's plenty more that gets mined and stored. The 
parents’ so-called ‘background’ (profession being a key 
parameter), assumes importance for some compa- 
nies, as the HR head of a finance company reveals. “It’s 
important for us to know the background of parents 
to understand the employee's personality," she says, 
candid about its value. Financial companies often 
run discreet checks on an employee's tryst with the law 





(or run-ins with regulators, embezzlement charges and 


so on). Information on overseas trips could also find 


its way into databases. MNCs typically demand credit. 


history and criminal record checks. “Most of the ~ 


pressure on checks comes from overseas clients,” 
whispers an executive at a global rr solutions provider 
for financial services, “especially after 9/11." W 
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Corporate intelligence: Not the oxymoron you thought 
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To Apply to these Jobs: Log on to www.jobsahead.com and type the Job Code 
SYBASE SPECIALISTS ORACLE CRM 
Scape Velocity, Inc Firstapex Software Technologies Pvt Ltd 
We require a Sr. level SYBASE experienced specialists with complete Incumbent should have good hands on experience in PL-SQI 
design capability and exposure to J2EE framework. He/She should Loader, Linux and troubleshooting set up for Oracle 11.59. HIN 
have excellent logical and as well as analytical skills. Exposure to EDI should have resource for workflow integration experience in orae 








technology will be an added advantage. should possess knowledge of billing conversion into A.R. 
Job Code: 475405 Job Code: 475528 

SOFTWARE DEVELOPERS ORACLE FIN FUNCTIONAL SPECIALIST 

Softek Pvt. Limited SQL Star International Limited 


The selected candidate should have minimum 2 years of experience The incumbent of this opening should be well versed in Orach 
in Java, Vignette, JSP and GUI. He/She should possess good com- sury, Oracle general ledger, Oracle cash management, Oracle ace 
munication skills along with excellent logical and analytical ability. payable and cash forecasting. Knowledge of chart of accounw 


Job Code: 475541 treasury will be preferred. Job Code: 475564 
TECHNICAL WRITER PROJECT MANAGER 
Real Soft International Pvt Ltd Cairn Energy India Pty Ltd. 


We are looking for an exceptionally talented technical writer. Incum- Incumbent will be required to utilize PMI's methodology to ps 
bent be responsible for positioning of companies product and ser- vision and direction for a project team that is responsible for a n 
vices on the website, creating technical papers and preparing docu- of global IT implementation. He/She will be required to init 
mentation. He/She should have excellent communication skills. aspects of project development. Job Code: 473797 

Job Code: 429414 


PROJECT MANAGER UNIX AND COBOL PROFFESIONALS 

Intel Technology India Pvt Ltd Trident Information Systems Pvt. Ltd. 

The incumbent of this opening will provide leadership in removing We are looking for professionals with minimum 3 years of expe 
roadblocks and implementing processes for the smooth and effi- in Unix, Cobol, Pro*Cobol, nix script, (Cobol, HTML), Orach 
cient operation of GAR IQM business unit. He/she will interface and SQL. Incumbent should possess excellent communicatic 


with several functional groups to ensure SLA's. analytical skills. 

Job Code: 473656 Job Code: 473914 
TRAINING CENTER HEAD JAVA DEVELOPER 
Maintec Technologies Pvt. Ltd Scape Velocity, Inc 


The selected candidate should be a center manager / branch manager We are looking for Java professionals with relevant industry « 
and should have a IT training background in institutions such as ence. He/She should be from TOEFL/GMAT stream and : 
NIIT, Aptech and Jetking, He/She should be capable enough to possess good logical and analytical skills. 

handle a large team and should be target oriented. Job Code: 475935 

Job Code: 473933 
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| Ambitious enough to be 5.000 anlbatird 
| Chief Technology Officer? 
Don't miss the starting gun. JobsAhead.com 


Fill in your ambition 

























_SSISTANT MANAGER - INTERNAL AUDITOR 
/'hcumbent should be a CA with 3-5 years of experience in the field 
f internal audit. He should be conversant with internal audit proce- 


es for the accounts of suppliers, customers, sites, factory and 
" ntractors. Job Code: 471463 


MANAGER - FINANCE 

ape Velocity, Inc 

eare looking for finance specialists with at least 5 years af hands on 

posure to accounting and reporting in services industry preferably 

software services.Excellent PC skills with good communication 
ad interpersonal skills will be desired. Job Code: 467846 


esponsibilities for this position include bank reconciliation state- 
ents (BRS), vendor reconciliation and clarifications, payments dis- 
ibution, purchase , sales and fixed assets Se and costing 
Std. Costing / variance analysis). 

| Job Code: 473789 





"ACCOUNTS EXECUTIVE 

AT Outsourcing Services Ltd 
Whe incumbent should have extensive exposure in handling branch 
accounts, book keeping and related financial activities. He/She should 


“rave relevant industry experience in the field of accounting, 
Wob Code: 464176 


ORACLE FINANCIALS 

Bijtek Solutions India Pvt. Ltd 

incumbent should be a BE/ MCA with minimum 2 - 4 years of 
*xperience in Oracle applications - financials. He/She should have 
-nowledge of accounting packages such as Tally. 

Fob Code: 454323 
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GENERAL MANAGER - ACCOUNTS 

NEPCINDIA LTD | 
Incumbent should be CA with practical post qualification and exper. 
ence of 8- 10 years in manufacturing company preferab ly wind energy 
sector. He should be conversant with central excise / sales tax, incom 
tax, service tax, PF and ESI. Job Code: 471469 





ware Development 
This position will be responsible to prepare and submit insur 
claims using lytec medical XE , follow up with insurance compani 
collect on unpaid services. Incumbent should have minimum 2 


of experience in billing for US physicians. Job Code: 475120 
Young Soft Technologies I Pvt Led D 
We are looking for a finance manager who should be a CÀ wi 
years of expetience in handling accounts of a multi-location ma 
turing organization. He/She should have g good knowledge abet 
tion, latest accounting standards and practices, 


Job Code: 474422 


Oracle Software India Lad 4 
Incumbent should have strong functional experience in the finance 
project management domain. Working knowledge of Oracie Applica 
tions/ ERP (SAP, Baan, Marshall, PeopleSoft) will be preferred. — 
Job Code: 465021 

















ASST MANAGER ( FINANCE & ACCOUNTS) 
Seaways Shipping | 
The incumbent should have experience in branch accounts and con- 
solidation of branch accounts, finalization of Accounts, internal au. 
dit, audit of branch accounts, preparation of income and expenditure | 
accounts, cash and flow statements. Job Code: 464219 


“hoose from over 1,50,000 job openings, 
6,000 corporates. ! 
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OLVES OF 
SALES & MARKETING 


SALES & MARKETING JOBS —" 
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To Apply to these Jobs: Log on to www.jobsahead.com and type the Job Code 


-. REQUIREMENT ANALYST KEY ACCOUNT MANAGERS 
| Scape Velocity, Inc Young India Films 


This opening will be responsible for Identifying and escalating scope Incumbent will be directly responsible to identify and sell lates: 
| bloat during requirement gathering to Requirements Lead and Project innovative range of products being introduced in India for the 
- manager and should ensure technical commitments in the require- first time from Finland, Spain and USA to key accounts in the rey 
ments documentation. Job Code: 469236 respectively. Job Code: 469458 

















"LEMARKETING EXECUTIVES HEAD MARKETING - BIO-MEDICAL 

oung India Films Astell Infotech | 

he incumbent will be responsible for lead generation for the new Incumbent should be a BE/MSc or a Ph.D with 10-15 years ofc 
products and customer retention by regularly contacting the prospec- rience and should be able to prepare technical literature, brochure: 
tive customers and existing customers to fix appointments for dem- product inserts and should possess organizational, analytical and 
onstrations and post installation Job Code: 469470 tegic thinking skills. Job Code: 466389 

INTERNET MARKETING EXPERT | MANAGER - OPERATIONS 

Astell Infotech Amadeus India s 

This opening includes keyword/phrase research, recommending site/ Incumbent should have 4-6 years of experience in a travel/ BPC 
_ design changes and ROI analysis for keyword purchases to gettop 10 dustry. He/She will be responsible for generating sales and in 
_. rankings in search engines. Incumbent should be a BE/MCA with menting strategically the business marketing plans and workin; 


" hands on experience in HTML programming. wards improving operational performance. 
_ > Job Code: 466598 Job Code: 466583 

v SALES EXECUTIVES | MARKET RESEARCH EXECUTIVE 
. X Silica India Pvt Ltd. Infotech Enterprises Ltd 


"Ve are looking for sales executives with a flair for selling software Incumbent should be a BE/MBA preferably marketing es f 
products and projects. Incumbent should possess excellent commu- mum 2 years of relevant experience. H/She will be responsib 
nication and as well as presentation skills. Freshers can also apply for establish and maintain strong relationships with the clients and sh 


= this opening. Job Code: 466849 possess strong business acumen. Job Code: 467136 
. BUSINESS DEVELOPMENT MANAGER | CUSTOMER SUPPORT EXECUTIVE 
| Scan Infotech Pvt Ltd. Scan Infotech Pvt Ltd. 


_ We are looking for a person with experience in selling to corporate/ The incumbent should be a team player who can work with a hard 
/ Government sector and supporting clients in Andhra Pradesh and and software engineers across the country. He should be willis 
< south east India. He/She will develop dealers for various products accept challenges and travel places. Exposure to networking will 
and to support the existing dealers in the region. distinct advantage. 

Job Code: 467357 Job Code: 467365 
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RECTOR-ADMISSIONS & FINANCIAL AID 007 - HEAD - DELIVERIES 
dian School Of Business CyberKorp India Pvt Ltd | 
: imbent will be responsible for all activities related to admission This position will be responsible to head and take responsibility € 
udents to the postgraduate program in management. He/She deliveries of all projects of the company, to identify and build à goo 

d be able to formulate and implement the adimissions strategy technical team comprising of project managers / project leaders anc 
will inch de identifying target markets. E i ensure complete quality aspects of delivery. | 
| | TA Job Code: 466850 
































Tvisha Technologies Pvt Limited 
We require a person with proven skill sets in business developm 
for YT services dealing with but not limited to network security, 
Storage, disaster recovery solutions, wireless and netw« sk mat 





ment. t. Job Code: 4566 


DIRECTOR 

Noo eda New Indian Express 
s For this position we are looking for a postgraduate with at least 
t th marks or its equivalent grade of B in the UGC seven point scale 
gy : ithin the organization. a He/S) She should have s strong incumbent will function as directorate of distance education. He 
nd communication skills. should have a doctorate in any discipline with at least 15 vears 













iri teaching experience at the UG/PG level. Job Code: 451214 - 
= ANALYSIS CONSULTANTS VICE PRESIDENT- TECHNICAL 
»rix Solutions Pvt Ltd | Sieger Spintech Equipments Pvt Ltd 


iscumbent should be a M.E / M. Tech in mechanical / automobile / Incumbent should have minimum experience of 10 years or more in 
l|rospace engineering with a minimum experience of 6- 10 years in a senior management position and should be able to build a team, - 
sien and analysis. A doctorate in the relevant field will be an advan- provide specific directions and should possess a strong bías to com. 
sine. Job Code: 448846 | .  metcialize the solutions conceived through design and devel opment - 

efforts. Job Code: 432637 : 


"ANAGER BUSINESS DEVELOPMENT VICE PRESIDENT - TECHNICAL RECRUITMENT 

"Maritime Consultancy Pvt. Ltd. Master Profiles s 
m the position of business development manager we are looking We are looking for a person with experience in working fora TT staff. : 
"a person with a postgraduate qualification in management. In- ing company for US placements. Incumbent will interact with the Us 
imbent should have vast marine experience as a marine engineer or client to drive a team of account managers and team leaders. Good 
_aptain. Job Code: 442069 communication skills desired, Job Code: 448933 | 
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How will you spend this year’s vacation? 


Kayaking in Fiji? 
Climbing in the Himalayas? 


Camping on Mars? 


. & 
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www.timeasia.com 


We are a US$ 450 Million (over 2000 crores) asset based 
group with an annual turnover of over US$ 200 
Million with diversified interests in power, engineering & 
construction, manufacturing, information technology and 
property development. A quick look at our website, 
www.lancogroup.com will tell you that, but that is 
beside the point. 


At Lanco we believe that we cannot be complacent with the 
present. Our immediate future plans include setting up power 
plants in Tamil Nadu, Andhra Pradesh, Himachal Pradesh, 
Uttaranchal, Chatisgarh and also a few countries overseas. 


More factually, Lanco plans to generate 1000 Mega Watts by 
the year 2007. 


It is to fuel these plans that we need CEO's, Vice Presidents 
and General Managers. 


Saying that we are looking for a B.E/B.Tech in Mechanical or 
Electrical (preferably with an MBA) from a premier institute 
or saying that you should have had prior experience in a 
similar capacity obviously does not sum up our requirement. 
They are just basics. 








What we are looking for are people who not only can 
articulate a vision but also implement it by rolling up their 
sleeves when necessary. 


What we are looking for are people who can lay the roadmap 
and lead an entire organization towards the destination. 


What we are looking for are people who have that rare 
mix of changing with times while being grounded to 
business realities. 


If you are one of them, take this as an invitation for à 
discussion. Mail or email us for fixing an appointment. 





LANCO 


INSPIRING GROWTH 


LANCO GROUP "Lanco House? 141, L. V. Prasad Marg, 
Road No. 2, Banjara Hills, Hyderabad - 500 034 Fax: (040) 2354 0699 
www lancogroup.com email: bhaskar@lancogroup.com 
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REMAKING A 


For almost a hundred years, Tata Steel ran its township in Jamshedpur. 
to turn its town services into a self-sustaining, even profitable, business. 
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End of Utopia: Everything from water and education to roads and hospitals has been, 


“Be sure to lay wide streets 
planted with sbady trees, every 
other of a quick growing variety. 


Be sure that there is plenty of 


space for lawns and gardens. 
Reserve large areas for football, 
hockey and parks. Earmark areas 
for Hindu temples, Mobammedan 


mosques and Christian churches.” 


Jamsetji Nusserwanji Tata on 
the formation of Jamshedpur. 


T'S THE NEW KID ON THE 
Tata block. Actually, it's 
been around for a long 
time—a hundred years al- 
most—but it was only on 
August 25, 2003, that it came 
out of its mother's womb as an 
independent entity. The umbil- 
ical cord is still in place, and it 
will still be some time before 
it breaks totally free. 
Just in case you're wondering 
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TOWNSHIP 


JUSCO manages a range of services that, often, are better than what 
is available elsewhere in the country. 


SERVICES 


Bl POWER: usco has a total of 40,000 industrial, commercial and domestic 
customers and manages power purchase, sales and supply across all civic and 
industrial utilities. Power consumption in Jamshedpur, at 650 kwh/person/year, 
is way above the national average of 450 kwh/person/year and is growing at 4- 
5 per cent per annum. The company claims that power availability, at 99.42 per 
cent, is better than the best in business: gseB in Mumbai, which is 99.40 per cent. 
According to Ritu Raj Singh, who is in charge of strategy at Jusco, T&D losses are 
low at 10 per cent. "The Electricity Act, 2003, allows two power suppliers to co- 
exist in one area. This will allow us to grow in areas which have an existing dis- 
tributor," he says. 





hol WATER: Jusco has tied up with Veolia, a $14-billion global water man- 
agement company, to adopt intemational best practices in its operations. The com- 
pany provides raw water, clarified water, potable water, industrial water and treated 
effluent management services to 33,000 customers, of which about 20,000 are 
Tata Steel employees. With a distribution network of 550 km and infrastructure 
that includes seven water towers, the company supplies 55 million gallons of 
water per day. That's 250 litres of water per head per day. "We've bought the 
best laboratory analysis equipment and field test kits to maintain our quality stan- 
dards," says David J. Turton, Operations Director (Jamshedpur), Veolia Water 
India. The water business is not yet profitable, though. The company spends 
Rs 4/cubic metre of water but recovers only Re 1/cubic metre. 





Mt who heads the department: "This is an area that suffers from a mosquito men- — 
- ace. But we haven't reported a single case of malaria or dengue in areas managed 
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-Jamshedpur town from 


or will be, privatised in the — 





E CONSTRUCTION AND FACILITIES MANAGEMENT: usco, in its 
previous avatar as Tata Steel's town management division, has practically built 

scratch—apartments, bungalows, hostels, schools, hos- 
pitals, roads and public utilities. “We look after 22,000 housing units in the city, 
ranging from the Tata Steel mo's bungalow to workers’ quarters," says Dhananjay 
Mishra, Chief (Integrated Customer Services), Jusco. Jamshedpur town has 


been divided into eight centres of 3,000-4,000 units, each of which has been fur- - 


ther sub-divided into zones. Each centre is headed by a co-ordinator who works 
closely with independent contractors to address construction-related problems. The 
company is in the process of setting up a single-window complaints cell. 





a PUBLIC HEALTH AND HORTICULTURE SERVICES: sco caters 


to the needs of about 7 lakh residents of Jamshedpur in handling the management 


and disposal of municipal solid waste and bio-medical waste. Says Dr. Anil Kumar, 


by us,” he says. The company also handles immunisation, runs an integrated vec- 


t tor control programme, provides training in areas of public health and maintains 
| the:ciiy's god Cover ant Hs: pane: 





| BB EDUCATION: sco uns rine schools in Jamshedpur wth more than 5,000 
| students. And cxo Sanjiv Paul has big plans in this area. "Providing quality education 
EERE bond adage ii ei he says. The - 


. JuSco chief is unwilling to reveal details, though. “We're in the process of creating 
ame MA we te cir bifore v SPIEL UCM DD FUR 





ud . But | don’t want to discuss it till we firm things up,” he says. 


TOWNSHIP 


Now, though, the steel major has embarked on a plan 
BY ARNAB MITRA 





what we're talking about, it's 
jusco (Jamshedpur Utility and 
Services Company), which, till a 
few months ago, was Tata Steel's 
town planning and management 
services division and is now à 
100 per cent subsidiary of the 
steel company. "Tata Steel has 
been managing Jamshedpur since 
1907 and has had as much ex- 
perience in civic management às 
in making steel, but had not 
leveraged this competency for 
commercial gains," says Sanjiv 
Paul, Managing Director of 


JUSCO, and the man charged with 


turning an erstwhile cost centre 
of the steel behemoth into à 
profit centre in its own right. 
So what changed? And why is 
an old dog having to learn new 
tricks to survive? “We believe 
that there's a huge opportunity 
for the private sector in managing 
public utilities like power, water 
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‘STL CITY GETS STEEL HOUSES 


HOUSE MADE OF STEEL? WHAT'S NEW 


about it, one might ask. Well, 
lots, actually. For one, it doesn’t use a 


m teres covet There's 
- no wood either. The entire structure is 
built of special trapezoidal steel sheets 

- With thermocol insulation and cement 


fibre board cladding on the outside. 
"It's much lighter than conventional 


brick and mortar construction per unit 


of area," ‘Says Jatinder Singh, Head 





a and Construction), jusco, who de- 
. signed two steel houses and lives in 
. one of them. The doors, windows and 

-wardrobes are also made of steel 


Sheets. The technology for these 


- houses has been provided by Minaean 

- Building Solutions Inc. of Canada. 

. "We feel this material will revolu- 
_tionise the construction industry and to- 

. tally change its dynamics in future,” 
. adds Singh. Only the plinth area is 
-made of conventional concrete, but 


and civic amenities. Power is al- 
ready a big play nationally. Water 
and civic amenities are the next big 
opportunities. And if you throw in 
our expertise in town planning, con- 
struction, education, healthcare, hor- 
ticulture management and vector 
control, we're the only company in 
the country that can offer integrated 
civic management services on a 
turnkey basis," Paul says. “We want 
to position ourselves to take advan- 
tage of any opportunities that might 
emerge in this sector." 

Also, Tata Steel was spending 
upwards of Rs 100 crore a year 
on providing these services—even 
during the dark days of the late 
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Planning, Engineering 


since the superstructure is much lighter 
than brick and mortar construction, the 
foundation needs less of materials 
and is, therefore, cheaper. Ease of 
construction is another huge plus: it 
takes only three months to construct 
such a house as opposed to 9-12 
months for a conventional house. The 
panels are made off-site and are pieced 
together on-site like pre-fab houses. 
Since it doesn’t require any mixing, like 
cement and concrete, the entire 


process is dry, non-messy and eco- 


friendly. Besides, it costs the same 
as compared to houses built of con- 
ventional materials. “The thermocol in- 
sulation ensures that the house is 3 
degrees cooler in summer and 3 de- 
grees warmer in winter," says Singh. 
The technology can support houses up 
to four floors high. "The best part is 
that these houses are resistant to 
earthquakes measuring up to 7-plus on 
the Richter scale," Singh points out. 





Safe as steel: JUSCO's architectural head J. Singh in front of his house 


nineties and early 2000s when its 
P&L account had large blotches of 
red. *The top Tata management 
spent considerable time pondering 
over the issue. Such a huge expen- 
diture was clearly weighing down 
Tata Steel's balance sheet, espe- 
cially as competitors had no such 
crosses to bear. At the same time, 
the Tatas had nurtured Jamshedpur 
for close to a century and it was al- 
most like a covenant between the 


town and the group," says Sanjay 
Choudhry, Head (Corporate 
Communications), Tata Steel. “And 
that’s how jusco was born; as a 
means of reducing the burden on 
Tata Steel’s books while at the same 
time continuing to provide the serv- 
ices we've always provided in a fi- 
nancially viable manner.” 

But that doesn’t mean that the 
Tatas are abandoning the residents 
of Jamshedpur. Tata Steel will 


TATA STEEL WAS SPENDING UPWARDS OF RS 100 CRORE A 
| YEAR ON PROVIDING TOWNSHIP SERVICES—EVEN DURING 
THE DARK DAYS OF THE LATE 1990s AND EARLY 2000s 
WHEN ITS P&L ACCOUNT HAD LARGE BLOTCHES OF RED 


continue to subsidise the opera- 
tions of its newborn till it learns 
to stand on its own feet. The 
process involves having to develop 
a market orientation. Not an easy 
task for an organisation that has 
provided free services for all of its 
nearly 100 years of existence. 
"We're going through a learning 
process," says Paul, *and we have to 
develop a business acumen." “It’s a 
cultural transition that we have to 
go through before we emerge as a 
full fledged market-oriented or- 
ganisation," adds Dhananjay 
Mishra, Chief (Integrated 
Customer Services). “We now have 
to bill customers for services pro- 
vided by the 10th of every 
month. That's quite a 
change from times in the 
recent past when billing 
was done once a year." 
Jusco is also bidding for 
contracts to manage town- 
ships owned by other com- 
panies both within and out- 
side the Tata Group. It has 
already taken over the Indian 
Steel Wire Products (iswP) 
township in Jamshedpur and 
will soon take over the op- 
erations of the Tinplate, TRF 
and Tata Motors townships 
and the local National 
Institute of Technology 
colony. It is also in talks with 
ONGC to manage one of its 
townships in Assam. 
Projected turnover for the 
first year is about Rs 100 
crore, but the company is 
aiming high. *Construction, 
power and water will be the 
vehicles of growth," says 
Paul. In this context, he in- 
forms that JUsCO has recently 
entered into a contract with 
Minaean Building Solutions 
Inc. of Canada to develop 
steel housing (see Steel City 
Gets Steel Houses). This 
technology has the poten- 
tial of revolutionising the 


construction scene in the country 
and can catapult Tata Steel's fledg- 
ling offspring into the upper reaches 
of the group's pecking order. 

The company has bid for a Rs 
4,000-crore-plus Jharkhand gov- 
ernment contract to provide mass 
housing. If it wins the six-year deal, 
turnover will immediately leapfrog 
six to seven times at one go. JUSCO 
also sees itself as the national water 
company of the future even though 
electricity is its cash cow now. The 
projections for the first year are 
profitable but the company will 
have to spend money creating new 
infrastructure, which will bring 
down its book profits. *There's fan- 


SANJIV PAUL/MD/JUSCO 


“W 








tastic scope for growth in this busi- 
ness,” says Ruchi Narendran, former 
marketing pro at Tata Tea, and in- 
dependent consultant retained by 
JUSCO to help it formulate a mar- 
keting strategy. “Right now, we 
deal with Tata Steel and other cor- 
porate customers on a B2B basis. 
But we will definitely enter the B2¢ 
segment in future," she says. 

But before that happens, Paul 
is looking to beef up his balance 
sheet and improve his bench 
strength. “We have to recruit qual- 
ity people and bring them into the 
Tata culture. That takes time and 
can be a bit of a struggle at times but 
that's the challenge we have to 


E'RE THE ONLY COMPANY IN INDIA THAT 
CAN OFFER INTEGRATED CIVIC MANAGE- 
MENT SERVICES ON A TURNKEY BASIS" 


face," says Paul. He's quite 
bullish about the future, 
though. And he's confident 
that a year-and-a-half down 
the line, he can apply for 
the Group Composite Mark 
(GCM), the distinctive Tata 
logo that most of the big 
group companies sport. 
"Group companies can't lay 
claim on the Tata logo as a 
matter of right," explains 
Tata Steel’s Choudhry, “it 
has to be earned and com- 
panies have to attain a min- 
imum size, run a business 
of consequence and also sat- 
isfy stringent business ex- 
cellence parameters before 
applying for the GCM." 

If that happens, as 
everyone in JUSCO is con- 
fident it will, then Paul 
can bask in the satisfac- 
tion of having taught a re- 
ally old dog some pretty 
smart tricks. @ 
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A no-holds-barred account 
of four celebrity CEOs, 

an essay on the “primal 
urge" for growth, and one 
on law in the cyber age. 


Hagiograph 





[5 INDIAN BUSINESS JOURNALISM, 
where writing about CEOs often 
approaches hagiography, it is rare to 
find profiles that tell it as it is. Even 
those CEOs (who're usually pro- 
moters of their companies as well) 
who line their pockets or homes 
at the expense of their shareholders 
are rarely upbraided in print. 
Everyone may know about them 
but journalists will still coyly self- 
censor themselves while writing 
about them. If an ailing steel maker's 
promoters go wild with hedonistic 
acquisitions of corporate aircraft, 
swank cars and new villas with 
heated swimming pools even as 
their business is in a shambles, it 
makes for spicy chatter on the cock- 
tail circuit but nothing in print. If 
the verbal abuse of his senior col- 
leagues by a now demised takeover 
tycoon with a filthy tongue was 
legion don't ever expect to see it 
written about. If a New Economy 
star is known for his frequent sexual 
peccadilloes, you (and he!) can rest 
assured that it will never make it to 
the pink or white papers. 
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Mercifully, such restraint doesn’t 
apply to business writers in the US. 
Christopher Byron’s new book 
Testosterone Inc.: Tales Of CEOs 
Gone Wild focuses on four celebrity 
CEOs whose claim to infame are ei- 
ther corporate excesses, sexual mis- 
behaviour, brash and bullying man- 
aging tactics or a combination of 
these. Byron’s main focus is on the 
legendary Jack Welch, Ge’s cele- 
brated former CEO who was once 
reckoned to be the best manager 
of all time—at least till his post-re- 
tirement downfall a couple of years 
ago. But joining Welch is Dennis L. 
Kozlowski, who is accused of en- 
riching himself at the expense of a 
little known company called Tyco, 


CEOS GONE WILD 
By Christopher Byron 





GETTY IMAGES 





Al Dunlap, whose dream run of 
turning companies around by ag- 
gressively firing employees even- 
tually caught up with him, and 
Ron Perelman, whose rapid-fire 
acquisitions of companies like 
Revion, Panasonic and Technicolor 
raised ethical questions. 
Testosterone Inc., published 
earlier this year, is well on its 
way to becoming a best-seller and 
it’s not surprising to see why. Byron, 
whose earlier book was Martha Inc. 
(yes, on Ms. Stewart) has relied 
mainly on sources that have conve- 
niently provided all the salacious 
dope on his four subjects. Few have 
had kind words to say about them 
and neither does Byron himself. 
The common strand in his account 
of the four—in a not very well- 
meshed narrative—is that all of 
these once-powerful CEOs were 
driven by primal urges and extra 
helpings of the male hormone, 
testosterone. For instance, Byron 
reaches back to Welch’s childhood 
where a domineering mother 
goaded him to be competitive and 
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aggressive, concluding that Welch's 
bullying style of management may 
have derived from that. Somewhat 
more far-fetchedly, Byron also seems 
to draw a parallel between Welch's 
occasional fear of being abandoned 
by his mother as the trigger for his 
bad and blatantly lustful behaviour 
towards women. 

Byron's book is like B-grade fic- 
tion—although the latter is quite 
often better written—and is bitchy 
enough for a quick read on a flight. 
His four characters are nothing 
short of caricatures of themselves. 
Picture Al Dunlap posing in combat 
gear for a photo session or, else- 
where, threatening his wife and in- 
fant child with real guns and sharp 






CHRIS 100K 


knives. Or Ron Perelman as a near- 
pathetic womaniser who could do 
with serious psychiatric treatment 
to cure his chronic straying. Or 
even Welch, whose management-by- 
the-scruff-of-the-neck style, replete 
with abuse and humiliation of his 
colleagues, probably had more to do 
with his stubby physique than with 
great cerebral prowess. And, of 
course, the ultimate high-roller, 
Kozlowski, whose recent trial 
brought to the fore his penchant 
for spending company money on 
items such as a $15,000 poodle- 
shaped umbrella stand and, at a 
party for his wife, an ice statue of 
David urinating vodka. 

But Byron’s obsession appears 


Boon EOE eat n OF 
growth, urging you to see that it is prof- 
itable, not reckless. And it is written by a hard- 
core believer in the power of focus, Chris 
the business consultancy Bain & Company. 
Rather than ‘diversify’ into new fields of ope- 
ration, he says, *push out the boundaries of the 
core”—as it struck him on a trip to Brazil—by 


eyes to opportunities in adjacent markets.” 
under a handful of conditions: when force is de- 





with people who think like they do” instead of doing the mature 


make people more discerning. The core scientific way forward 
would be to recognise a hypothesis for a hypothesis, a mental con- 


struct open to outright rejection as ‘false’ on grounds of reasonable 
doubt. Such rejections would, of course, go up with two (or more) 
INA ye but on-thi k lil š 4 


(and dialogue-happy) deci- 


sion-makers in the fray. Growth should be sustainable. 
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to be Welch, who gets the most at- 
tention, including accounts of his 
boozy early days at GE, his boorish 
behaviour with women (including 
wives of colleagues) and his affair 
with the “sassy and infinitely ma- 
nipulative” former editor of the 
Harvard Business Review. So what? 
The problem is, unlike Perelman, 
Dunlap and Kozlowski, whose ex- 
cesses and philandering may have 
cost their companies dear, nothing 
that Byron says about Welch blem- 
ishes his widely acclaimed achieve- 
ments at GE during his 20-year 
tenure at the helm. Does that mean 
Welch is the odd man out in 
Testosterone Inc? Maybe. 

SANJOY NARAYAN 


AN BY 
a practic- 


ing 'conver- 
gence' lawyer, 
Vakul Sharma, 
this book sells it- 
self on the dis- 


=a 


: tinction of not 
INFORMATION being an "inter- 
TECHNOLOGY net download as 
LAW AND most books of 
PRACTICE this genre are". 
By Vakul [t is, rather, an 
Sharma *original work". 
Universal Law Originality in 
PublishingCo law, of course, 
PP. 454 could cause pur- 
Price: Rs 350 1sts some con- 


sternation. But 
this book, and it opens fash- 
ionably with a Da Vinci quota- 
tion, is aimed at techies and 
netheads who need to get a 
hang of the Information 
Technology Act, 2000 (yes, the 
legislation some bashed as 
‘cyber-TADA’ for its harshness), 
but didn't know who to ask. 
The book offers not just a com- 
mentary, but also critical ap- 
praisal of the new legalese that 
has invaded cyberspace. @ 
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HIGHLIGHTS 


Contemporary Curriculum & Training Classes at over 100 Study Centers 

Z Soft skills and Computer Training 

Ø Web support on 24 x 7 basis 

Case Study focus Ø Examinations four times a year at 67 Test Centers 


Quality Courseware 
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VESHTI 


Finance Minister P Chidambaram wears one; 
so, on occasions, do First Citizen Abdul Kalam, 
Mphasis CEO and Nasscom President Jerry 
Rao, and a clutch of southern Indian 
executives. Here's what you need to know 
about the common veshti. sy NITYA VARADARAJAN 








ITH 12 MINISTERS OF TAMIL ORIGIN AT THE CENTRE, IT 
seems only apt that this column look at the veshti, a 
piece of cloth that is approximately 3.65 square metres 
long, which is wrapped around the waist, sarong style. 
And it seems even more apt that, down in Tamil Nadu, 
there is a genus of the garment called ‘Minister veshtr’, replete with bor- 
ders in party colours. Ministers belonging to the Dravida Munnetra 
Kazhagam sport veshtis with red and black borders; those owing af- 
filiation to the DMK’s bitter rival All India Anna Dravida Munnetra 
Kazhagam sport ones with black, white and red borders; the Pattali 
Makkal Katchi’s cadres prefer ones with a wide green border bi- 
sected by a thin yellow line and with a thin red line on top. 

The best-known of all Minister veshti brands is Sarathy, from the 
temple-town of Madurai in Tamil Nadu. Finance Minister 
Chidambaram, however, doesn't wear a Minister vesbti. He prefers a 
variety called Paramas that is all but borderless; it boasts a border, but 
the weave is in white, and cannot be noticed. 
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POWER DRESSING = TREADMILL 
LAM NOT ARJUN MEHTA... THE ASPIRIN EFFECT 
HARRY WHO? — PEOPLE 


In a country as given to symbolism as India, it is- 
nt surprising that the polity should choose to wear 
white. The jump from that to what is called national 
dress, the kurta-pajama, the dhoti, and the veshti is 
but a hop and skip away (although people dressed 
thus would definitely have a problem hopping or 
skipping). After all, white slacks belong in the 
navy, the judiciary, hotels, and the front seats of 
cars. The corollary, or angavastram—a matched ac- 
companiment to the ves/ti, another piece of cloth, 
albeit smaller, usually worn like a shawl around the 
shoulders—to that theory about symbols is that 
only spotless white will do. Indian politicians wear 
kurtas and veshtis that are spotlessly white (wonder 
why detergent advertisers give both a miss; the 
connection is pretty obvious). Vesbtis are bleached, 
and bleached, and then re-bleached, till they are 
spotlessly white. The Sarathy vesbti, for instance, 
hurts the eye with its sheer whiteness. 

Apart from politicians, most South Indian men 
wear veshtis for comfort, and on formal occasions. It 
isn't easy keeping one's veshti on, and that could be one 
reason for the younger generation to eschew the 
garment. Belts help—these range in colour from the 
conservative black or brown to the trendy white, and 
could veer towards bilious sea green in some cases; 
most have pockets for money—and one innovative 
company has launched ves/tis with Velcro pads to ob- 
viate the need for a belt. Handloom vesbtis rule 
(polyester ones that once threatened to overwhelm the 
market are now almost extinct and silk ones are 
Murugappa Group's M.V. Subbiah: Power-dresser worn only during weddings or by the very very rich), 
as do fashion trends. Chiffon vesbtis, for instance, are 
now in with the happening crowd in the South. 

Veshtis with gold thread woven into the borders 
(zari veshtis) are worn largely during weddings or 
other functions. At South Indian weddings, the 
groom invariably sports a vesbti with a mayilkannu 
(peacock's eye, literally; semantically, the Tamil 
word for the colours on the plumage of the bird) bor- 
der; it has a maroon zari border on one side and a 
green one on the other, and can be worn any side up. 
Zari veshtis could cost anything from Rs 400 for one 
with a thin gold line to Rs 5,000 (for a four-inch gold 
border). Chennai's Nalli Chinnasami Chetty Store has 
a silk vesbti that retails for Rs 10,000 but it is meant 
exclusively as an offering to the reigning deity of 
Tirupati, Balaji. Go ahead, try a vesbti; it's your 
one chance to wear the garment of the Gods. @ 
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He is Not Arjun Mehta... 


... or is he? With Hari Kunzru's Transmission, India's great IT and IT 
enabled services story gets the requisite literary endorsement to 
elevate it to the status of a phenomenon. sy R.s. 


have been a better name for 

the archetypical Indian code- 
jock but Arjun Mehta does just as 
well. The nomenclature isn't exactly 
representative—six, even seven, out 
of every 10 Indian software pro- 
grammers are from the south of 
the Vindhyas, the mountain range 
that bisects India—but that is con- 
donable in a work of fiction. Mehta 
is the protagonist of 
Transmission, Hari Kunzru's 
second book. The book is a 
great second act to The 
Impressionist, Kunzru's pic- 
aresque first work that estab- 
lished him as a great new lit- 
erary talent (and, thankfully, 
one who writes more like Henry 
Fielding than V.S. Naipaul). 
It, Transmission, is, at one 
level, all about the link bet- ! 
ween the real and the virtual 
and, as described in a denoue- 
ment that is all too brief, the 
passage from one to the other. It 
is also the first work of fiction about 
India's emergence as a treasure trove 
of warm bodies proficient in code. 
A phenomenon can be safely as- 
sumed to have arrived when popu- 
lar culture, as manifested in litera- 
ture, music, art, or other forms of 
expression, adopts it as a theme. 
India's information technology in- 
dustry arrived some time ago; 
Transmission just provides its ar- 
rival with literary endorsement. 


S RIRANGAM RAMASWAMY MAY 
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Kunzru, despite his name and the 
legion of Indians that has suddenly 
come forward to claim him a coun- 
tryman, is not an Indian (he is British 
but of Indian origin) and that could 
explain the Mehta bit. Arjun and 
Priti—the sister who works in a call 
centre—are Punjabi names and while 
the can-do breed that gave the world 
butter chicken and Bhangra rap is no 
stranger to something as universally 

Indian as software, a Punjabi deeply 
into binary stuff is a bit like a samb- 
har-quaffing lyer regimental officer 
of an essentially Sikh regiment, 
not a mathematical impossi- 
. bility but nothing more. 
There’s also the little thing 
about Mehta’s sexual 
naivete, computing ex- 
pertise, and karmic fatal- 
' ism sitting better on a 
Ramaswamy or a Srini- 
vasan. Still, it isn’t the obje- 
 ctive of this composition to 
knock Kunzru's book— and 
what a book it is; then, 
there's harikunzru.com, perhaps 
the best digital spoor of a contem- 
porary author—or his knowledge 
of India. Indeed, this piece isn't 
about Kunzru at all but about 
Mehta and Indian code jocks. 

Intellectually superior but soc- 
ially challenged individuals like 
Mehta are more the norm than the 
exception in India's software ind- 
ustry. The bigger companies try 
and sandpaper out the rough edges 


through formal training sessions. 
"Knife in right hand and fork in 
left and do not use your hand as 
some kind of shovel that works in 
consonance with the fork." “It is 
customary for co-workers in the US 
to smile at each other in the morning 
and say ‘How are you?’; if a female 
co-worker does this it doesn't mean, 
| repeat, it doesn't mean that she'd 
like to sleep with you." The smaller 
ones and body shoppers like the 
firm that sends Mehta to the US in 
the book make do with what they 
can get. Given the asymmetrical sex 
ratio in engineering colleges—at 
the better ones such as the Indian 
Institutes of Technology, it is around 
10:1 (and that’s in a good year)— 
the typical code jock's awkward- 
ness in dealing with the opposite 
sex shouldn't surprise anyone. 
India's National Association of 
Software and Service Companies 
(NASSCOM) hasn't responded to 
Mehta's portrayal as a laid-off techie 
who tries to get back by unleashing 
a powerful virus into the network 
but this writer is certain that Messrs 
Karnik and Rao (President Kiran 
Karnik and Chairman Jerry Rao, 
both alumni of the Indian Institute 
of Management, Ahmedabad and 
both prolific readers) will not be 
too happy about the timing of 
Transmission's release. Just when 
they had thought they had con- 
tained the fall out of the backlash 


against outsourcing... 
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Alchemist HR Consulting offers a wide range of HR solutions to the manufacturing and services sectors of Indian industry. 
Alchemist currently operates from eight locations in India — Ahmedabad, Bangalore, Chennai, Hyderabad, Kolkata, Mumbai, 
New Delhi and Pune. Alchemist offers high quality HR services and solutions, drawing upon the vast knowledge and experience 
of its professional team of well-qualified practitioners and experts. Alchemist has unique strengths in ensuring timely and reliable 
delivery of solutions to our clients, best suited to their specific needs: 
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HR CONSULTING TRAINING AND DEVELOPMENT 
* Organisational Structure & Review @ Leadership and Team Building 
€ Manpower Planning * Change Management 

R d € Self Awareness 

9 Human Fesses Audit € Interpersonal Relations & Conflict Resolution 
€ HR Systems & Policy Manuals è Effective Communication 
* Compensation, Rewards & Benefits @ Time Management 
€ Performance Management Systems PLACEMENTS 


€ Executive Selection 

€ Data base recruitment 

€ Advertised recruitment 

€ Personal Wealth & Tax Planning @ Turnkey recruitment services 


@ Assessment Centres 


€ Industrial Relations Advisory Services 


ing 


ALCHEMIST HR CONSULTING is committed to provide cutting edge 
HR services and enable organizations to strengthen and enrich human capital. 
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Alchemist HR Consulting Network 


AHMEDABAD : 901, 9th Floor, Sears Towers, Gulabi Tekra, Near Panchavati, Off C.G. Road. Ph: 079 30919676, 30919677; E mail: 
ahmd @alchemistindia.org; BANGALORE : Lakshmi Complex, No. 11, 1st Main Road, KEB Layout, Bannerghatta Main Road, Ph: 080 
51200073,5210886, E mail : bgir@alchemistindia.org; CHENNAI : 1-D, tst Floor, Eldorado Building, 112, Nungambakkam High Road, Ph: 044 
55295998,28312122: E mail : chennai @alchemistindia.org; HYDERABAD : 202, 2nd Floor, Olbee Centre, Rajbhavan Road. Somajiguda, Ph: 040 
23435365, 23435366, Fax : 040 23435367; E mail : hyd @alchemistindia.org, info@ alchemistindia.org; KOLKATA : Vardhan Market, 2nd Floor. 
Block 204, 25 A, Camac Street, Ph: 033 22873970, 22874023, Fax : 033 23344136, E mail : kol Q alchemistindia.org; MUMBAI : 1414, 14th Floor. 
Dalamal Towers, Nariman Point, Ph: 022 22021754, 22021759; Fax: 022 22021758; E mail : mumbai @aichemistindia.org; NEW DELHI : 212.2nd 
Floor,Ansal Bhawan, Kasturba Gandhi Marg., Connaught place, Ph.11 51519496, 51519497: Fax: 011 91519497; E mail : delhi G alchemistindia.org; 
PUNE: D-535, 5th Floor, Clover Center, Moledina Road, Camp, Ph: 020 26129790, 4014209; Fax: 020 414209: E mail: pune Q alchemistindia.org 





Website : www.alchemistindia.org 
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Harry Who? 


Harry Winston, that's who, and India, or at least, Delhi, has its own. 
Meet Upendera Kumar Sharma. 


EFORE DELHI GOT ITS MALLS 

and multiplexes, it had its 

markets, emporia of com- 
merce named after the areas where 
they were located: South Extension 
I, South Extension II, Green Park, 
M-Block, and on and on. That's 
where wannabe mall rats, just-pass- 
ing-through visitors to the capital, or 
middle class matrons out for an air- 
ing window shopped, met with 
friends and made new ones, and 
hung about doing anything but shop. 
They still do that, everywhere but at 
Suryansh Diamonds, a 900 sq ft 
outlet in heaving South Extension Il. 
You cannot just walk into Suryansh 
Diamonds; an appointment is à 
must. The first thing that meets your 
eye is an attendant behind a desk 
and a guard straight out of MIB. 
Behind them is a huge pane of fros- 
ted glass and behind that is where all 
the action happens. The guard 
presses a button and the frosted 
glass slides back to reveal Upendera 
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Kumar, the Managing Director of 
Suryansh. His office comprises a 
private cabin, where he catches up 
with work and a lounge—with plush 
leather sofas and a surfeit of cut flo- 
wers and crystal, it can seat a maxi- 
mum of five—where customers shop 
for diamonds. Another button fac- 
ilitates entry into Sharma's sanctum 
sanctorum, his cabin. “We are not 
jewellers," he begins imperiously. 
Suryansh, it emerges, is a solitaire 
boutique, arguably the only one in 
the country. If you have Rs 22 lakh 
lying around you can walk in (with 
an appointment), and buy the small- 
est stone (3 carats) on offer. The 
boutique sells stones that weigh as lit- 
tle as this, or as much as 55 carats, all 
imported from Belgium, the US, 
South Africa, Israel, and Brazil. 
Sharma's family is in the FMCG 
business, but armed with a qualifica- 
tion from the Gemological Institute 
of America, the man decided that 
India was ready for a solitaire 


boutique and opened one on June 
10. His explanation is cut short by 
a call on his Nokia 7610 and while 
talking on the phone he pushes a fu- 
turistic looking PDA-phone towards 
me. My O2 XdA, he says gleefully 
after hanging up. It's hard not to no- 
tice the huge stone on his finger as 
he is saying this, something that 
stands out among the 10 rings he 
sports. Spoilsport that he is, Sharma 
won't tell me how much the stone 
weighs or what it is worth. Or his 
age. Or the number of diamonds in 
his shop. Or the source of his 
money. He eventually wants to 
open similar boutiques in Japan, 
the UK, and the US, but has never 
heard of jeweller-to-the-stars Harry 
Winston. *I want to be him," he 
tells this writer when he is told who 
Winston is. Suryansh's flak catcher 
dutifully calls up the following day 
asking for *the name of the dia- 
mond guy you spoke about." [fl 
AMANPREET SINGH 
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BITE, INDIA TODAY'S think tank, comes together every quarter to debate and analyse 


the most pressing economic issues from the common man's perspective Making Sense of India 


Read the detailed coverage of the BITE discussion in INDIA TODAY, on sale from 16th July. 

















TREADMILL 
PROTEIN BASICS 


ROTEIN AND WEIGHT-TRAINING GO HAND-IN-GLOVE. NO SURPRISES 
Pr People who weight train do so to build their muscles—tone 

them up and strengthen them. And protein is the fuel that can 
help weight-training get you the desired results. I get loads of queries from 
people about how to ensure that their diets serve up enough protein. Some 
readers write in to ask whether they ought to add commercially available 
protein supplements to their diet while weight training. Others wonder 
how vegetarians can get enough protein in their diet. 

The average person requires about 0.8 grams of protein per kilogram of body 
weight. So if you weigh 70 kg, your ideal daily protein intake would be 56 
grams. If you train intensively (say, nine hours a week or more), your muscles 
may need a bit more protein to ensure that they don’t get burned up, say, 1-1.5 
grams per kg. Experts say that is an optimal measure of protein intake that is 
required for those trying to increase muscle mass through weight training. 
Now, how do you ensure you're getting enough of protein? I’ve had 
af many readers, like 22-year-old Bhaskaran S., who eats eggs but not fish and 
* meat, write in to ask me how their diets should be structured. On the face of 
it, non-vegetarians may have it easy. Just increase the amount of lean meat or 
fish or chicken in your diet and you're done. But what about the veg weight- 
trainers, what do they do? Not a big problem there, really. Most 

vegetarians drink milk and have no problem in eating cottage 
cheese (paneer), lentils or soy protein. And, if you eat eggs so 
much the better. Suppose you weigh 68 kg. Ordinarily, go- 
ing by the 0.8 grams per kg rule, you'd need around 54 
grams of protein daily. But if you weight-train and want 
to build muscle mass, you ought to increase that to 
around 68-100 grams a day. But please remember to cut 
& down on fats and carbohydrates slightly—only slightly, bec- 
7 ause carbs are the fuel for exercising. A thumb-rule: carbs 
should comprise around 50 per cent of your total daily intake; 

protein 15-20 per cent and fats the balance 20-25 per cent. 

Now, a question from a reader. Dr. Dhiraj C. Kaveri, a Pune-based 
physiotherapist writes: "I read your article on core stability exercises and was 
very impressed. But being a physiotherapist I am very keen on knowing more 
about the topic. Could you provide some references to more on the subject?" 
Well, core strength (as I mentioned in an earlier column) refers to strength- 
ening the muscles of your back and abdominal area, which help in supporting 
your spine and increase the stability of your body. The core muscles are 
the abdominal muscles—the transverse abdominis, the external obliques 
(on the sides of the abdomen), the internal obliques (which lie under the 
external obliques) and the rectus abdominis—the long muscle that is in 
front of the abdomen (commonly referred to as the six-pack). For more 
on strengthening your core muscles, you could refer to a myriad of re- 
sources easily available on the internet. For starters, look up www.exrx.net 
and www.allspiritfitness.com. Of course, Treadmill will continue to 
keep you abreast of the latest trends in core strength training. 
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Write to musclesmani@intoday.com 
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your phone wont 
stop ringing, and you've — 
been in your office chair all day. 
The penalty: stress, headache and 
a back that is acting up again. 
To a stressed-out professional, 
this generally means popping an 
Aspirin and getting back to busi- 
ness. But the saying “an Aspirin 
a day keeps the doctor at bay” is 
just a cliché, according to Dr. Rah- 
ul Mehrotra, an Escorts Heart 


Neo PROJECT IS LATE, 


Whether 


- time-released, extra-strength or 


effervesced, all Aspirin works the 


. same way: by blocking produc- 


tion of hormone-like chemicals 
(prostaglandins) that have some- 
thing to do with everything from 
blood circulation and clotting to 
body temperature and breathing. 
At high levels, prostaglandins 


cells from producing them. 
522-2 Aspirin was 


A " ` f + 
MH LH, 


| once the miracle drug used for 
_ headaches, fever, minor pain, 


and arthritis in higher doses, but 
Dr. Mehrohtra only prescribes the 


- pills to heart patients. Newer 
-medicines have fewer side-ef- 


fects than Aspirin, he says, and 
suggests Tylenol for héadaches. 
. -About seven in 
ten heart patients take Aspirin. 
Studies done in UK show that 

suffering a heart attack is about 
25 per cent lower than among 
those who do not take Aspirin. 
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popping a tablet along with a 
morning vitamin. But Aspirin is 
not approved for healthy individ- 
uals because of its risks. The 
same quality that gives Aspirin 
its potential benefit—its ability 
to inhibit clotting of the blood— 
may increase the risk of exces- 
sive bleeding, including the 
possibility of bleeding in the brain. 
SUSHMA SUBRAMANIAN 
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BT PEOPLE 
Hot Property 


ITH JUST DAYS TO GO BEFORE D.S. BRAR EXITS 

Ranbaxy as its CEO and Managing Director on 
July 4, the race to woo him over has intensified. 
Earlier, rumours were that Brar would join a fast-grow- 
ing pharma company in Hyderabad, but now a 
Bangalore-based rival is said to be courting Brar with 
the same brief: create another pharma MNC. But the 
man himself seems averse to being an employee ever 
again. “If I wanted to do that | would have continued 
at Ranbaxy,” Brar told BT on his way to Prague to att- 
end a pharma gabfest. "I want to do something on my 
own.” To that end Brar, who recently agreed to join 
the board of Mphasis after months of wooing, has 
shortlisted three options, two of which could include 
turning a venture capitalist or an entrepreneur. “TIl be 
finalising my plans in another 10-15 days,” Brar said. 
Pharma companies, keep your fingers crossed and 
just hope that he doesn’t turn a competitor. 
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VANDANA KANDPAI 


Turnaround Time 
AT ER MORE THAN 20 YEARS AS A CONSUI TANT WITH 

multinational firms such as KPMG and Andersen, 
Narayan Seshadri has called it quits. The 47-year-old 
Chartered Accountant, who most recently was the 
Managing Director of business advisory services at 
KPMG, stepped down from his 14-month job in 
May to pursue “interesting things that you cannot do 
in a multinational firm”. Since then, Seshadri has been 
working with a couple of small distressed companies 
in a bid to turn them around. “With a little bit of fin- 
ancial and operational restructuring, a lot of jobs can 
be saved," says Seshadri. Next on his agenda: A 
small firm of like-minded people. 
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Low Tide 


ATE LAST YEAR WHEN ANIL AGARWAL LISTED HIS 

Vedanta Resources (read: Sterlite Industries) on the 
London Stock Exchange, he pointed to India's huge 
mineral resources and privatisation of state-owned 
aluminium and copper companies as reasons why in- 
vestors should pay $1 billion for 130 million shares in 
his holding company. While India's mining potential 
still remains, privatisation under the new United 
Progressive Alliance looks less certain. Result: Vedanta, 
which aspires to be a metals major like Britain's Anglo 
American, is down some 30 per cent since listing. 
Even a better-than-expected year-end 
results (delayed by a week because 
of problems related to con- 
verting Indian accounts to 
UK standards) did not cheer 
investors. Meanwhile, 
Agarwal, whom BT could 
not reach for comment, 
plans to lick his company 
into even better shape with 
greater cost control and 
product efficiency. But it will 
take a lot more—and not 
all of it within Agar- 
wal's control—to 
talk the stock back 


up on LSE. 
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Stealth Mission 


E CHAIRMAN AND CEO E. NEVILLE ISDELL'S 
secret visit to India last fortnight turned out to be a 
PR fiasco. The Indian managers of the Atlanta-based 
beverages maker went out of their way to deny Isdell's 
visit, even throwing a red herring about him coming in 
July not June. But Isdell, a Coke veteran recalled from a two- 
year retirement to head the troubled company in May, did 
indeed wing into Delhi aboard his jet Gulf Stream 5 and was 
even spotted at a five-star hotel. So, an occasion to reap reams 
and reams of newsprint space (not to mention, hours of air- 
time) turned into a PR disaster. Why did coke managers in 
India deny, even mislead media about, Isdell’s visit? Beats 
us. An office wag has offered an explanation: Maybe 
somebody told Isdell that he was visiting not India but Iraq. 











E 


E 


m 
a 


“ao 
we 
LIEGE 
— rau 


T. 

Man Friday 
TOT. THAN A DECADE AGO, HE WAS PART OF THE 

core team that scripted India's reforms story. 
Now, with his former political boss returning as the 
Prime Minister of India, the services of Montek Singh 
Ahluwalia have been requisitioned once more. Except 
this time around, Ahluwalia, until recently a Director 
in IMF’s Washington, D.C. office, won't be getting a 
room in North Block but Yojana Bhawan, headquarters 
to the Planning Commission. That may seem like an 
odd job for a man widely respected for his economic 
acumen, but in reality may be Prime Minister 
Manmohan Singh's way of ensuring that a near-defunct 
agency returns to being the central think tank it was 
originally intended to be and not a parking slot for re- 
tired bureaucrats that it has turned into of late. But 
whether Ahluwalia manages to revive the Planning 


Commission will hinge on something else too—the 
longevity of the current administration. 
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“Test” Pilot 
ONTROVERSY AND JET AIRWAYS 
Chairman Naresh Goyal seem 3 

inseparable. Be it his airline's source $$ 

of funds or his legendary clout with 
political powers that be. Now 
there's a new one: Allegations 
that Jet has applied for landing 

slots in prime Asean destina- f 

tions even though the gov- f 

ernment is yet to allow pri- 

vate carriers that privilege. 

Jet's defense: *We have not 

applied for any slots; we 

were merely checking on 

the availibity of these slots," 7 

states Nandini Verma, Vice $3 

President, Corporate Affairs. 

As of now, private airlines are 

only allowed to fly to Saarc coun- 

tries, and an amendment is only 
expected in September. Jumping 
the gun aside, Jet has ambitious 
plans that include acquiring wide 
body jets as it eyes destinations like 

Malaysia, Bangkok and Singapore 

and eventually Europe and America. 

Given that long hauls are more 

profitable, Goyal's impatience 

is easy to understand. 
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OR A GREAT LEADER, RESPONSIBILITY IS 

the joy of achievement that comes from 

defying definitions. Passionate leaders, 
for one, instead of pushing their teams to 
monotonously pursue deadlines, constantly 
create excitement by encouraging them to 
to think, stimulate their intellectual growth and 
apply new ideas to mundane jobs. 

Again, a good leader is one who, having 
meticulously chosen the right people, believes 
in inspiring them to consistently strive towards 
achieving more than what they think they 
can. In other words, good leadership is all 
about catalysing the learning process amongst 
subordinates, as well as creating the work en- 
vironment that aids in improving performance. 

The key trait that distinguishes a great 
leader from an average one is his passionate 
love for the organisation he works in. And 
while truly great leaders are people with 
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Lead Passionately 


RAVI BHATIA, Managing Director, Gilbert Tweed Associates 


SHIVAY BHANDARI 


unquestionable integrity and strong value 
systems, what sets them apart is their strength 
to carry on in the face of adversity and convert 
challenges into opportunities. This combina- 
tion of fairplay and perseverance is what 
makes leaders take the organisation forward. 
In addition to the above, a good leader 
must have a vision. And the clearer and more 
compelling the vision a leader has, the 
stronger the passion is amongst his team to 
achieve the fruits of that vision. Intelligent 
leaders envision their organisations’ desired 
futures and thus create the greatest source of 
energy and focus for their team members. 
To conclude, good leaders are not those 
who drive their teams towards achieving suc- 
cess or company goals only, but those that have 
the ability to transfer their passion and dreams 
onto their subordinates and thus make them 
turn those dreams into reality, willingly. Œ 
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From The Editor 


Y THE TIME YOU READ THIS, IT IS REASONABLE TO 

presume that you have already been subjected to 

à barrage of Budget analyses, nitpicking and — 
plain carping by experts and others on numerous tele- _ 
vision channels and the financial newspapers. Yet, Pd — 
recommend you don't miss our Budget 2004 pack- - 
age. Take, for instance, our snappy interview with 
Finance Minister P. Chidambaram who spoke to us a 
day after he introduced the Budget and the stockmar- 
ket had gone through a volatile swing—first down 
and then up. But more than that, Chidambaram's 
Budget faced a rash of criticism that accused him of not 
being reformist enough and of creating or resurrecting 
a regime of new commissions, boards and rural devel- 
opment schemes that could flounder because of the im- 
practicalities of implementation. We asked the FM to 
comment on these and other issues and his responses 
were pithy, sharp and, above all, highly logical. “I 
don't think it is right to say that the delivery system is- 
bad, therefore, I won't allocate money to rural India, 
that I will continue to spend only on the so-called 
India Shining," he said, pointing 
out that the UPA government's 
New Deal for agriculture, which 
still employs 70 per cent of the 
population yet gets a raw deal 
from policy makers, is not sub- 
sidy or even welfare-driven, but 
largely investment-driven. 

Our special package also und- 
erscores our belief that it may not 
be entirely fair to label the Budget as one poss ignores 
industry and trade and is not so high on reforms. 
Indeed, we believe that the efforts to spur agriculture 
and the rural economy will have long-term benefits for 
the economy and that industry and trade don't really 
need any major policy initiatives to thrive. As part of de 
package, we also bring you an exclusive CEO poll con- - 
ducted across the country and an insightful analysis by 
a special post-Budget session of the six-merber Board 
of India Today Economist (BITE). Plus, our own take on 
what you could expect in next year's Budget and why 
that could be the real blockbuster. 

For those suffering from an overdose of the post- 
Budget media blitz, there are diversions in this issue as 
well. Our story on the entertainment channels des- 
cribes how Zee and Sony are girding up to face Star TV. 
Another feature reveals how after being merely an 
outsourcing base and land of cost-effective infotech 
workers, the Indian market has come of age as a con- 
sumer of technology: see Hi-Tech Nation (Page 68) and 
remember you read it in BT first! 


SANJOY NARAYAN 
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Telecom, civil aviation and insurance share this in 
common: they are all markets that have government- 
imposed entry barriers for varied reasons. This alters 
the dynamics of competition in these markets, and in 
different ways. But still, they must all hope for a 
customer with a long attention span. 
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Small-town Shining 

Your cover story Small Towns, Big 
Business (BT, July 18, 2004) does 
well to illustrate the positive transi- 
tion of India's small towns from 
being low-profile, low- 
aspiration hamlets to 
liberalised marketplaces 


flooded with global 
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brands. If the improved standard 
of living of their people, urba- 
nisation and infrastructural develo- 
pment is any indication, it won't 
be long before these small towns 
graduate to metro standards. The 
increase in employment oppo- 
rtunities that follow modernisation 
would, in turn, ease the metros and 


their resources of the pressure of 


town-to-city migration. 
CHANDNI TYAGI, through e-mail 


Apropos your cover story, it is the 
increased buying potential and the 
reluctance of people in small-town 
India to accept duplicate brands 
that is driving marketers of global 
brands towards success in these 
places. But what’s heartening is that 
while businesses could get away 
with selling sub-standard products 
and services in these markets earlier, 
it is difficult for them to do so now 
given the increasing brand-con- 
sciousness among consumers there. 

RAM KRISHNA DWIVEDI, through e-mail 
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With Fingers Crossed 
Apropos What To Expect: His Third 
Budget (BT, July 18, 2004), while 
the Finance Minister, under the 
supervision of our economist-Prime 
Minister, was able to present a 
Budget that satisfied a fair few, 
was not flawless. A case in point is 
the 2 per cent education cess that is 
more likely to add to the tax burden 
than improve the quality of pri- 
mary education. We can only hope 
that the FM has a clear strategy to 
neutralise the upward pressure on 
prices that his cess is likely to create. 
MADHU AGRAWAL, through e-mail 





Need For Redirection 
Apropos your editorial Still Shining 
(BT, July 18, 2004), the fact that 
the UPA was bound to alter the course 
of reforms was clear from the CMP. 
The pyp-led NDA was Tejected even in 
the metros because the masses didn’t 
buy its ‘India Shining’ campaign that 
reflected development only in a 
small section of society. Economic re- 
forms need to be redirected towards 
employment generation and help- 
ing the poor, if one intends to see 
overall development in the nation. 
D.B.N MURTHY, through e-mail 


Dressing Down 
This refers to Everyman’s Guide 
To The Veshti (BT, July 18, 2004). 
The veshti and other traditional 
Indian dresses have their own 
charm, but it is a matter of con- 
cern that they are fast becoming 
extinct, simply because the youth 
of today has been completely 
taken in by the Western lifestyle. 
It is time they realised that while 
change is a good thing, losing 
one’s identity through blind imi- 
tation is not. Perhaps, we have to 
make the veshti and the like pop- 
ular in the West to make our peo- 
ple start wearing them again. 

S. VISWANATHAN, through e-mail 
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101 securitisation deals 
lies one priceless asset. 


Investor trust. 


Profits are easy to garner. But try gaining investor trust. 
Not once. But time and time again. 101 times. Well, 
that's the number of securitisation transactions we 
have made with investors. A record number that has 
taken us only 9 years to achieve. 


In the process, we have mobilised over Rs. 8000 
crores, with another Rs.3000 crores planned this year. 


Making these achievements possible are ALF's sound 
business practices. Such as total adherence to global 
standards, transparency in every transaction, and a 
sharp consumer focus. All of which has helped us 
achieve a very high level of credit worthiness. 





Today ALF boasts of over 400,000 quality customers 
in commercial and non-commercial vehicle segments. 


Over 200,000 depositors from across the country Th em axi mum by 
trust us with their money. i 
any Indian company 


No wonder, investors too trust us with theirs. 


- O Ashok Leyland Finance 
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The 15 Paisa Trickle 


ELIVERING RELIEF TO THE SUICIDAL IS AN 

important part of the ‘human face’ promised 

by the UPA's agenda. Public investment, thus, 
is going up in primary education, agriculture and 
other constituents of the rural sector. Mid-day 
meals, health missions, food-for-work schemes, 
water projects, self-help groups and so on are back in 
attention; and so also the Planning Commission, 
which must oversee much of the expenditure. All 
very good, all very noble. Do clap, do cheer. 

But if you stopped at the first word of the above 
paragraph to heave the longest sigh you’ve sighed 
lately, here’s betting that it was not in relief, but 
exasperation. The big hitch in government- 
planned upliftment of the poor has 
always been the almost-dead state of 
delivery mechanisms. It still 5, | 
has been nearly two decades 
since the late Rajiv Gané 
groaned his 15-per ii 
groan: of every rupee spe 
on the poor, barely 15 pais ise 
reaches. On this, nothing has 
really changed—except $ 
shift in reverence from plai 
ning towards the market. | 

It is difficult to deciphe 
what is really going through) 
the heads of Manmohan § 
P. Chidambaram and 4 


market tools too urban for ai application? 
Is the overall *trickle-down' inadequate even in a 
fast-growing economy? 

The Budget mention of a ‘national market’ for 
farm produce suggests a gentle nudge towards 
market mechanisms. But by and large, it's the old 
scheme-upon-scheme story—with the creaky old gov- 
ernment apparatus in charge of implementation. 

How will any of it ever come good? One approach 
is to plug the leaks via ‘food stamps’ and other direct 
handouts that hope to render the funds too illiquid for 
diversion along the way. But even this idea, of stuffing 
the poor's pockets with the means to fulfill their 
needs, can go wrong if the systems to supply food, edu- 
cation and the rest are dysfunctional (relying on mar- 
ket supply could be tried, though). 
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Another approach involves the devolution of acc- 
ountability and transfer of funds directly to the lowest 
possible level of governance through that other Gandhi 
dream: Panchayati Raj. The hope: if villagers are emp- 
owered to demand their democratic due, as a matter of 
right, they would. Who wouldn't want healthcare that 
actually brings health and education that actually gives 
employability? But village democracy, so far, has been 
mostly a fantasy of idealism, if not a perverse reinforcer 
of the status quo (on, say, who can access the village well 
and who not). Given the rural imbalances in power as- 
sertion, as they stand, can one really expect efficiency 
to be driven up by the local-level scrutiny of 

fund deployment? 

| Having villages compete with 
one another is a cute follow- 
ip idea. Collective local 
ess re, goes this hope, 
1&ould iae a sufficiently 
| ti 'ed-up village to op- 
mise its healthcare 
ind education spend- 
ing to win inter-vil- 
| i ge contests (and 
pbs). Sooner or later, 
losing village would 
igure out what the 
Aning village is doing 
i t, and adopt its win- 
d practices. But again, 
i assumes that the desire 
d will overcome en- 
jility barriers—which 
may be just Hadt èr celluloid dream. In 
any case, governments have a poor record in fos- 
tering the competitive spirit. Projects run by stuffy 

officials are seen mostly as impositions. 

How, then, does the trickle turn into a cascade? 

Let's admit it, the answers have not been found. 
In the absence of a credible solution to the delivery 
problem that has wrecked the planning model of de- 
velopment, Finance Minister Chidambaram's “Main 
boon naa... | am here" reassurance is no more than 
an expression of earnest intentions. Unless, that 
is, he can actually manage to persuade enough peo- 
ple to the cause of equity and growth. Enough to be 
able to generate nationwide resistance to the petty 
authorities that fear their own irrelevance. 
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No one knows China like we do. 
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With more people in more places you can always count on our in-depth knowledge to deliver 
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destination of your choice. And there are 50 pairs of tickets to be won! So why wait? Visit 
www.winflights.dhl.com or Call 24-hour Toll Free 1600 111 345 or 3030 0345 for complete details. 
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For Next Year 


Why Budget 2005-06 could well be a blockbuster. By ASHISH GUPTA 


| pA 
i 


IRST OFF, THERE'S RECENT 
F history. Since 1995, India’s 

Finance Ministers have 
made a habit of coming good 
with their second Budget. 

There’s the case of the incum- 
bent Finance Minister, P. 
Chidambaram himself. His first 
Budget 1995-96 was good in parts, 
but largely raw and amateurish; 
his second, 1996-97, was a mas- 
terpiece, fully worthy of the ap- 
pellation ‘Dream’ used to describe 
it. Then, there’s that of former 
Finance Minister Yashwant Sinha. 
His second Budget 1999-2000 was 
quite a dream too. 

Still, it isn't just history that 
convinces this writer that Budget 
2005 will be well worth the wait. 
Nor is it the assorted opinions of 
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economists and industrialists, al- 
though there would appear to be a 
growing belief among the two con- 
stituencies that 2005 will be it. 
“Wait for next Budget,” says Subir 
Gokarn. “That will be a real block- 
buster.” “I expect next February’s 
Budget to be more progressive,” 
adds Saroj K Poddar, Chairman, 
Poddar Heritage Enterprises. Then, 
for good measure, “This is an in- 
terim Budget all over again.” 
Time and again, in the course 
of Chidambaram’s 110-minute 
speech, it became evident that 
the man was just easing his pres- 
sure on the pedal some, hold- 
ing back some of the horses. 
Time and, then, time again, he 
would present the roadmap of 
things to come, only to hold back 


on the tar and bitumen. One rea- 
son for this could be that 
Chidambaram and his team simply 
didn’t have the time (they had all of 
46 days to prepare the Budget) to 
cross the Ts and dot the Is. 
Another reason, and a more 
significant one in this writer’s opin- 
ion, could be that the man did not 
want to raise expectations. After all, 
one quarter of the financial year is 
over and by the time Parliament 
passes the Finance Bill, another 
would have elapsed. Six months 
is inadequate time to fulfill prom- 
ises, not when successive Finance 
Ministers since Manmohan Singh 
(the current Prime Minister held 
the post between 1991 and 1996) 
have plucked much of the low 


hanging fruit: Chidambaram would 


What would you term a Budget that does away with exemptions on direct and indirect 


taxes, brings more 


have to get into structural reform to make a difference and 
this obviously isn't the best time to do so. Not when he is still 
getting to know his cabinet colleagues, the various parties they 
belong to, and the respective ideologies. And not when he is- 
n't very sure of just how reformist the new Left is. 

It is clear from the Finance Minister's speech that a com- 
plete overhaul of ministries, departments, and projects is on 
the cards. The Planning Commission (now headed by 
Montek Singh Ahluwalia) has been asked to review and re- 
orient the expenditures of the varieus ministries in conso- 
nance with the spirit of the National Common Minimum 
Programme (NCMP). And these suggestions are likely to 
be incorporated in the next Budget. More importantly, 
by asking government think-tank, the National Institute 


R EFO R MS Policy, to prepare a paper 
ARE STILL 


on better targeting of sub- 
sidies, Chidambaram has 
signaled his intent to rid 
the government of special 
interest groups that have 
hijacked subsidies not 
meant for them. 

If there is one area where 
big bang reforms are still 
possible, it is in the area of 
taxation. Chidambaram is 
waiting for the Kelkar Task Force, which is reviewing the ear- 
lier Kelkar Committee Report in the light of feedback re- 
ceived, to submit its findings. “You cannot do big bang tax re- 
forms without the time to consider the implications," says 
Chidambaram. “I think we will have to wait till another day 
(for tax reforms)." That day could well be February 28, 2005. 

There are other indications in Budget 2004 of the 
coming blockbuster in 2005. One such is the nation-wide 
implementation of the Value Added Tax regime by April 
2005, *a move that will revolutionise the whole tax regime 
by making India a single common market," according to 
Siddhartha Roy, Chief Economist, Tata Group. 
Chidambaram's promises to eventually bring down customs 
tariffs to match those of countries that are part of the 
Association of South East Asian Nations (ASEAN), and remove 
all duties on information technology products by April 
1, 2005 should also be seen in this light. 

Now, what would you term a Budget that does away 
with exemptions on both direct and indirect taxes, re- 
duces import tariffs to ASEAN levels, brings more services un- 
der the tax net, implements a genuine VAT regime, and re- 
targets subsidies at poor families? We'd like to call it 
blockbuster. Just consider Budget 2004 a warm-up exercise. 


POSSIBLE IN 
THE AREA OF 
TAXATION 





under the tax net, and implements a genuine VAT regime? 


. CHIDAMBARAM ANNOUNCED THE 

creation of an Investment Commission 
that will be headed by an eminent person. 
Later, in an interview to this magazine he said 
this person would definitely not be a bureau- 
crat. Here's a speculative list of contenders 
(this magazine's own) with their chances. 


Vacancy 
| 


N.R. NARAYANA MURTHY 
The Chairman and 
Chief Mentor of Infosys 
has global stature and 
Chairman of Invest- 
ment Commission fits 
in very well with the N 
larger role that is a 

natural career progres- 

sion for him. Chances: High 





C.K. PRAHALAD 

The management guru 
has become more 
India-focussed in rec- 
ent years. However, 
unlike Murthy, his ap- 
peal is restricted to the 
American market. 
Chances: Medium 


SAM PITRODA 

With the Congress 
back in power,albeit in 
a coalition, the one- 
time advisor to Rajiv 
Gandhi may well land 
this plum assignment. 
In all fairness: Murthy 
and Prahalad have 
greater reach. Chances: Low 








A DARK HORSE 

Politics and politicians 
work in strange ways 
their miracles to per- 
form and there is a high 
probability that 
Chidambaram names 
someone who is not on — 
this magazine's radar to the post. 
Chances: High 
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There Goes The Neighbourhood 


Leopards on the prowl in Mumbai's national park have wreaked havoc on real estate prices. 


4 MIGHT WARN YOU ABOUT RISING INTEREST RATES AND 
other economic premises responsible for dampening real es- 
tate prices, but few brokers in suburban Mumbai—as well as 
property buyers—would have factored in the fear of the wild. 
In June alone, some 10 people have fallen prey to attacks by 
leopards on the periphery of the city's 103 sq km national 
park. And that's also rather discomfortingly brought to light that 
Mumbai is only one of two cities in the world to have a reserve 
bang in the middle of the metro (Nairobi is the other). 

Real estate brokers reveal that prices of apartments are 
down 10-20 percent depending on the area's proximity to the for- 
est. "There are cases where people are offering 50 per cent 
discounts, but none is buying. Rentals are completely out. Some 
brokers have actually shifted," says a local real estate agent. 
The Eastern side comprising the plush suburb of Powai where the 
Hiranandani and K. Raheja construction groups have massive in- 
terests has been particularly hard-hit. Surendra Hiranandani, MD, 
Hiranandani Constructions, rubbishes hints of a slowdown. 
“We are not near the boundary wall.” K. Raheja officials were un- 
available for comment. As were the leopards. 

PRIYA SRINIVASAN Spot rates: They're down in Mumbai's suburbs 


Viewer Knows Best? 


Zee TV is inviting viewer feedback to its stories and plots. 





ED UP WITH WHAT'S BEING 

dished out on TV? Or, to 
put it more precisely, fed up 
with what's being dished out 
on Zee TV? Well, the pro- 
gramming think-tank at the 
Subhash Chandra-owned chan- 


Of course, it's unlikely 
this one show will be good 
enough to turn around Zee's 
flagging fortunes. After all, 
not one of Zee's offerings 
currently feature among the 
Top 50. Yardi argues that if 





nel claims to have found a so- the other channels (Star TV 
lution to your gripes: A new in the main) are doing well, 
show that allows you to decide it's because of the saas-bahu 
whether a story idea deserves to < soaps; Zee on the other hand 
graduate into a full-fledged 2 prefers to focus on strong 
show or not. Kabiye To..., the * women characters, for which 
interactive show which went $ it has a loyal viewer base 
on air on July 11, gives viewers = (Astitva, which does portray 
the opportunity to voice their All ears: New solution to old gripes an independent woman 
opinions via SMS. Ashwini character, is Zee's frontrun- 


Yardi, Head of Programming, Zee TV, feels that since ner). But then faithful viewership is proving to be 
viewers will be happy to be provided this opportunity one thing, rating points quite another. 
to have a say in the programming. PRIYANKA SANGANI 
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Flight of Fancy? 


S 500 AIRFARE FROM BANGALORE TO DELHI! WELL ACTUALLY, IT 'S 

Rs 500 plus Rs 200 in taxes, but that is what Captain G.R. 
Gopinath, MD, Air Deccan is promising will be the lowest avail- 
able fare on this sector when he starts flights in the last week of 
this month. Nine months after his dream of running an airline 
finally took flight, Gopinath is now taking on the big boys— 
Indian Airlines, Jet Airways and Air Sahara. 

Air Deccan already operates 54 flights a day with seven ATR 42- 
500 aircraft, two recently acquired for the western region (no- 
body tells you these things these days, but ATR expands into Avions 
de Transport Regional, the Franco-Italian company that makes these 
aircraft). However, the big game is on the trunk routes such as Delhi- 
Mumbai, Delhi-Chennai, Delhi-Hyderabad and Delhi-Bangalore, 
which Gopinath will cater to with Airbus A320 aircraft. Air Deccan 
will fill the planes with 180 seats—over 40 more than competitors. 
*We will have more seats, more flying time, and faster turnaround, 
the three mantras of low-cost carriers", Gopinath says. 

Gopinath expects the average traveller to pay around Rs 6,000 for 
a Delhi-Bangalore ticket, with the peak price touching Rs 8,000. This 
compares to Rs 10,300 for the same sector on an Indian Airlines or 
a Jet Airways. *We will give nothing for free, not even water. If you 
want in-flight entertainment you pay for the headphones." 

Rough—very rough—calculations on aircraft operating costs 
show that Gopinath might make some decent money, after all. It 
costs around Rs 1.75 lakh per hour to operate an A320 series air- 
craft; at Rs 6,000 a ticket, Air Deccan will make almost Rs 11 lakh 
per flight with 180 passengers. But there are those overheads too, 
admittedly lower for no-frills airlines, but they're overheads nev- 
ertheless. One additional revenue stream Gopinath has in his 
quiver is advertising—it will cost an advertiser *around Rs 25 
lakh" to put his logo on the side of an Air Deccan Airbus. He also 
lets on that he has got a “awesome deal" from Airbus on leasing rates 
and his planned purchase of at least two planes. Even though leasing 
costs are estimated to be around $150,000-175,000 (Rs 68.6 lakh- 
Rs 80.09 lakh) per month, Gopinath expects to be in clover. 

The good captain hopes to have “at least five, if not seven” Airbus 
aircraft operating by April 2005. “We should make at least $125 mil- 
lion in revenues—this means I would have saved passengers over 
$125 million (Rs 575 crore) because I will be 
charging half the fare." Fuzzy logic per- 
haps, but surely food for thought 

for the higher-priced 
competition. 
KUSHAN MITRA 












G. KRISHNASWAMY 





High Rise: ... but low prices 


Realty 
Check 


d pee THE LOW-INTEREST RATE 
regime, add to it a dash of 
housing finance options, mix it in a 
cauldron of fancier pay packages, 
and what do you get: Amongst 
other things, a surge in real estate 
demand, that's what. Prices in the 
high-end residential segment have 
surged 25-30 per cent, and 
Anshuman Magazine, Managing 
Director, South Asia, CB Richard 
Ellis, says the surge is driven 
largely by suburban areas (as 
against the heart of the city) in 
Delhi, Mumbai and Bangalore. 
But the party may run out of 
steam soon. There's no danger of 
a crash, but a correction appears 
inevitable, says Magazine. Yet, the 
growth will still be significant. "On 
an average the residential seg- 
ment is expected to grow between 
7.5 and 15 per cent from hereon," 
points out Sanjay Verma, Joint 
Managing Director, Cushman & 
Wakefield (India). Commercial 
rentals, meantime, will stabilise, 
as new supply of some 20 million 
square feet is unleashed. 
ADITYA WALI 


Customers are an investment. 
Maximize your return. 


—À —————À———— — ———— 


PeopleSoft Customer Relationship Management lets you capitalize on every customer interaction 
across your enterprise. 


Only PeopleSoft CRM is fast to implement, easy to use, and delivers smart business processes 
for managing your customer relationships in real-time. It integrates real-time information across your 
organization to help determine the most profitable ways to manage customers. Simply, PeopleSoft 
CRM turns every point of customer contact into a profit opportunity. Learn more by visiting us at 
www.peoplesoft.co.in 


P eopleSoft. Customer Relationship Management 


PeopleSoft India > Bangalore Tel: 080-252 14004 > Delhi Tel: 011-5 1622103 > Mumbai Tel: 022-24583209 > Email: indiamktg® peoplesott.com 
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Q&A > 


“We Want 
Faster Growth” 


Thus spake Hans-Peter Klaey, 
President & CEO, SAP 
Asia Pacific. 


-4 | What's the growth rate in India 
NOW FOR THE HIGH- YESTERDAY I WAS | been like? 


LIGHT OF THE STAFF GETTING MY HAIR 
MEETING: THE WALLY | In 2003, SAP India saw 70 per 


ES cent growth. We want to see 
the Indian subsidiary grow 1.5 
to two times faster than the 
Indian market. 


How many customers do you 


! ' have here? 
BUT THIS TIME I (A iae aa » We already have 600 cus- 
tre all ME | HAIR TRIMMER t tomers in India and 1000 SAP 


WHAT I SAW LAS TO CUT MY HAIR! f installations. And 250 of these 
DISTURBING. x installations are in the small 
and medium businesses (SMBs) 
across industries. SMBs today 
want to be real-time enter- 
prises. They want it (SAP) to be 
i vrevas : implemented within a short 

I PROTESTED, BUT | ( v4 LP period of two to four months. 
SHE SAID SHE'S | ie "49 | This gives them quicker access 
BEEN DOING MY ” (See a to the advantages of SAP and 


HAIR THAT WAY ER e ns 
FOR YEARS. Etc d lowers their risks. 


From which industries will 
growth come from? 

We are exploring newer areas 
such as healthcare, higher edu- 
cation, transportation and ITES. 


TEMPERS FLARED. s] MT SAP has 28 industry specific 

I THREW SOME | et 

HAIR GEL. A SALON THE i^ solutions. The concept of an 

BRAWL BROKE OUT! SAME s | © adaptive enterprise is picking 
; A STYLIST? » €e—— up very fast in India. The 


adaptive supply chain net- 

work dramatically reduces 

business complexities. - 
SWATI PRASAD 
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"IPIS is Is a kind of gold 
» whose worth isn't measured in carats 


The celebrations to mark our 50th anniversary continue with moments that add 
to the glory and joy. Like the announcement of our audited financial results for 
the year 2003-04, which reflect our zeal to push back the boundaries, and raise 
the level of performance. At Liberty, we don't just see these results as a great 
achievement, but as a shining path that will lead us to yet another milestone. 


Sales _ Profit before Tax | Net Profit EPS 
182.2796 t 54.18% t 29.85% 1 29.88% t 


, 7/ aA 


Cor 


Liberty Shoes Ltd. 


www.libertyshoes.com 
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by Saurabh Singh 











R. Ramaraj of Sify 
acquired internet 
networking and 
e-commerce company, 4 
EAP Global... 


„G.R. Gopinath of Air 
Deccan talked of a Rs 500 fare 
between Delhi and Mumbai... 









,Hyundai's Jae Il Kim tied up 
with Videocon to launch 
consumer electronics in India... 
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HSBC Asset Management 


There's a better way to earn 
a second income 





HSBC MIP Regular Plan and Savings Plan. Two ways that aim to boost your income and make your money work well 


for you. The right blend of debt with upto 15% and 25% exposure in equity, these plans are backed by world class 


HSBC MIP investment management services and a unique investment philosophy, 


evolved over 25 years of managing money globally. Features that make 
(An open ended fund. Monthly income is not assured y ging Y 9 y "i: 


and is subject to availability of distributable surplus) SBC Asset Management's MIP a sound option for a second income 


eae HSBC 


Issued by HSBC Asset Management (India) Private Limited 








lun i : ; ys i 
, f it. "" F € ! & 7 








Investors may obtain Offer Documents and Key Information Memorandums along with application forms from the office of HSBC Mutual Fund, 52/60 Mahatma Gandhi Road, Fort, 
Mumbai 400 001. Tel: 022-2273 4343 Statutory Details: HSBC Mutual Fund has been set up as a trust by HSBC Securities and Capital Markets (India) Private Limited (liability restricted 
to the corpus of Rs.1 Lakh), The associates of the sponsor/AMC are not responsible or liable for any loss or shortfall resulting from the operation of the schemes. The Trustees of HSBC 

Mutual Fund have appointed HSBC Asset Management (India) Private Limited as the Investment Manager. Risk Factors: All investments in mutual funds and securities are subiect to 
market risks and the NAV of the Schemes) may go up or down depending on the factors and forces affecting the securities markets. There can be no assurance that the objectives of the 
Scheme(s) will be achieved. Past performance of the Sponsor, AMC, Mutual Fund or any associates of the sponsor/AMC does not indicate the future performance of the Scheme(s) of the 
Mutual Fund. HSBC MIP is the name of the Scheme and does not in any manner indicate the quality of the Schemes or its future prospects or returns. Scheme Classification: HSB( MIP (at 

open ended fund, monthly income is not assured and is subject to availability of distributable surplus) seeks to generate reasonable returns through investments in debt and money market 
instruments with a secondary objective to seek capital appreciation through investments in equity and equity related instruments. Terms of issue: Units of the Scheme(s) are being offered at 
NAV based prices, subject to the prevailing loads. The AMC calculates and publishes NAVs and offers for sale and redemption, units of the Scheme(s) on all Business Days. at the 
Applicable NAV. Load Structure: HSBC MIP Exit Load: For Investments below Rs 10 Lakhs - 0.50% if redeemed before completion of 1 80 days from date of investment. For ins estments 
of Rs.10 lakhs and above - Nil. No Exit Load is charged in case of Systematic Encashment Plan from HMIP. Load in case of im estment by Fund-of-Fund (FOF) schemes launched bv other 
Mutual Funds: No load (entry/exit) will be charged by the schemes of HSBC Mutual Fund There are no entry or exit loads in the Scheme(s) other than those mentioned above. The Mutual 


Fund reserves the right to modify/alter the load structure prospectively, Please read the Offer Document for details and risk factors before ins esting. LOWE MU 8! 
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A Hurrah For Humanitarian Pricing 


A study establishes that Cipla's anti-AIDS dosage works as well as its branded counterparts. 


AS ARTICLE WHICH 
appeared in the July 3 


issue of medical journal The 


ment of life-threatening dis- 
eases in developing countries. 
Triomune costs about $200 


Lancet has resulted in a moral (or lower depending on the 
victory of sorts for Indian dosage) per patient per year, 
drugs major Cipla in the anti which is an astounding 30- 


retroviral (anti-AIDS) segment. 
Cipla had broken new gro- 
und three years ago with ant- 
retroviral Triomune, a three- 
in-one, fixed-dose combina- 
tion pill, available at less than 
a dollar a day to patients. 
The Lancet article details an 
independent study under- 
taken by ‘Doctors Without 
Borders,’ a global healthcare 
charity, and the University 
of Montpellier’s Research Ins- 
titute for Development in Fra- 
nce, which established that 
Triomune works as well as 
branded drugs in the treat- 
ment of AIDS. 

At a time when the 
United States government re- 
fuses to spend any part of 
the $15 billion anti-Aips fund 


launched by President Bush on 
generic drugs—arguing that they 
are not as effective as branded anti- 
AIDS drugs—the verdict in The 
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Cipla's CMD Y.K. Hamied: A shot in the arm 


Lancet comes as a shot in the arm 
for Dr Y.K. Hamied, Chairman & 
Managing Director, Cipla, a staunch 
advocate of generics for the treat- 





40 times cheaper than 
branded drugs in the same 
segment. “The Lancet as an 
independent magazine has 
achieved something we could 
never have done. They have 
basically validated the drug 
in the face of protests from 
MNCs,” says Hamied. 

But don’t expect this vic- 
tory to have any earth-shak- 
ing impact on Cipla’s earn- 
ings. “We sell these drugs at 
less than a dollar a day so 
the margins are not very 
high.” says Joint MD Amar 
Lulla. “It’s called humanitar- 
ian pricing,” declares 
Hamied. “What we took into 
consideration whilst launch- 
ing Triomune was safety, 
quality, efficiency, afford- 


ability, sustainability of production 
and predictability of demand.” The 
Lancet study seals the case. 


PRIYA SRINIVASAN 





Z 
THE AP-KA EFFECT TEXTILES EXPORTS INDUSTRIAL 
It's still early, but contrary | Textiles could emerge as India's exports could PRODUCTION 
to popular belief it is the biggest forex earner. surpass $200 billion soon, Cheap credit helps 


business as usual 
in Andhra Pradesh 
and Karnataka. 


Textiles Minister S. Vaghela 
expects investments of Rs 
60,000 crore in five years. 


says a study by the 
economic advisor in the 
ministry of commerce. 


industrial production 
rise 7.5 per cent in 
April-May. 
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New Nokia 6820. Get used to saying more. 


Words flow so easily on the two-handed integrated messaging keypad of the Nokia 6820, you could just Gao = 

go on and on, be it on SMS, MMS? or emailt. Elegant and compact in design, it's also enhanced with = x 
features such as triband for global roaming, EDGE for higher performance, mobile email! for connectivity 
on the go, and Bluetooth™ wireless technology for convenience. And don't just say more, do more - get 
organised with Personal Information Management (PIM), improve productivity with presence-enhanced NOKIA 


contacts}, and enjoy a multimedia experience! with the integrated camera, video and voice recorders, 6820 
and xHTML! for richer browsing. Once you've started on the Nokia 6820, there'll be no stopping you. 


L GPRS, WAP. HSCSD, EDGE. xHTML, emati, data transfer speeds and other mobiie services are Network operor an lent service provider dependent MMS-related ser ye depend twork 4s we the Compatibility of the Geveces used à 
the content formats MMS, email. WAP browsing and other related features in out products operate using TCP/IP technology and thus will only be available v OTE y curtwork operar Please check with your local network provides ütuetoct! 
is à registered of Bluetooth SIG, Tr Devices need to support Bluetooth wireless technotogy. Nokia 620 | mmnianmt with and adopts Hurtoot ecdnea L MOWRY t iDiity berween Uv gr ind other products with Bluetooth wink 
technology guaranteed a on Compatibility. For more information on the compatiblity Í the phone with other products that etooth wireless technol f k with the manuta eave note that the MMS-celated sery 
and Presence-enhanced Contacts are dependent on the metwork as well as oO hu mpatit i the device ed ar ne tent ! ted Please check with your 3) netw 





Always insist on original Nokia India Warranty to safeguard against buying used refurbished or tampered phones. Nokia India Warranty Is applicable only for phones imported 
by Nokia India Pvt. Ltd. ema it: nokia ebage nokia 
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Apparent Heirs 


Who will inherit Priyamvada Birla's Rs 2,000-crore empire? 


qu AN ESTATE WORTH 
a king's ransom. There's 
a will, insiders say, but no 
one has seen it. But, most 
crucially, there's no clearly 
identified heir apparent to 
the Rs 2,000-crore indus- 
trial empire that Priyamvada 
Birla, wife of the late 
Madhav Prasad Birla, left 
behind when she passed 
away last fortnight. The 
M.P. Birla group has assets 
worth Rs 5,000 crore in 
businesses ranging from 
cement (5 million tonnes of 
it) to jute to cables. 

In terms of bloodline, 
Yashovardhan Birla, who 
performed the last rites of Mrs Birla near the Kalighat temple in 
Kolkata, is the frontrunner: He's the grandson of Madhav 
Prasad's brother Gajanan. However, Sudarshan Birla, son of late 
L.N. Birla (a cousin of M.P. Birla), Nandini Nopany and ]yotsna 
Poddar, both daughters of K.K. Birla (another cousin of 
M.P. Birla) have also been closely associated with MP and wife. 
The role of long-time family confidant, R.S. Lodha, Co-chairman 
of M.P. Birla Group flagship Birla Corp, may also become 
crucial. As could the educational and philanthropic trusts set up 
by the M.P. Birla Group, to which Mrs Birla might have 
transferred a part of her holdings. Whoever runs these trusts 
could call the shots. 

Control of the M.P. Birla Group will also have ramifications 
for the entire Birla family; it has holdings in Pilani Investments, 
one-time holding company of the then undivided Birla Group, 
whose control is shared by various Birla factions. If M.P. Birla's 
stake in Pilani passes on to one or the other Birla clan, it could 
change equations within the family. 

Insiders say Mrs Birla's last testament will be unveiled only after 
all religious and social rites are over. Till then, speculation will rule. 
ARNAB MITRA 
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Nasscom's Sunil Mehta: Going to schoo! 


MEASURES p 


^We Will 
Introduce BPO 
Skills In Schools" 


How Sunil Mehta, VP, Nasscom, 
hopes to curb churn in the ITES space. 


= We have begun sharing broad 
remuneration brackets among 
the various players, so there is 
enough information available on 
the remuneration practices 
exercised by the industry. 


m From here to, say, 2008, we plan 
to introduce BPo skills needed into 
the educational curriculum so that 
we have a talent pool in 10 years. 


um By October-November, a 
Nasscom certification programme 
will go live. Employees who clear 
the test will get paid better. 


m We are doing a nationwide 
search along with E&Y to 
reward champions of the 
outsourcing industry. 
SUDARSHANA BANERJEE 














Introducing 
Floating Rate Plan. 


In the uncertain world of investments, investors are always 
looking for stable returns.In a scenario of fluctuating 
interest rates, it's important that investors diversify their 
debt portfolio to protect themselves against volatility caused 
by adverse interest rate movements. That's where our 
Floating Rate Plan can help. Periodical resetting of interest 
rates of the underlying investment helps in generating 
market related returns.helping you,where it matters. 





Highlights: Floating Rate Plan-Short Term Plan (FRP-ST) and Floating Rate Plan - Long Term Plan (FRP-LT) have been introduced 
as additional investment options in the Magnum Income Fund , 'an open ended Income Fund’, MAGNUMS available at NAV 
related price from 19th July, 2004. The FRP-ST Plan offers two options for investment-Dividend option and Growth option 
while the FRP-LT plan offers two options for investment-Regular Plan and Institutional Plan. Both the Regular and the Institutional 
Plans have sub options of Dividend and Growth. Systematic Investment Plan and Systematic Withdrawl Plan available in 
Floating Rate Plan - Short Term and Floating Rate Plan - Long Term ( Regular) 


SBI Funds Management Pvt. Ltd. We ra lowers 'E Cuffe Pa ide Mumbai - 400 005. Te a ? 2218 0221-27. E-mail: artnertoriiie@snimt: com. Wi 
www.sbimf.com tatutory Details: : has been set up as a trust under Indian Trusts Act, 1632 Ay Managemeni ompany: SB! Funds Managemt 
Lid ely. oS state Bank of India . SBIMF Investor Service Center: Ahmedabad - Ph (07 550 7442. Banglore - Ph (080) 2227 2284. 2 2212 250 


18 i). Kokata - ph: (U3 220. pes ccc € 816. 2282 6999. Bhubaneshwar - Ph: (0674) 240 2401 Bhopal Ph: (0755 55, 341. 527 3983, 528 8277(D). Cha 
Ph: (0172) 2709 728, 271 | 186: ) New Delhi - Ph: (011) 331 5058, 3317 7262. Guwahati - (0361) 252 1993. Hyderabad - Ph: (040) 2475 6241, 2475 6066. Lut 
Ph: (0522) 221 5668, 228 3884. P ino (0612) 222 0232. 222 0235. Chennai - Ph: (044) 5204 5081 2829 3384. 2829 3385. Mumbai - Ph: (022) 2265 8302, 226 
Pune - Ph: (9520) 567 0961,567 1524. Ranchi - Ph: (0651) 231 5212. Bhila he 01 0955 227 3261. Si guri - Ph:(0353) 253 7065. Vijaywada (OBI 
8215. 257 4113.Mangalore - Ph:(0824) 244 5892.Ernakulam - ph: (0484) 318886, 320107. Jaipur - Ph (0141) 2256 7354,2257 413 i. Co mbatore - Ph: (0422) 23 
Vadodara Ph:(0824) 222 5892. Indore - Ph:(0731) 2541 141, 245944. Goa - Ph:(0832) St 4241 i) | Lugh ana - PI i018; | 2449 £ 49 SBIMF Investor Service 
Aimer : 09829067357 Gurgaon: (0124) 5083/69. Hubh 0836) 2368477. Jamshedpur : 098353 J. Kanpi (0512) 2331631 Ki ta: 9829067358. Madurai: 9843: 
Moradabad: (0591) 2411411. N (0712) 2543123. Nasik: 09823246886. Raipur: (0771) 2° 37 2. Ri i 0982 487 Surat: 0987 911443 Urin anthapuran 
2724790. 04843339225. Vishakapatnam:(0891) 3093018. Load: The FRP - 5! Pian and II tituti nal lan of the FRP - No Entry Load or Exit Load.In FRP 
Plan — No Entry Load but an Exit Load of 0.5% for exit within six months trom the gate ot Inve "Minimum. Investment : in FRP - ST Pla and FRP - i Plan (I 
Rs 2000 and in multiples of Rs. 500 thereafter. In FRP - LT Plan(Institutional) RS. 5i khs ar j n multiples 10 lakhs. No f naxi num limit investment Ob 
To endeavour to mitigate interest rate risk and seek to generate regular income aiongwit rtunities tor capita ‘an preciation through a port olio investing in Floati 


debt securities, Fixed rate Securities aS we I| as in Money Market instrument “Asset Allocation: The asset allocation in this P| al ] » under normal circumstances 





SBI MUTUAL FUND 


A partner for life. 


A 





P MAGNUM INCOME FUND 


FLOATING RATE PLAN * 


An Open Ended Debt Scheme 


ws: Floating rate debt, monay market and derivatives instruments will form atleast 65% while the fixed rate debt, money market and derivatives instruments shall not 
| 35%. Risk Factors: Mutual Funds and Securities Investments are subject to market risks and there is no assurance or guarantee that the Fund's objectives will be 
2d. As with any investment in securities, the NAV of the units issued under the scheme can go up or down depending on the factors and forces affecting the securities 
S. MAGNUM INCOME FUND - FLOATING RATE PLAN,an open ended debt scheme, launched as an additional plan in Magnum Income Fund,is only the name of the scheme 
es not in any manner indicate either the quality of the scheme, its future prospects or returns.Past performance of the sponsor/AMC/Mutual Fund does not guarantee tt 
performance of the schemes of the Mutual Fund. State Bank of India, The sponsor, is not responsible or liable for any loss resulting from the operation of the schemt 
| the initial contribution made by it of an amount of Rs.5 lacs towards setting up of the Mutual Fund. Dividends will be declared subject to the availability of distributab 
+. Scheme Specific Risk factors: Magnum Income fund - Floating rate plan invests in debt Instruments,goverment securities and money market instruments. Th 
e's performance can be impacted by various factors such as inflation, general state of the economy, goverment borrowings. and exchange rate fluctuations. Investmen 
scheme are subject to credit/derivative/liquidity/Interest rates as explained in the Offer Document. As per SEBI Circular SEBI/IMD/Cir No 10/22701/03 dated 12th Decembe 
ach scheme and indiviual plan (s) under the schemes should have a minimum of 20 investors and no single investor should account for more than 25% of the corpus | 
sheme/plan(s). In the case of non fulfillment with either of the above two conditions a three months time period or the end of the succeeding calendar quarter, whichev 
t, trom the close of the Initial Public Offering (IPO) of open ended schemes will be available to balance and to ensure compliance with these two conditions failing whi 
:s/plan(s) shall be wound up by following the guidelines laid down by the SEBI. Please read the addendum of the floating rate plan along with offer docum 

scheme carefully before investing. Application forms are available at SBIMF Corporate office, SBIMF Investor Service Centres, Investor Service Desks and 

agents. 
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Sniff, Sniff: There's Value Out There 


The stockmarket may be off its peak by a long way, but that's exactly why it looks so attractive. 


It's Time Now For Some Value-Hunting 


12.14 


July 1, 2002 


- 






Figures are the price-earnings multiple of the BT 50 


fi ene ARE TWO WAYS TO LOOK AT THE MARKET AT 
current levels: The pessimist might moan: “Only 
seven months back, the BSE Sensex was at 6000. It’s 
now crashed by 18-20 per cent.” The optimist of 
course will sense the opportunity for some hard- 
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nosed *'value-hunting". To be sure, the timing 
might be just right for that. Though the market 
indices have lost steam, corporate earnings haven’t, 
and in fact continue to surge, thereby making val- 
uations alluring once again. As visible from the 
chart on this page, the price-earnings multiple (P-E) 
of the BT 50 index has fallen from its peak of 
15.80 and is very close to its average levels now. 
And this realistic valuation is visible on other 
benchmarks as well. “The broad market (based on 
the Sensex P-E) is quite attractive now. This is bec- 
ause the forward P-E (based on the forecast for fis- 
cal 2005) is only around 12 times and is well below 
the expected earnings growth of 20 per cent (which 
is sustainable for the next four to five years)," says 
Shriram Iyer, Head of Research at Edelweiss Capital. 
But as most investors are not buying into the 
broad market (except the ones who buy index 
funds), they have to be more concerned about the 
valuations of different sectors and stocks. This is 
more so because the overall market is yet to reach 
the grossly undervalued zone (the zone in which 
every stock will be undervalued). For example, 
note that the BT 50 P-E is still around 12 com- 
pared to its historic bottom of 8.10 reached in 
April 03. *I feel markets are undervalued (on an 
overall basis) but many sectors like banking, oil, two- 
wheelers and capital goods are grossly undervalued 
compared to other sectors," says Motilal Oswal, 
Chairman and Managing Director, Motilal Oswal 
Securities. Still, the outsourcing stories (pharma 
and IT in the main) are maintaining a scorching 

pace, making them ripe for buying. 
NARENDRA NATHAN 
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Spinning A Web, Again 
The masked hero's back—this time with a number of brands in tow. 


F SONY PICTURES’ SPIDER-MAN 2 IS RAKING IT IN AT THE US BOX OFFICE— 

in the first six days, the film grossed a record-breaking $180.1 mil- 

lion, erasing The Matrix Reloaded's $146.9 million—Indian marketers 
too are bracing themselves for fireworks once the Tobey Maguire starrer 
is released on July 23. From Sony to Mirinda, from Airtel to Kelloge’s, a 
number of mega-brands are hitching a ride with the masked hero. 

Kellogg's Chocos has replaced the regular scoop-shaped cereal 
with web-shaped ones in special packs. Sony is showcasing its new 
digi-cam by allowing kids to get themselves photographed at any of 
the Sony World outlets with their faces morphed onto a Spider-Man 
poster. The gimmick's going to cost Sony some Rs 50 lakh, but the 
company's confident of recovering it through sales of not just the 
camera, but other products as well. 

Sony Ericsson has launched a branded Spider-Man phone targeted at 
adults and the youth, along with embedded Spider-Man content. Airtel too 
has a variety of Spider-Man games and content on offer. Meantime. 
SET MAX and Sony too will be promoting the movie through popular 
shows like Yeh Meri Life Hai. Even Spidey wouldn't have bargained for this. 

PRIYANKA SANGANI 
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Finally Ready For Take-off? 


The Bangalore International Airport, conceived in 1989, may actually become a reality. 
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BIAL's CEO Albert Brunner: 
Light at the end of the tunnel 


T HAS BEEN 15 YEARS IN THE MAKING. 

And with the Centre finally, last 
fortnight, signing the concession 
agreement granting requisite appro- 
vals for setting up India's first true 
greenfield airport, Bangaloreans are 
at last beginning to believe the inter- 
national airport can take concrete 
shape, after all. At Khanija Bhavan 
(Mineral House), where the offices 
of Albert Brunner, Chief Executive 
Officer of Bangalore International 
Airport Ltd (BIAL), there's an air of 
optimism, and Brunner is hopeful 
that the airport will be ready three 
years from today. 

Over the years the airport proj- 
ect got bogged down by one delay 
after the other. In spite of having 
two central civil aviation ministers 
from Karnataka during this pe- 
riod—C.M. Ibrahim during H.D. 


Deve Gowda's prime ministership 
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and Ananth Kumar in the NDA— 
the project just couldn't take 
off. Both failed due to a 
number of reasons. 

Controversy has been 
no stranger to the airport 
blueprint, which took the 
shape of a private initiative in 
1994, The project duly slipped 
into rough weather when the two 
partners, the Tatas and Singapore 
Airlines, walked out citing gov- 
ernmental delays. The Tatas had 
already spent close to Rs 5 crore 
on initial surveys by then. 

That's all history today. The 
Centre's clearance, following a re- 
port from a team of the Director 
General of Civil Aviation (DGCA), 
is just the shot in the arm Brunner 
needed. The DGCA report is subject 
to the Karnataka government's ap- 


has to give a land-user's certificate to 
the company, which incidentally 
had applied for it nearly one and 
half years ago. P.G.R. Sindhia, 
Karnataka Industries and 
Infrastructure Minister, avers that 
“all major problem are out of the 
way. The only big agreement that is 
pending with the air traffic control 
to coordinate aircraft between HAL 
(the existing Bangalore airport), 
Jakkur (flying club) and the new 
project". Sindhia also declares the 
government is ready to hand over 
the 4,300 acres of land acquired 
for the purpose to BIAL. 

Civil aviation ministry officials 
said the government has reworked 
the long-pending concession agree- 
ment with BIAL, paving the way for 
private investors to start work on 
arranging funds and beginning con- 
struction. In what is seen as 
Minister of State for Civil Aviation 
Praful Patel's first gift to India's 
aviation capital Bangalore, the civil 







aviation ministry has also de- 
cided to discontinue all 
scheduled and civil flights 
from the existing HAL air- 
port once the new green- 
field airport is operational. 
If there's anybody who needs 
to be convinced about the need for 
an international airport at 
Bangalore, the air passenger traf- 
fic figures would surely help do the 
needful: 30 lakh as of 2003, which 
will double by 2007. International 
airlines, like Lufthansa, Malaysian 
Airlines, Singapore Airlines and Sri 
Lankan Airlines, have already com- 
menced operations, and more 
should follow soon. 

Officials say the concession agree- 
ment (CA}—almost two and half years 
in the making—was redrafted after 
consultation with the law ministry. 
BIAL and the Karnataka government 
had sent back the “final draft" 
cleared by the earlier government, 
stating that 40 unacceptable clauses, 
including ambiguity over closure of 
the existing HAL airport, had to be 
changed. The CA will be followed 
by other documents—financial clo- 
sure, state support, land lease deal 
and the air traffic management agree- 
ment—and officials expect them to 
be in place by August 2004. 

The delays have already lead to 
a cost escalation of about Rs 4 
crore a month. But if the market is 
the best barometer of indications 
to come, it seems happy days are 
here again. Reason: Land prices 
along the road to Devanahalli have 
shot up thanks to market-friendly 
realtors who have done more to 
publicise the cause of the airport 
than the governments, both the 
state and the Centre. Meanwhile 
Albert Brunner and Bangaloreans 
are keeping their fingers crossed. 
VENKATESHA BABU 


Mother Of All Funds 


Three quarters of the portfolio of Kotak MF's new offering will be made of non-Kotak fund schemes. 


F MUTUAL FUNDS HAVE 

to attract more retail in- 

vestors, one way of do- 
ing it is via innovation. The 
Kotak Equity Fund of 
Funds Scheme has done 
exactly that, as it will not 
restrict its investment to just 
Kotak MF schemes. Up to 
73 per cent of the portfolio 
will be invested in diversi- 
fied equity schemes, across 
fund houses and fund man- 
ager styles. "What we are 
launching is a fund of funds 


and not a scheme of 





Kotak MF's Bagga: It's a bag of funds, really 


based on the recommendations 
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ble investments: First, the 
scheme can invest only in 
big fund houses with a min- 
imum of Rs 5,000 crore of 
assets under its manage- 
ment—as per industry data 
only 12 Indian fund houses 
can boast of this. Second, 
the fund houses should 
have a reasonable equity 
exposure of at least Rs 500 
crore. Third, the schemes 
selected should have a track 
record of at least one year 
and a minimum Rs 50 crore 
in assets. To ensure a dive- 


rsified portfolio, only up to 25 
per cent of the portfolio will be in 
one scheme. IPO ends on July 19. 

NARENDRA NATHAN 


schemes," says Ajay Bagga, CEO, 
Kotak Mutual Fund. 

Every quarter the portfolio 
will be reviewed and rebalanced 


of an external research agency. 
But the offer document places 
some major restrictions on possi- 


re 
ty, mani . 
THANKS TO IBM-DIGITAL MEDIA 
SOLUTIONS. SOURCING THOUSANDS 
OF PHOTOS NOW TAKES HOURS 
INSTEAD OF MONTHS 


ON DEMAND BUSINESS 
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Vizag Ho! 
Move over Hyderabad, Vizag's getting hotter by the day. 


F SCORES OF PHARMACEU- 
p manufacturers and 
rr-enabled service providers 
are making a beeline for 
Vishakhapatnam (or Vizag), 
it’s simply because it's the 
next best alternative in 
Andhra Pradesh to a packed 
out Hyderabad. Pharma 
majors, including Aurobindo 
Pharma, Dr. Reddy’s and 
Divi’s labs have already set 
up a second base in and 
near Vizag. And some 40 
units have made initial pay- 
ments for taking space in 
the town’s proposed pharma 
city, spread over 2,000 
acres, and expected to be 
ready by mid-2005. Alongside, rr/rr-enabled service providers, led 
by HSBC, are also zeroing on Vizag. 

Since the past five years, in keeping with the needs to control pol- 
lution, no new licences have been issued for expansion of facilities in 
the landlocked state capital. “Vizag has a sea port, an airport and uni- 
versities,” points out Venkat Jasti, President, Bulk Drugs Manufacturers 
Association. “For pharma units, it is necessity that’s taking them to 
Vizag.” What’s more, Vizag has always been an excellent talent 
sourcing base for the drugs industry, courtesy the Andhra University’s 
strong pharma department and the Andhra Medical College. 

The wooing of rrEs/BPO firms is also happening in right earnest. At 
his recent (and first) meeting with the heads of IT units in the state, 
Chief Minister Y.S. Rajashekhara Reddy, was liberal in his praise for 
HSBC, which hopes to have 1,500 people by the year-end for its trans- 
action processing and BPO facilities in Vizag. “I would like to con- 
gratulate HSBC for being a pioneer and deciding to locate their 
BPO in Vishakhapatnam after comparing locations internationally.” 

To encourage more players to duplicate the HSBC model, the chief 
minister told rr/rres players that the state was now considering spe- 
cial incentives to companies setting up operations in tier-II cities in the 
state. According to Colonel M. Vijay Kumar, Director, Software 
Technology Parks of India, Hyderabad: “rr activity witnessed a 
pick-up in Vizag post-2000.” The infrastructure costs are at least half 
that of Hyderabad (though the costs of key components like power 
and telecom remain the same). Vizag now has a mini-Hi-Tec City 
(spread over 2 acres where units can locate their own facility; the first 
to do that has been HSBC). The grapevine has it that other majors like 
GE and Adaptec are also looking at the region. The more the merrier. 
E. KUMAR SHARMA 
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HSBC's Booker: Zeroing in on Vizag 
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BSE: Budget blues for the brokers 


. Traders 


Thumped 


| 
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WwW EXACTLY WERE PUNTERS 
unhappy with Chidam- 
baram's transaction tax? 

For starters the levy of 15 
basis points was well above the 
market expectations. As the cur- 
rent brokerage cost for most 
day-traders and arbitrageurs is in 
the range of 5-10 basis points, 
the proposed tax trebles costs. 
Result? Volumes will dry up, as 
day trading accounts for more 
than 80 per cent of volumes. 
That's bad news for all investors, 
short or long term. 

The 0.15 per cent tax is dev- 
astating for bonds as gains are 
very small (usually 10-20 basis 
points). "A 50 basis point move 
is big here", explains Rajiv 
Anand, Head (Investments), at 
Standard Chartered Mutual 
Fund. Further, most participants 
in this segment don't come un- 
der capital gains tax—mutual 
funds are exempt from tax, whilst 
banks account gains under busi- 
ness income—so Chidamba- 
ram's tinkering with those levies 
means little to them. 

NARENDRA NATHAN 
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IT'S INNOVATIONS Om dêmand is nod Innovation a habit 
Understag@iig tough problems ant Hyo new ideas.to taeklethermn 
Thesturbocharging them with,tectinology, Like helping doctors join 


i£ Tight agamst breast vagcér by letting them compare milions di 
È , id 
Cases. online withaew technology trom IBM Very on - 
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IT’S RESPONSIVENESS. Qn demand means building responsiveness 
into everything, Bajaj Auto S,ambitious growth planshifide on 
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... and still get your way. Just ask India's Finance Minister 
Alliance's first is, better believe it, reformist. That's a relief. 


SOMETHING 
FOR 
EVERYONE 





THE LEFT PARTIES — THE REFORMERS 


m Two per cent education cess w Hike in ceilings on foreign 
on all taxes direct investment in telecom, 


= Food for Work programme civil aviation, and the 
to be launched in 150 of the insurance sector 







poorest districts in the country æ Reduction of revenue deficit 
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BALANCING ACT: CHIDAMBARAM'S BUDGET IS CLEVER, BOTH 
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And Influence People... 





P. Chidambaram. His third budget, and the United Progressive 


BY ASHISH GUPTA 





m Funding of infrastructure 
projects related to airports, 
seaports and tourism 
through the Inter- 
Institutional Group 


m Setting up of an Investment 
Commission to woo 
domestic and foreign 
investors 


m Setting up of a 
National Manufacturing 
Competitiveness 
Council to suggest 
measures for improving 
competitiveness 


m Value-added tax to be 
implemented countrywide 
on April 1, 2005 


m Tonnage tax option 
introduced for shipping 
companies 





HE BUDGET HE PRESENTED ON FEBRUARY 28, 1997, WILL ALWAYS 
haunt Palaniappan Chidambaram, the young-looking 59- 


year-old lawyer (he also has an MBA from that Mecca of 
capitalist-philosophy, Harvard) who is now into his second 
term as India's Finance Minister after eight vears in relative 
political wilderness—he was FM in 1996 and 1997, but was- 
n't even a member of Parliament from 1998 to 2004. Assorted economists, 
captains of Indian industry and busy-bodies flitting about from one tele- 
vision studio to another proffering similar sound-bites on Budget 2004 have 
pronounced their judgment: Budget 1997 was a dream; Budget 2004 is a 
balancing act, barely reformist, heavily skewed towards the agricultural and 
rural economy, and all about a return to Big Government. "It is a reasonably 





m Non-taxable income raised 
to Rs 1,00,000 


m Contributions to the new 
pension scheme (which — 
came into effect on Jan 1) 
and accrued interest to be 
exempt from tax 


m Interest rates on small 
savings instruments such as 
 PPF and post office saving 
schemes to continue to be 
8 per cent 


good budget given the political com- 
pulsions," says Arun Bharat Ram, 
Vice Chairman, SRF Limited. Given 
that this writer has had the benefit 
of 72-96 hours more to analyse the 
Budget and check his numbers and 
reasoning in a snappy interview 
with the Finance Minister he would 
like to offer a contrarian take: 
Budget 2004 is reformist (that's a re- 
lief!). And ceteris paribus, to resort 
to an old favourite of economists, it 
will likely have a more beneficial im- 
pact on India's economy than any 
other Budget in recent times, in- 
cluding the 1997 one. 

There can be no denying the 
fact that the Budget is replete with 
political sops. The Bihar package, 
some Rs 3,225 crore worth of it, the 
desalination plant at Chennai, con- 
struction of an international con- 
tainer trans-shipment terminal at 
Kochi port, and establishing a spe- 
cial purpose vehicle to raise funds 
for the Sethusamudram ship canal 


POLITICALLY AND ECONOMICALLY. AND IT DESERVES A CHANCE 
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project, all have more to do with 
keeping the constituents (and al- 
lies) of the uPA happy, less to do with 
Budget 2004’s singular theme: eq- 
uitable development. There is also 
no denying the fact that Chidam- 
baram has cobbled together, in a 
mere 46 days—he admits that the 
only constraint in putting together 
the Budget was time; see “The 
Economy Will Get Stronger 
Irrespective Of Who The Finance 
Minister Is”, page 36—a Budget of 
the kind that the economy most 
needs right now. If more people 
haven’t seen it as such, blame it on 
the either-or India-Bharat metaphor 
that some analysts have used to des- 
cribe the Budget. At the core of this 
argument lies the belief that the ur- 
ban, industrial and services economy 
can only grow at the cost of the 
rural agricultural one and vice versa. 
No, says Budget 2004, and bravely 
attempts to chart a growth path 
that marries the interests of the 
three sectors. “This is a budget to 
build Bharat,” says Sunil Bharti 
Mittal, CEO, Bharti Tele-Ventures. 
And, it is also a Budget to build 
India, if at all the two are different. 

Agriculture and the rural econ- 
omy, Chidambaram’s reasoning 
goes, will be the key drivers of 
growth, “Factor out agriculture and 
draw a line (of the GDP growth 
rate),” he says. “It will more or less 
be a straight one; it is only when 
agriculture does well that GDP 
growth peaks.” That’s an accurate 
statement: in 2003-04, when the 
economy grew at 8.2 per cent, agri- 
culture grew at 9.1 per cent; and in 
1996-97 when the economy grew at 
7.8 per cent, agriculture grew at 
9.3 per cent. The reverse is also 
true: in 2002-03, when the econ- 
omy grew by an anaemic 4 per cent, 
agriculture declined by 5.2 per cent. 

All agricultural reform is tar- 
geted at making the business of 
farming and other associated busi- 
nesses more profitable. By focussing 
on rural credit, mechanisation, 
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Team Chidambaram: 
We've all got green thumbs 


water management, sops for food- 
processing firms, and venture capi- 
tal for agro-product start-ups that is 
iust what Chidambaram has sought 
to do. Better still, as the man himself 
points out, “The New Deal for agri- 
culture is (largely) investment- 
driven, not subsidy- or welfare- 
driven." That could explain why 
Tarun Das, Chief Mentor, Confed- 
eration of Indian Industry, believes 
(this time, strangely, he belongs to 
the minority) that this is a different 
kind of Dream Budget. “The 1997 
Budget had 15 things aimed at the 
corporate sector," he explains. "In 
this Budget, the Finance Minister 
has done 20 different things to put 
purchasing power in the hands of 
people in the agriculture sector." 
Chidambaram's task may have 
been made easier by the fact that 
Industry didn't want anything but to 
be left alone. That's all too under- 
standable. In 2003-04, the aggregate 
net profits of 3,077 companies in- 
creased by 35 per cent over 2002- 
03; even better, average net profit 
margins of 2,916 companies in 
2003-04, were, at 8.1 per cent, far 
higher than the corresponding figure 
in 2000-01. If there's an area of 
concern, it is that investment by 
the private sector in India in the 
five years ending in 2003-04 was, at 
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Rs 2,82,804 crore, lower than the 
corresponding figure for 1991- 
1996. That, though, could well be 
because of excess capacity created in 
the late 1980s and early 1990s, and 
even in late 2003, economists were 
predicting that if the Indian econ- 
omy continued to grow at a rate 
exceeding 7 per cent, fresh invest- 
ments would soon be made by the 
private sector. Chidambaram, for 
his part, has ensured that the con- 
ditions remain conducive by de- 
claring his preference for the con- 
tinuation of a *benign interest rate 
regime" and by not altering any- 
thing significantly. If all goes well, 
says Bharti's Mittal, “there will be a 
marginal increase in the income of 
the hinterland and this will result in 
an increase in the sale of white 
goods, mobile phones, two-wheel- 
ers, and cars". *The Budget will 
give a much bigger boost to industry 
than is being perceived." 

He can say that again. The 
Board of India Today Economists 
believes there's more bad, than good 
in this Budget (see A Hung Budget..., 
page 42), and while foreign institu- 
tional investors and companies con- 
sidering foreign direct investment in 
India have reason to cheer— 
Chidambaram has done his bit in 
the cause of fiscal discipline, and 
actually increased the ceiling on FDI 
in telecommunications, civil avia- 
tion, and insurance—the stock- 
market is still hoping (as this mag- 
azine goes to press on July 12) that 
the transaction tax will be reduced 
from the stated 0.15 per cent. Subir 
Gokarn, the chief economist of 
CRISIL (and one of the members of 
BITE), believes that the Budget hasn’t 
done enough to trigger growth. 
Then, the two Budgets in the past 
10 years that satisfy this criterion 
didn’t really result in great years 
for the economy. Chidambaram’s 
Budget is clever, both politically 
and economically. And it is, like 
we have said before, reformist. 
Surely, it deserves a chance. @ 
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lS THE 24TH OF 30 MEDIA 
interactions tbe Finance 
Minister bas got scheduled 
on July 8 and July 9, but P. 
Cbidambaram sbows no 
sign of QcA-fatigue. 
. Looking relaxed and happy in a 
o customary spotless-white veshti 
> and shirt, he met with BT's Ashish 
= Gupta and R. Sukumar for a 





> snappy interview. Excerpts. 


= How difficult was it to draft this 
^ Budget as compared to the other two 
= you have presented? 

= Well. for the first time, it was new 


(1996-97) and, therefore, I had to 
learn the art of Budget-making. 
The second time, it was a little eas- 
ier because we were really aiming at 
opening up India's economy and 
getting rid of the suspicion that 
prevailed after the United Front 
government came to power, India 
was likely to become an inward- 
looking economy. This time the 
challenge was very different. This 
time the challenge was to factor in 
the lessons we had learnt in the last 
six to eight years and factor them in 
a way that does not detract from 
the reform process, but actually 
strengthens it. The only constraint 
was time. There was also the 
tremendous advantage of having 
as prime minister, someone who 
has done this four, five times. 
Then, we had to marry these 
two objectives, namely the New 
Deal for agriculture and the rural 
economy with a reaffirmation of 
the ongoing reforms process, lib- 
eralisation, globalisation, opening 
up India's economy... We, there- 
fore, struck upon the idea that the 
New Deal for agriculture would 
not be subsidy or welfare-driven, 
but investment-driven. Some wel- 
fare measures are there. Some 
measures have both welfare and 
investment aspects to them. But 
most are investment oriented. For 
instance, the restoration of water 
bodies is clearly investment-ori- 
ented. Of course, it has a welfare as- 
pect to it: work will be provided. 


One thing that struck us while listen- 
ing to your Budget speech was that it 
looked to be the speech of a man get- 
ting ready to present five Budgets. 
There were indications in the speech of 
things that were likely to happen in the 
near future. Assuming that happens, 
where do you see the economy going 


p^ PP eee S n TEpR  MEXA I cu 


in the next five years? 

Well, I am absolutely clear in my 
mind that the economy will get 
stronger year after year after year, 
irrespective of who the finance 
minister is. As long as we don't 
swerve from the path we have cho- 
sen. What we missed was, we left 
behind a large number of people, 
the rural economy. 


So you are basically looking for growth 
in the agricultural sector? 

Why not? You look at the GDP 
growth rate. Factor out agriculture 
and draw a line. It is more or less a 
straight one. It is only when agri- 
culture does well that GDP growth 
peaks. And when agriculture does 
badly, GbP growth dips. Otherwise, 
it is more or less a secular trend. 


There also seems to be an assumption 
in your Budget that industry and serv- 
ices are doing pretty well. And that 
very little needs to be done for them. 

Absolutely. There were no demands 
upon us from the industry. The 
only real demand was that the depr- 
eciation allowance of 15 per cent 
should not be linked to the cre- 
ation of 25 per cent of additional ca- 
pacity. Please lower it to 10, they 
said, and I accepted it. Otherwise, 
industry had no great demand. It 
simply wants an environment in 
which it can access capital markets 


and the banks for equity and debts. 


Are you happy with the way the capital 
markets have responded to your Budget, 
especially the turnover tax? 

If I was unhappy yesterday (July 
8), then I am happy today. 
Therefore, | am not putting it as 
happiness or unhappiness. I think, 
when you introduce something new, 
the primal response is to fear it; 
that's true in every primate. The 


immediate response is as if a new 
animal has been let loose upon you. 
It (the turnover tax) is not a bad 
thing, if vou study it properly. Let 
me place it on record that the idea 
of putting a transaction tax to rep- 
lace a capital gains tax came from 
the Fils (foreign institutional inv- 
estors) and the brokers. | had 
calibrated at zero per cent (tax) for 
long term, 10 for short term and 
0.15 for transactions. Well, if 
someone can give me three other 
numbers which add up to my rev- 
enue requirements, | am willing to 
look at those numbers. But the 
principle is right. 


Was this the right time to come out with 
such a tax? The market seemed to be 
coming out of a trough. 

I don’t know. What is the right 
time and what is the wrong time? 
Where was the market in last 
July? It was much lower than it is 
today. I do not think that there is 
a right time and a wrong time. To 
do the right thing, I think every 
time is the right time. If you are 
doing the wrong thing, every time 
is the wrong time. 


Your speech also said that there were 
a lot of things that we could look 
forward to in the next Budget, like 
major tax reforms. 

Comprehensive tax reforms will 
have to wait. Meanwhile, | will get 
the Kelkar Task Force Report. All of 
you know only of the Kelkar 
Committee Report but since then 
there has been the Kelkar task force 
that has been reviewing the earlier 
report in light of the feedback rece- 
ived. | have had a sneak preview 
of that report but the report itself 
will come to me next week. But 
you can't do big bang tax reforms 
without the time to consider the 
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implications. I think we will have to 
wait for another day. 


Do you think you had the advantage of 
passing a Budget that had to take care 
of only six months? 

It is an advantage in one sense that 
you can always say that I am coming 
back to you in the next six months. 
And that's a credible statement to 
make. And six months is not too 
long. It also has a disadvantage bec- 
ause expectations are raised and 
you can't fulfill them in six months. 


The higher allocations for agriculture are 
fine, but the real problem lies in its 
delivery. Do you have any solutions? 

What do you want me to do? I did 
not invent this delivery system. | 
didn't wreck it. Do I wait for the 
delivery system to improve before I 
begin to make allocations? Why 


“TO DO THE RIGHT THI 
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was this question not raised last 
year or the year before that? 
Allocations have to be made. Side 
by side we must attend to the de- 
livery system. I don't think it is 
right to say that the delivery system 
is bad, therefore I won't allocate 
money to rural India, that I will 
continue to spend only on the so 
called ‘Shining India’. 


Your Budget numbers show that you 
have estimated a 24 per cent in- 
crease in your tax revenue. Isn't that 
rather optimistic? 

Please remember that there is an 
interim Budget number for every 
single tax. Has anyone questioned 
that? Has the BJP questioned that? 
All I have done is taken those in- 
terim Budget numbers, which are 
based on historical growth rates 
and buoyancy, added to that only 
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additional resource mobilisation 
through new taxes plus the tiny 
sum that I will collect through ar- 
rears of tax. I have not done any- 
thing to the interim Budget number. 
I have accepted the interim Budget 
number as a starting point. I hope I 
am right in my estimate of arrears. 


But what are these arrears? 

There are arrears. In the arrears 
there are various line entries. One 
of them is called undisputed re- 
coverable arrears. It is undisputed; 
it is described as recoverable and 
admittedly in arrears. But nobody 
has recovered it. 


Why is that? 

| think previous governments have 
been so occupied with recover- 
ing current taxes and advance 
taxes that they forgot to recover 
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with someone at the other end 


Shouldn't you be able to communicate with your bank 
wherever you are F 
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Budget 


arrears of taxes. It is quite large, 
but we are only taking credit for a 
much smaller amount because 1 
(still) have to put in place a ma- 
chinery to recover these arrears; 
existing machineries are cued into 
recovering current taxes and ad- 
vance taxes only. 


How will the Inter-Institutional Group 
(for infrastructure) work? 

uG has worked in the past in the 
power sector. It has brought six 
power projects to financial closure. 
Ten others were on verge of closure 
as of four weeks ago. As of now, 
they might have achieved financial 
closure. Identical machinery is being 
put in place. I have already given the 
names of financial institutions that 
are participating in it. They have 
Rs 40,000 crore on a callable basis. 
This is the beginning. If you have a 
project of Rs 5,000 crore, you can 
go to them, and 1G will meet and 
one of them will assume the lead 
role. It will appraise the project and 
report back to 1G. And once IIG 
endorses it, the money will be avail- 
able. The money is actually there. | 
think there are three sectors that 






















“WE THINK THAT 7-8 PER CENT GROWTH |S POSSIBLE” 
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can be targeted: seaports, airports 
and tourism because other sectors 
are somehow taken care of. 


Will it work under the direct control 
of the Finance Ministry? 

No, it will be purely commercial. 
We only catalyse this 11G; just 
midwife it. 


You have said that an eminent person 
will head the Investment Commission. 
Well, it will not be headed by a 
civil servant. | have nothing against 
civil servants, but their orientation 
is different. We need someone who 
can go out and sit with the Tatas, 
the Ambanis, the Kumarmangalam 
Birlas, the Neotias in India, and 
also have the stature to go and sit 
with the CEO of General Electric, 
Novartis, or Toyota. And sit with 
them and say what are your plans, 
please ask your board to meet 
with me, and let me help you find 
an investment destination in India. 
To discuss with them, speaking 
with the broad authority of the 
government. And the projects will 
either go through the automatic 
route or we will clear them. This 


is a proactive, outgoing, initiative 
taking, investment-seeking kind 
of a machine. 


How would you define your Budget? 
Well, I can quote you Joseph 
Stiglitz, “We must learn to care and 
reason." This is a Budget into which 
not just reasoning has gone. This is 
a Budget into which care has gone. 
| have said in the last paragraph, 
‘We must bring thought and pas- 
sion to governance’. Ideas are there 
but unless you care for people, | 
think these are meaningless. I think 
that the BJP learnt a lesson. It is not 
that they lacked ideas; they just 
seemed to be uncaring. 


What is your greatest fear? 

Well, a number of things could go 
wrong, although I wish nothing 
should go wrong. The external 
environment could become more 
difficult. I hope it doesn't. The mon- 
soon could play truant, although 
the met forecast is very, very posi- 
tive. That could turn out wrong. 
The delivery systems may not be 
in a shape to deliver and, there- 
fore, a certain amount of disillu- 
sionment may set in. 


Net net, you expect agriculture to help 
the economy grow at 7 to 8 per cent. 
This year we are not targeting 7 to 
8 per cent growth. The projection of 
various bodies is likely to be around 
6 per cent to 7.4 per cent. Seven to 
8 per cent is the long-term growth 
rate that we are looking at. Given 
the structural rigidities of India, 
and doing what is feasible and 
desirable, we think that 7 to 8 
per cent is possible. If I had a 4 
per cent growth last year, I could 
surely do another 8.2 per cent. 
But on the back of 8.2 per cent, 
we will be very happy if we can 
do something close to 7. 


DFEBOLD 


We wont rest 
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is still not out of bounds, feels the 


UDGET 2004 FAILED TO ENTHUSE 
the six economists who make 
up the Board of India Today 


Economists (BITE). At its fifth meet- 
ing, held just two days after Finance 
Minister P. Chidambaram placed 
his Budget, BITE members were 
hard-pressed to find anything to 
excite them or the economy in what 
was billed by him as the *human 
face of reforms”. “Possibly some 
fresh paint on the old human face,” 
comments Indira Rajaraman, RBI 


WHAT 
THEY SAID 
“We have been through 
more than 10 years 
of reformed environment 
but have been unable 
to translate that 
into the kind of 
employment growth 
that we need 
to generate” 


“The inability of banks 
to lend against 
—— other than 
the balance sheet 
and hard assets reduces 
the potential flow of 
funds to start-ups” 


SUBIR GOKARN 
CHIEF ECONOMIST, CRISIL 


B THE BITE VERDICT 
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little that Budget 2004 offers in the ig 
Board of India Today 


professor at the National Institute of 
Public Finance and Policy (NIPFP). 
“It’s just the packaging that’s dif- 
ferent,” quips Siddhartha Roy, chief 
economist at the Tata Group. 
BITE, comprising six economists 
(besides Rajaraman and Roy, there's 
Subir Gokarn, Suresh Tendulkar, 
Bibek Debroy, and Kirit Parikh), 
meets every quarter to analyse 
trends in the economy and assess the 
impact of policy. The last meeting 
was especially significant because 
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of taking 
conomists. 


it came shortly after Chidambaram’s 
new budget and also because the 
chief guest at the meeting was 
Montek Singh Ahluwalia, the recen- 
tly appointed deputy chairman of 
the Planning Commission. 

Yet the mood was bleak with 
most panelists of the view that 
Budget 2004 had really done noth- 
ing to spur fresh investments or 
even generate employment. And 
although most of them agreed that 
there wasn’t much in the Finance 
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Making sense of Budget 2004: (L-R) Crisil's Subir Gokarn, former professor of Delhi Schoo 
Deputy Chairman ol Planning Commission Montek Singh Ahluwalia, India Today's Prabhu 


Member, Planning Commission (not visible in the photograph) 
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BUDGET... 


economic growth to a higher plane, achieving 7-8 per cent growth 


Minister's proposals to take eco- 
nomic growth to a higher plane, 
they did think achieving a sustained 
7-8 per cent growth in the long 
term seemed feasible. 


Delivery Snafus 

Even the renewed focus on agri- 
culture and rural infrastructure, 
through massive investments, failed 
to enthuse the panelists who felt in 
the absence of a proper delivery 
system, such huge allocations would 
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not reach the real beneficiaries and 
be wasted. Says Gokarn, chief econ- 
omist at credit rating agency CRISIL: 
"It is easy to make a judgement that 
money is simply not going to deliver 
on the promise." 

Even Ahluwalia seemed to con- 
cede. His new focus, he said, would 
be on enabling the delivery mech- 
anism to make funds directly avail- 
able to the district or village pan- 
chayats by bypassing the state 


government, prompting BITE 
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moderator and Congress’ Rajya 
Sabha MP Jairam Ramesh to call it 
“from PM to DM minus CM.” 


A few proposals got the appro 


val of the BITE members 
Rajaraman sees merit in the Food 
for Work programme in 150 s 


lected backward districts, the ei 

hanced allocation for Scheduled 
Castes and Scheduled Tribes and 
the emphasis on restoration of wa 
ter bodies. “We need to increase 
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irrigation acreage and we nee 





" There are certain 
things that this Budget 
ought not to have 
done that | think 
will hinder growth and 
one of them is the hike in 
the service sector 
tax rate from 
8 to 10 per cent" 


"How have we 
demonstrated that the 
rate of service sector 
taxation, which should be 
Integrated with 
goods, be 10 per cent and 
not something else?" 


BIBEK DEBROY 
DIRECTOR, RAJIV GANDHI 
INSTITUTE OF 
CONTEMPORARY RESEARCH 
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BITE FORECAST 





While the jury is still not out on whether Budget 2004 will work, 
here’s what BITE thinks the FM can realistically achieve. 


SUBIR GOKARN 
CHIEF ECONOMIST, CRISIL 
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SURESH TENDULKAR 
FORMER PROFESSOR, DELHI SCHOOL OF ECONOMICS 


Rs 45-46/1US$ 


SIDDHARTHA ROY 


Economic Growth 6-6.5 96 


5.5% 
I96Increase (6.5%) 
Rs 45-46/1US$ 





5.5-696 
No Comment 
No Comment 


INDIRA RAJARAMAN 


6.7 596 

5.596 

0.5% Increase (6%) 
Rs 48/1US$ | 
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6.75% 

5.5% 

0.5% Increase (6%) 
Rs 45-46/1US$ 
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6.596 
6.596 
0.596 Increase (696) 


Rs 45.50-46/1US$ 


MEMBER, PLANNING COMMISSION 


No Comment 
5.5-696 

0.596 Increase (696) 
No Comment 


cropping mix depending on irri- 
gation needs of areas," she says. 
Likewise, she and her co-mem- 
bers also gave the thumbs up to 
the food stamp scheme. 

BITE also felt that the Indian ind- 
ustry had responded well to the 
global economy and to the various 
reform initiatives over the years. 
But what worried it was the decline 
in private investment by at least 3 
per cent of GDP between 1996 and 
2003. Budget 2004, the economists 
felt, did little to help reverse that 
trend. Increasing private investment 
is a pre-requisite for generation of 
employment and given the fact that 
the UPA has an avowed intention 
of creating more jobs, this is of vital 
importance. Says Gokarn: “The 
direct link of reforms percolating 
to the masses is through employ- 
ment and the budget does not do 


“T think that the urban Indian 
saver is not even looking so 
much at tax rates or tax — 
incentives or interest rates 

anymore but at the security of 
-their savings” 


“Whenever we think 
-of tax incentives or 


4s tay 
, 
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“The Food for Work 
programme recognises the 
concentration of poor in a 
particular backward region 
- and the need for suc 
programmes in these areas" 
INDIRA RAJARAMAN, 
. .. RBI PROFESSOR, 
NATIONAL INSTITUTE OF PUBLIC 
FINANCE AND POLICY 








Enterprise computing is undergoing a major shift and 


companies have now extended to a broader set of 
participants. There is a driving need to integrate 
customers, suppliers, partners and systems. Dynamic new 
market forces are compelling companies to take action and 
make decisions faster. At the same time, IT organisations 
seek to lower the total cost of ownership of IT systems and 
to leverage existing investments. These forces have shaped 
the requirements for new business solutions. Organisations 
like yours need business processes that are more flexible 
and extensible than ever before. You also need solutions 
that fully integrate people, information, and business 
processes — and that have the lowest possible total cost of 
ownership. Adding to this is project delays, time zone 
constraints and off-target strategies. These clearly show 
that you need teamwork to overcome obstacles and 
achieve your goals for innovation, efficiency, revenue 
growth and profitability. It's also a known fact that when 
there is a sharing of ideas, knowledge, and creative energy, 
great results are born. But in today's far-flung work 
environment, great minds can't always share the same 
room. You'll need to bring them together — from 


anywhere. And at any time. 


THE SAP NETWEAVER™ GAME PLAN 
That's where SAP NetWeaver's collaboration capabilities 


step in. SAP NetWeaver™ provides comprehensive 
collaboration tools and services that foster teamwork in a 


wide range of business processes. And through its virtual 


ADVERTORIAL 





collaboration rooms, makes it easy for team members to 
share knowledge, applications and ideas in real-time. 
Thus, removing the barriers that stand between people, 
information and results. So everyone on the team 
(anywhere in the world) can collaborate, and win together. 
Apart from being an open and comprehensive integration 
and application platform, SAP NetWeaver™ reduces the 
total cost of ownership (TCO) and offers you a range of 
components that enables you to connect the right people 


with the right information. 


SAP NetWeaver", the next evolution of 
mySAP Technology integrates information 
and business processes across technologies 
and organisations. It brings together 
structured and unstructured information, 
harmonising data formerly trapped in 
multiple systems — with best-in-class 
business intelligence, knowledge 
management, and master data management 
What's more, SAP NetWeaver” embraces 


internet standards such as HTTP. XML. and 


Web services. Ensuring openness and 


interoperability with Microsoft .NET and 
J2EE — IBM WebSphere in particular. And 
enabling you to benefit from business 


solutions tailored to meet your needs 


Mail us at info.india?sap.com or call toll- 
free at 1600 445959 for more information 
on SAP NetWeaver'". 


THE BEST-RUN BUSINESSES RUN SAP SAP 
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“Somebody needs to do a study to see whether 
growth in tax collection has actually 
increased because of value-added tax and inform 
the group that is working on VAT” 


“To achieve an overall 7 to 8 per cent growth, we need 
something like a 10 per cent growth in industry, but | 
don't see where this growth is going to come from” 


“Low uctivity of eth is a much greater 
er this cai) an open videri am 


—s h the repackaging has been done in 
terms of greater empha adriana and 
education, there is nothing that | see in terms 
of achieving 7 to 8 per cent growth" 
SURESH TENDULKAR 
FORMER PROFESSOR, DELHI SCHOOL OF ECONOMICS 


“There are certain things, for example, import 
of capital equipments, that could have 
been allowed at a lower rate to fuel investments" 


“Introducing VAT could be slightly tricky because 
there is no universal definition of manufacturing” 


SIDDHARTHA ROY, 
CHIEF ECONOMIST, TATA GROUP 


anything to accelerate the process 
of employment generation.” 


Kick-starting Growth 
Suresh Tendulkar, former professor 
at the Delhi School of Economics, 
feels that achieving 7 to 8 per cent 
growth rate is paramount for 
employment generation, but achie- 
ving that growth with out a 10 per 
cent industrial growth is trifle 
unattainable. “Where is that 10 per 
cent industrial growth going to 
come from?” he ask. Even after 
huge investments are made in agri- 
culture, the growth rate would only 
climb to 4 to 4.5 per cent. And 
given the fact that agriculture com- 
prises just one third of total Gpp, it 
is not enough to achieve 7 to 8 per 
cent growth rate unless special 
emphasis was paid to industry. 
Kirit Parikh, who’s recently 
appointed member, Planning Com- 
mission, is less critical and offers 
the classic inter-sectoral linkage 
According to him, emphasis on irri- 
gation and restoration of water bod- 
ies could increase agricultural pur- 
chasing power and, in turn, increase 
demand for industrial goods, 
thereby, driving industrial invest- 
ment. “I do believe that a really 
credible and an effective interven- 
tion can stimulate agricultural gro- 
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“T do believe that a really 
credible and an effective 
intervention that can stimulate 
agricultural growth can stimulate 
the economy as a whole” 


“The emphasis on irrigation 
and restoring water bodies was 
long overdue. It can be 
extremely productive in a 
Short span of time” 


“The Food for Work Pow 
is a self-adjusting, self-targeting 
programme that is 
especially useful in a bad year” 
KIRIT PARIKH 


MEMBER, 
PLANNING COMMISSION 


wth and, therefore, the economy; I 
think some steps have been taken 
that are correct here and it has the 
possibility of giving fairly quick res- 
ults," says Parikh. 

BITE members feel the raising of 
FDI limits in telecom, insurance, and 
civil aviation, much lauded by India 
Inc. as a bold initiative, are really no 
change for the trend. Gokarn, in 
fact, says the enhanced limits may 


not see any significant increase in 
absolute numbers but lead to 
realignments in shareholding pat- 
terns of telecom companies. 

The finance minister’s commit- 
ment to implement VAT by April 
next year was a move that is wel- 
comed by Roy of the Tata group, 
who thinks this will reduce trans- 
action costs within the economy. 
But Debroy, Director, Rajiv Gandhi 
Institute of Contemporary Studies, 
however, voices his disappointment 
over the non-implementation of 
Kelkar task force recommenda- 
tions. “The thrust of the Kelkar 
task force has been to eliminate 
exemptions. Had that happened I 
would have given Chidambaram 
10 out of 10," says Debroy. 

The panelists also seem to be 
unanimous on the issue that tax 
incentive schemes have virtually no 
impact upon savings rate of India, 
which has been stagnating at 23 to 
24 per cent for many years. Raja- 
raman of NIPFP is categorical that 
it was not so much as tax rates or 
tax incentives that were of concern 
for the urban middle class, but the 
security of their savings. The col- 
lapse of the UTI and of other mutual 
funds in recent years has been a 
shock from which the Indian saver 
is yet to recover. 
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A Mixed Bag 


What India Inc thinks of Budget 2004. A BT-Synovate CEO poll. 


/ Q Do you think that P Chidambaram's 
p. Fi . third Budget is a growth-oriented, 


— reformist budget? 






Figures are in percentage mYes  WNo & Can't say 


Q Do you think the Budget will help 
¿meet the 2004-05 GDP growth target 
of 7-8 per cent? 





Figures are in percentage w Yes m No m Can't say 


Q Where do you think the growth will 


come from? 


INDUSTRY 





SERVICE 





AGRICULTURE 





m Rank 1 m Rank 2 w Rank 3 





Q In the absence of a proper 
. delivery system, do you 
think that the higher allocations 
made to agriculture and rural 
infrastructure will pay? 











Figures are in percentage mYes  mNo « Can't say 


O Do you think that the 
„finance minister will be 
able to keep the revenue deficit 
at 2.5 per cent of the GDP and 
fiscal deficit at 4.4 per cent in 
2004-05? 


* Figures are in percentage 


E are in percentage mYe  mNo s [^ say ^ 


(Q Do you think that the 
.turnover tax is likely to 
dampen the spirit of the 
capital market? 





gures are in percentage mYes  mNo s Can't say 


THE METHODOLOGY 


For the survey, quantitative techniques involving 
purposive sampling were used. A questionnaire 
was sent by BT to CEOs randomly chosen from the 
2003 listing of BT 500 companies. Then Synovate, 
'BT's partner for the survey, contacted the CEOs. 
Sixty-nine of the CEOs responded by July 9 and 
their response have been summarised in this poll. 
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Do you think that under 
.the given circumstances, 


| this is the best the finance 
: minister could have done? 


: 80 14 
. Figures are in percentage mYes  mNo  wCantsay 


Do you agree that a 2 


LJ per cent education cess 
. on 


taxes will lead to better 


- education of the poor? 





m Yes m No = Can't say 


Will the Investment 
. Commission help 


- boost both domestic and 
: foreign investment? 


. Figures are in percentage mYe m 7 " 4 Say 


Q Will foreign investors stay 
. bullish on India? 


` E are in percentage E 2 mNo = J say 





Will the Budget boost 
„infrastructure development? 





igures are in percentage 9 Yes m No = Can't say 


TO BELIE SOME OF THE WORST FEARS OF CORPORATE INDIA 





ILLUSTRATION: RAJAT BARAN: GRAPHICS: PINAKI PAU! 


AUGUST 1 2004 BUSINESS ODAY 


mos 
B 


The Five-Minute Budget 


For those readers who have neither the time 
nor the inclination, a quick tour of the Budget. 


THE HIGHLIGHTS 


m Food For Work Pro e to be 
launched in 150 of the poorest districts 
in the country 


B Agricultural credit to be doubled in 
the next three years 


m A2 Ta cent education cess levied 
on all taxes except sales tax 


m No collateral required for educational 
loans up to Rs 7.5 lakh 


w Ambitious scheme to repair, renovate 
and restore water bodies linked to 


agriculture 

= A consortium of seven banks to focus 
on project financing in i 
sector (value: Rs 40,000 crore) 

m Kochi to get an international container 
terminal 


8 An Investment Commission to attract 
domestic and foreign investment to 
be formed 


m Ceiling on Foreign Direct Investment 
(FDI) in civil aviation, telecommunica- 
tions, and insurance to be raised 

m Equity support of Rs 14,194 crore 
announced for public sector companies 


m 85 more items taken off list reserved 
for small scale industries 


W A new savings scheme ing a coupon 
rate of 9 per cent to target senior citizens 


m Individuals earning up to Rs 100,000 
to pay no tax 


= Long-term capital gains tax (for 
securities) abolished; turnover tax 
introduced 


B Service tax net expanded to include 
13 more services 
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: Source: Budget document 
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BUDGET 2004 IN NUMBERS 


Budget Estimates : 


3 REVENUE RECEIPTS............- 3,09,322 : 


| TAX MEVENUR.......——— — 2,33,906 : 
| NON-TAX REVENUE.......... 75,416 : 
= CAPITAL RECEIPTS.......... 1,68,507 : 
| TOTAL RECEIPTS............ 4,77,829 : 
3 NON-PLAN EXPENDITURE.......... 3.32.239 : 
: PLAN EXPENDITURE... 1,45,590 : 
! TOTAL EXPENDITURE..............- 4,77,829 : 
: REVENUE DEFICIT............. n 76,171 : 
2.5 % OF GDP : 
3 FISCAL DEFICIT............ nets 1.37.407 : 


4.4 % OF GDP : 


| PRIMARY DEFICIT... 7,907 : 


0.3 96 OF GDP : 
All figures in Rs crore : 


$4 9999959594 959»9999»99999"9?*""9?^^^9?9"*9"»^t9^h4ttttttttsttt""""""c*-"* 


THINGS THAT WILL COST 
MORE COME OCTOBER 1 


m Cars 











B Computers 











m Platinum jewellery 
m Plasma TVs 
m Mobile phones 


m Leather goods 
and LPG stoves 


m Contact lenses 
and playing cards 






8g Vacuum flasks, 
scented supari, 
prefabs, laboratory 
glassware, B&W 


TVs, imitation THINGS THAT 
jewellery, candles, WILL COST LESS 
watches COME OCTOBER 1 


gm Matches made in the 
mechanised sector 
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Striving for a perfect balance? 


Family run businesses have had their 
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ISB's Executive Education Programmes keep P 


you abreast of the latest management 
thinking. To ensure your relevance in the new | Bor wines Nformatiod: cali Caku 
world. | at 040-2300 7041/42. Or email execed@isb.edu 


www.isb.edu/execed 
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a IC. ing g t! h ie next-generation power tool. The A760. It 
irt pl ne Hi igeni engineered to keep pace wit 
c fic li [3 e. Its encoded circuits along with Lin 

| erating system have a single missio 


te control i in all aspects of your life. 































IMPRINTING 


Our handwriting is 

as unique as our 

finger print. The A760 
permanently imprints our 
unique script in its 
memory. So, even if you 
don't cross your T's and 
dot your I's, it will 
identify your 
handwriting and 
respond to your 
commands in a fraction 
of a second. 





CYBERTRONICS 


The A760 is a smart 
hone powered with 
luetooth™ wireless 
technology and OTA 
(Over The Air) sync. 
These enable you to 
remote access your 
local devices and 
network servers. 
Which means, your 
office now travels 
with you. 
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B BUDGET: THE FAR SIDE 
It’s Genetic 


Budget 2004 once again demonstrates P. Chidambaram's expertise 
with numbers. Could this be the secret behind it? 


IS STORY BEGINS WITH A MAN WHO WAS KING, KNIGHT, AND 
merchant prince rolled into one. Raja Sir Annamalai 
Chettiar (1881-1948) was a banker, industrialist, educationist 
(he founded Annamalai University) and patron of the arts. 
Legend has it that he once owned 85,000 acres of land in 
Burma. That’s in the realm of the possible: the man belon- 
ged to the Nagarathar sub-sect of the Chettiar community and most 
Nagarathars of his age were free spirits who roamed parts of South Asia ac- 
cumulating untold wealth. India was ruled by the British in those days, but 
Nagarathars were into secular, not political pursuits; the British found them 
smart and trustworthy; so, aided by the British the Nagarathars found it 
easy to scour other British colonies in the region for trading opportunities. 
History has it that the Nagarathars—the name means townsfolk in Tamil 
and implies that this sub-sect of Chettiars wasn’t exactly into farming—came 
from the coastal village of Kaveripoompattinam, which submerged, 
Atlantis-like into the Bay of Bengal. The community moved to the hin- 
terland, from the Chola kingdom to the Pandya kingdom, before finally set- R.K. Shanmukham Chetty: Presented 
tling down in the arid region of Karaikudi, in some 75 villages now the first budget of independent India 
known as Chettinad. India’s current Finance Minister, P. Chidambaram, ON November 26, 1947 
is a Nagarathar. Better still, he is a descendant of Annamalai Chettiar. 
Nagarathars (and other Chettiars) were, and are, punctilious about their books, and are famed 
for their ability to crunch big numbers in their heads almost in real-time. *Decades of quick 
calculations must have got imprinted on our genes," laughs Dr Nalli Kuppuswami Chetty who runs 
the eponymous chain of sari shops (he is a Padmasaliyar Chettiar, a sub-sect that originated in the 
Vijayanagar empire in the thirteenth century, and later moved south). Chetty recalls that he always 
maxed his math papers at school; to score anything less would have dishonoured his heritage. His- 
torian S. Muthiah says that until the 1950s, most Chettiar children were taught fractional tables 
(up to 1/192). Arun Murugappan, the 37-year-old marketing head of Prodorite Corrosives and 
a scion of the Murugappa group says the generation before him had to learn “quarter-time tables.” 
After the break up of the colonies, Nagarathars returned home. Some, like Murugappa Chettiar 
the founder of the Murugappa Group, entered business. Others tried other things—one, for in- 
stance, tried his hands at movie making (A.V. Meiyappa Chettiar, the founder of AVM 
Studios). Given the Chettiar talent for math and emphasis on due diligence, it wasn't surprising 
that one of the community, R.K. Shanmukham Chetty, a Vanniba Chettiar, attended the 
International Monetary Conference at Bretton Woods in the US in 1944 (both the IMF and the 
World Bank were born there). Chetty presented the first budget of independent India on 
November 26, 1947. And on July 8, a Nagarathar proved the community still hasn't lost the touch. 
NITYA VARADARAJAN 





INDIA'S CURRENT FINANCE MINISTER, P CHIDAMBARAM, IS A NAGARATHAR. 


BETTER STILL, HE IS A DESCENDANT OF THE LEGENDARY ANNAMALAI CHETTIAR 
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FMs And Film 





The Indian Finance Minister isn't above humour... 





Yashwant Sinha: 
Starting a trend 
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Backwaters, Kumarakom North 
Website: www.klresort.com Bangalore: 511248 
— Cochin: 98470-40603 


RT Ere re en ey Pee SSS 
NO "Transfers from and to Muhamma Boat Jetty or Kottayam Railway Station s Traditional welcome drink on arrival a Buffet breakfast, lunch and dinner at our muld-cuisine 
ME" restaurant 8 One rejuvenating Ayurvedic massage per person per day a Traditional tea and snacks every evening at our "Thattu Kada” s Cultural programme in the evenings ® 
.— One hour sunset cruise every evening » Health Club and indoor games on the house # Yoga and meditation classes # 

L will be accommodated free of charge 9 Flexible check-in and check-out time & 10% discount on Curio Shop s All applicable 
... eecupancy @ Rs.7,500/- per room per day. 


ND MOST OF IT HAS TO DO WITH A PLAY ON 
ee o L Athe titles of popular motion pics. It was, 
arguably, Yashwant Sinha (Finance Minister be- 
tween 1998 and 2002) who started the trend. In 
1999, he mentioned Dil Se and Hum Aapke Hain 
Kaun?; in 2000, he did Hum Saath Saath Hain; in 
2001, it was the turn of Chori Chori Chupke 
Chupke; and in 2002, Kabhi Khushi Kabhie Gham. 
Jaswant Singh resisted the temptation to play with 
motion-pic titles in his speech in 2003, although 
one of his interjections, Garib ke pet me dana; 
Gribni ki tukia mein anna sounded suspiciously like 
a dialogue from a Bollywood B-movie. Current 
Finance Minister P. Chidambaram did say Main 
Hoon Na on July 8, but since it was in response to 
an interruption, and not part of his speech it prob- 
ably will not go into the records of Parliament 
(Yashwant Sinha's references, however, will). BB 

AMANPREET SINGH 





Timing The 
Budget 

s budget speeches go, 

P. Chidambaram's 2004 
one was a full 25 minutes 
shorter than Jaswant Singh's 
2003 offering, but it was 10 
minutes longer than Yashwant 
Sinha's 100-minute sprint in 
2000. Here, in case you are 
interested in time, are the 
finer details of the past four. 


2000 YashwantSinha 100 minutes 
2001 Yashwant Sinha 115 minutes 
2002 Yashwant Sinha 111 minutes 
2003 JaswantSingh 135 minutes 
2004 P. Chidambaram 110 minutes 


COMPILED BY AMANPREET SINGH 
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The Budget And Us 


PANKERLA ANJIAH/39 


MARGINAL FARMER 


ELEVISION HAS REACHED PRATAP SINGHRAM 


village on the outskirts of Hyderabad—it did 

that several years ago, actually—but Pankerla 
Anjiah, who has taken five acres of land on long 
lease didn’t get to catch the Finance Minister on tel- 
evision. Anjiah, a father of four who grows paddy on 
three acres and cash crops such as chillies, cotton, and 
vegetables on the other two, begins his day at 4.30 
a.m., milks the few buffaloes he owns, does his 
rounds distributing milk, and then works his land; it’s 
hard work earning a living from land that is, like most 
in the Telengana region, rain-fed, and the earliest each 
day ends is 8.30 p.m.. “It is good that the government 
wants to increase agricultural credit,” he says when 
told of the Budget’s green slant, “but there must be 
a mechanism whereby small farmers who have leased 
out land are eligible for loans.” Anjiah is, however, 
unequivocally positive about the government’s intent 
to renovate water bodies as that could help rain-fed, 
un-irrigated land like his own. In sharp contrast to Anj- 
iah’s good-but... response is that of P. Chengal Reddy, 
the Chairman of the Federation of Farmer’s Asso- 
ciations in Andhra Pradesh, who spoke to this corres- 
pondent while being driven to a TV studio in Delhi. 
“The Prime Minister and the Finance Minister seem to 
have realised that a strong agricultural sector and a hea- 
Ithy farming community is critical for the economy." 
Reddy is obviously more sanguine than Anjiah about the 
Budget’s ability to change the lives of marginal farmers. 
E. KUMAR SHARMA 
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UMESH GOSWAMI 


VASUKI SUNDARAM/38 


TRAVEL AGENCY PROPRIETOR 





NYONE WHO HAS DOUBTS AS TO WHETHER SMALL 


businesspeople track the Budget need only 
look as far as Mumbai-based Sundaram, She 
and a clutch of other small travel agents not only 
watch the Budget and assess its impact on their sector 
individually, they “share notes”. The lady says she was 
curious as to what Finance Minister Chidambaram 
could achieve given the unwieldy coalition he was part 
of, but admits “the Budget looks pretty remarkable un- 
der the circumstances”. It should. Sundaram isn’t wor- 
ried about the rise in service tax (from 8 per cent to 10 
per cent). “I would pass on these costs to customers,” 
she says, adding that she is just a conduit for the gov- 
ernment to collect something from end-users. How- 
ever, although Sundaram is thrilled by the fact that tou- 
rism (along with airports and seaports) has been iden- 
tified as a focus area for infrastructure projects (with 
the Finance Ministry catalysing the formation of a con- 
sortium of banks that have earmarked Rs 40,000 
crore for the same), she would prefer to save her hosa- 
nnahs till the specifics are laid out. Ashwini Kakkar, 
the Head of Thomas Cook India and President of the 
Bombay Chamber of Commerce and Industry is a tad 
more optimistic. “Now we can do roads, restore 
monuments, and upgrade infrastructure,” he gushes. 
And another travel industry exec, Arup Sen, Director, 
Cox & Kings, expects the Budget’s rural emphasis to 
translate eventually into a rural market for his com- 
pany's offerings. Now, that'd be something. 
PRIYA SRINIVASAN 
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Four real-life accounts from around the country on Budget 2004's 


impact on work and life. 


NEELU SHARMA/28 


HR CO-ORDINATOR, NOKIA INDIA 





ROM THE ORGANISATIONAL POINT OF VIEW, 
Sharma cannot complain about the Budget. It 
makes mobile phones cheaper (and should, 
therefore, help her company sell more of them). And 
by allowing for an increase in the ceiling on Foreign 
Direct Investment (FDI) in telecommunications from 
49 per cent to 74 per cent, it has increased the 
chances of more investment coming the sector's 
way (not that the booming one doesn't get enough 
already). That, again, will be to the benefit of Nokia, 
which also sells mobile network equipment. 
However, from an individual point of view, Sharma 
doesn’t have much to cheer about. “The budget 
has done nothing for salaried employees," she rues. 
“We were expecting some tax relief that we haven't 
got; instead, there's the 2 per cent education cess." 
And so, Sharma, who believes the Budget has done 
well to bring the excise duty on computers down to 
zero and provide for collateral-free educational 
loans, remains negative about the Budget. None of 
the provisions, she says, affect salarymen. That's 
not entirely a fair comment. Half of India's 2.7 
crore tax payers earn Rs 100,000 or less a year. 
And this Budget ensures that anyone in this cate- 
gory no longer pays any tax. The Finance Minister 
has also articulated his desire to see the “benign in- 
terest rate" regime continue, and this means salary- 
men can continue to borrow money to buy con- 

sumer durables, cars, and houses. 
SAHAD P.V. 
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SUBROTO BAGCHI/47 


CO-FOUNDER AND CHIEF OPERATING OFFICER, 
MINDTREE CONSULTING 
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NDER IDEAL CIRCUMSTANCES THE BUDGET 
should matter little to people like Subroto 
Bagchi, both from an individual and an or- 
ganisational point of view. In 1998, Bagchi, then a hi- 
flier at Wipro, quit and with a few other colleagues, 
founded MindTree Consulting. People in his eco- 
nomic class do not lose sleep over what the Budget will 
do to their finances, although Bagchi remembers 
that in 1976, when he started his career, everyone used 
to queue up at the petrol station the day before the 
Budget to fill up in anticipation of a hike. “Now, no 
one cares,” he says, “because petrol prices change 
every few weeks,” “This is true for most people, not 
just me.” And circa 2004, the Budget is not sup- 
posed to do anything to (or for) companies like 
Bagchi’s. That’s not because MindTree is into soft- 
ware; it would have applied even had it been into any 
other kind of service, even manufacturing (Now, 
had it been in an agri-business, that would have been 
interesting). Bagchi is thankful that the Budget ignores 
the software sector. “I know some software biggies 
have been calling for scrapping the tax holiday,” he 
says, “but the Indian IT success story doesn’t owe 
its success only to the big players; there are numerous 
small and mid-sized players who are its real pillar of 
strength.” He is happy about the zero duty on PCs, but 
adds that apart from that he does not see the Budget 
“having any kind of impact on me as an individual or 
the company”. That’s just the way it should be. @ 
VENKATESHA BABU 
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Budget 2004 is the ninth successive coalition budget. Here's how it 


compares with the other eight. By ASHISH GUPTA 
BUDGET 2004: P. Chidambaram unveils a clutch of sops for agriculture, increases ceiling on 


foreign direct investment in telecommunications, civil aviation, and insurance, focuses on the in- 
vestment thingamajig and introduces an education cess but still manages to make everyone happy 
and reduce the fiscal deficit to 4.4 per cent of GDP. Between-the-lines message: I’m just warm- 
ing up; now wait for next year. 


BUDGET 2003: Jaswant Singh announces a big push (think: Rs 50,000 crore) for infrastructure, 
rationalises indirect taxes, increases ceiling on Foreign Direct Investment in banks from 49 per 
cent to 74 per cent, makes dividends tax-free in the hands of investors and actually manages to 
up the price of fertilisers (he eventually rolls back part of this), in the National Democratic 
Alliance’s best budget ever. 


BUDGET 2002: Yashwant Sinha goes all out and increases agricultural credit to Rs 75 ,000 crore 
(from Rs 64,000 crore), announces an accelerated rural electrification programme, provides concessions 
for private sector companies participating in infrastructure projects, decides to set up asset recon- 
struction companies, and rationalises indirect taxes. He is forced to roll back measures removing 
tax on dividends in the hands of investors and increasing the price of liquefied petroleum gas. 


BUDGET 200): In his finest hour yet, Yashwant Sinha announces a budget that reduces direct 
taxes, paves the way for a softer interest rate regime, increases the ceiling on foreign institutional 
investor (Fil) holding in companies to 49 per cent, and touches upon sensitive second-generation 
reforms. Instantaneously, India’s most pilloried Finance Minister becomes a sensation, although 
the outpouring of positive sentiment eventually results in nothing. 


BUDGET 2000: P. Chidambaram may have set off the process of disinvestment but it is 
Yashwant Sinha who, in his third budget, first talks about reducing the government's stake in 
non-strategic public sector companies to 26 per cent, thereby revitalising a languishing process. 
However, his efforts to rationalise indirect taxes create much confusion thanks to three special 
excise rates of 8 per cent, 16 per cent, and 24 per cent. 


BUDGET 1999: In his second budget, Yashwant Sinha makes no attempt to prune the 
country’s interest payments and defence spend, and actually imposes a 10 per cent surcharge on 
direct taxes. He does make up for this by rationalising indirect taxes, increasing the ceiling on 
foreign direct investment in the pharmaceutical sector to 74 per cent, and starting down the path 
of fiscal reform, but the overall theme of the bill is of an opportunity missed. 


BUDGET 1998: As expected, Yashwant Sinha’s first budget is a clever mix of 
populist measures targeted primarily at the rural electorate, procedural reforms, espe- 
cially in the area of direct and indirect taxes, and brave moves such as opening up the 
insurance sector to private and foreign players, although it must be added that this idea 
is his predecessor's. 


BUDGET 1997: In what comes to be known as the Dream Budget, P. Chidambaram opens up 
health insurance to private players, announces the New Exploration Licensing Policy for the en- 
try of private companies into oil exploration, brings more services under the service tax net, imp- 
roves the quality of tax monitoring, and rationalises indirect taxes. In short, the man does every- 
thing he could to improve the investment climate in the country. 


BUDGET 1996: P. Chidambaram's first budget is a mixed bag. He imposes a minimum alternate 
tax (MAT) on companies that do not pay corporate tax and announces a special customs duty of 
2. per cent on all imports to fund infrastructure projects. However, he does balance things 
some by reconstituting the Foreign Investment Promotion Board and stating that its target is to 
attract $10 billion of investment a year and establishing the Disinvestment Commission. 
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United we stand: Team UPA's first budget has the Common Minimum Programme's imprint writ large on it 


A Mirror To The CMP 


P. Chidambaram has stuck to the spirit of the United Progressive 
Alliance’s Common Minimum Programme. BY ASHISH GUPTA 


S EE THE WORTHIES IN THE PICTURE 
above (that, in turn, has seen 
some use)? They are members of the 
United Progressive Alliance (UPA) that 
runs the government, or representa- 
tives of parties supporting it from 
the outside; the turbaned individual 
near the left corner, Comrade Har- 
kishen Singh Surjeet of the Commu- 
nist Party of India (Marxist), is one 
such. The slim unimpressive looking 
document the people in the photo- 
graph hold in their hands is the Com- 
mon Minimum Programme (CMP), a 
sort of vision statement for gover- 
nance created after taking into acc- 
ount the ideologies of the 15 parties 
that constitute the UPA. At the time, 
most economic analysts believed 
that the CMP would cramp Finance 
Minister P. Chidambaram's refor- 
mist-style, although the man himself 
claimed that it gave him enough lee- 
way to do what was required. 

It turns out that he was right. 
The influence of the cmp, now called 
the National Common Minimum 


Programme or NCMP, is evident in 
Budget 2004. “(It is), fully faithful to 
the NCMP," is how Chidambaram 
himself has described the Budget. 
And why wouldn't it be? He refer- 
red to the NCMP only around 20 
times in his 110-minute speech. 
That is not to mean the FM let 
himself be constrained by the letter 
of the NCMP. In a couple of instan- 
ces, he has adhered to the spirit, but 
stretched the letter a bit, often at the 
risk of annoying the communist par- 
ties that support the government. 
Thus, he has gone ahead and re- 
laxed the ceiling on foreign direct 
investment in telecom (49 per cent 
to 74 per cent), insurance (26 per 
cent to 49 per cent), and civil avia- 
tion (40 per cent to 49 per cent). 
And he has gone ahead and an- 
nounced that the government will 
piggyback on NTPC’s initial public of- 
fering, and divest its stake (with- 
out altering the essentially public 
sector character of the companies in 
question) in some companies to 


raise around Rs 4,000 crore that 
will go into developmental projects. 
The sting of these measures—if 
at all it is that—has been counter 
weighed by several others that refl- 
ect the direction set forth in the 
NCMP. For instance, Chidambaram 
announced the creation of a Natio- 
nal Manufacturing Competitiveness 
Council, the introduction of a Natio- 
nal Employment Guarantee Act, a 2 
per cent education cess, and a Food 
For Work programme. And, in con- 
sonance with the NCMP, the focus of 
Budget 2004 is on agriculture and 
the rural economy. However, given 
economic realities, and Chidamba- 
ram's proven status as a reformer, it 
is likely the larger direction of the 
Budget would have remained the 
same even had the NCMP not touched 
upon agriculture. Of course, the 
smaller things, such as the desalina- 
tion plant for Chennai or the Bihar 
package Chidambaram announced 
(both find mention in the NCMP), are 
another issue altogether. Œ 


MAY HAVE FORMED THE BASIS OF THE BUDGET BUT 


WHERE REQUIRED, CHIDAMBARAM HAS GONE BEYOND IT 
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STOCKS THAT YOU SHOULD 
BUY BECAUSE OF THE BUDGET 


ITC 


Closing Price on July 9: Rs 1,057 
Price-Earnings Multiple: 15.19 


Cigarettes have been spared the routine increase in 
excise duty that happens in every Budget. And the 
overall emphasis on agriculture should benefit a com- 
pany that derives around 17 per cent of its revenues 
from agri-business. 


Bharti Tele-Ventures 
Closing Price on July 9: Rs 158 
Price-Earnings Multiple: N.R.* 


It will benefit from the increase in foreign direct 
investment ceiling (from 49 per cent to 74 per cent) 
and from an additional year's tax holiday (Section 80-IA). 


Shipping Corporation of India 
Closing Price on July 9: Rs II3 
Price-Earnings Multiple: 4.90 


The long-pending demand of the shipping industry for 
tonnage tax has finally been accepted. And listed com- 
panies will derive more mileage as deferred tax liability 
will be phased out for them, resulting in higher earnings. 


HCL Infosystems 
Closing Price on July 9: Rs 613 
Price-Earnings Multiple: 17.73 


The Budget fully exempts computers from excise duty 
and this will benefit hardware companies in three ways: 
increase the demand for computers, divert purchasers 
from the grey market, and add to their profit margins. 


Tata Motors 
Closing Price on July 9: Rs 416 
Price-Earnings Multiple: 17.29 


The allowance of 150 per cent deduction for in-house 
R&D expenses should help this heavy R&D spender. And 
the reduction in peak customs duty on inputs like alloy 
steel, copper, and zinc from 20 per cent to 15 per cent 
will help it rein in overall cost. 

NARENDRA NATHAN 
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SECTORS BLESSED BY 
THE BUDGET 








The Finance Minister 
has sought to give the agricultural 
economy a fillip by focussing on ru- 
ral credit, mechanisation, water man- 
agement, sops for agro processing firms, and fa- 
cilitating the availability of venture capital for 
agro-product start-ups. 


Automobiles: All auto companies 
engaged in research in India stand to 
benefit from the 150 per cent exemption 
on in-house R&D. The 2 per cent cess 
will increase the prices of cars somewhat, but that is 
unlikely to impact the sales of passenger cars, not 
when financing options are cheap and plentiful. And 
those auto companies that have a presence in trac- 
tors can look forward to an increase in sales, cou- 
rtesy the removal of excise duties on the category. 


Telecommunications: cross 
border acquisitions of telcos have 
been made easier following the in- 
crease in the ceiling on foreign direct 
investment (FDI) in the sector from 49 per cent to 
74 per cent. Heightened investor interest is also 
likely to result in an increase in investments in the 
already booming sector. 


Shipping: By acquiescing to the 
shipping industry's demand for a ton- 
nage tax, the Finance Minister has 
helped it integrate better with the global 
industry (tonnage tax is the norm, internationally). 
The move (shipping companies can also, like in 
other parts of the world, choose to pay corporate 
tax), is also likely to result in some financial ben- 
efits for the companies. 


Health: The Budget has made a clutch 
of diagnostic equipment and special 
accessories (think Braille computers, 
prosthetics, and the like) cheaper by 
exempting them entirely from customs duties. El 
SHILPA NAYAK 


* Bharti's EPS is insignificant; ergo, its P-E multiple is not representative 
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2A 0X0 VÀ ese 
Budget Impact 





A bird's eye view rendition of what happens to what. 


Æ AGRICULTURE 


m Outlay of Rs 8,000 crore 
for rural infrastructure 


m Rural credit to be doubled 
over next three years 


4. GROWTH 
m The rural economy will ben- 
efit from increased investment 











m investment in new 
projects will spur growth 


4». EXPORTS 


m Emphasis on develop- 
ment of airports, seaports 
m A new bill in the offing 
to regulate special 
economic zones 








> SERVICES 


m Service tax rates 
raised from 8 to 10 
per cent 


m 13 more services C. ~ k 
brought under the e 
tax net (but the sector's vibrancy 
will see the boom continue) 


<Æ INFLATION 


m The 2 per cent 
cess on all taxes will 
push up prices of 
virtually everything 
m The increase in 


service tax (from 8 per cent to 
10 per cent) will hike prices 








COMPILED BY ASHISH GUPTA 
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. reformist and its efforts to prune 
















FOREIGN INSTITUTIONAL INVESTORS 4. 


= The India story is still alive 
= Budget's overall tone is 





fiscal deficit, commendable 


FOREIGN DIRECT INVESTMENT 4. 


m The India story is still alive 

m Hike in foreign direct 
investment ceilings in telecom, 
civil aviation, insurance 
















-m 100-days gainful employ- 
| | ment promised to one 
member of every poor family 


m Launch of the Food for 
Work programme 


INTEREST RATES <> 


= Government to 
continue with a 
benign interest 
rate regime 














FISCAL DEFICIT + 


m Non-plan 
expenditure is 
estimated to be 
lower at Rs 
323,239 crore 
than the Budget estimate 
of Rs 349,787 crore 


m A special drive to recover 
arrears will add Rs 8,000 
crore to the government's 
revenues 


VHH3JIN NVAIA 






Stray kicks will have 2596 more 
impact this season. 
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BUSINESS SCHOOL 


Ahmedabad - IBS Placement Cell 
ICFAI House, Near GNFC Info Towers, 
Sarkhej-Gandhinagar Highway 
Bodakdev, Ahmedabad - 380054 
Ph: 079-2685-8632, 2405 
Mobile: 9825945510; Fax: 079-2685-0107,3949 
E-mail: pleahm@ibsindia.org 
Bangalore - IBS Placement Cell 
Sri Krishna Avenue, No. 64, 13th Cross, 6th Main, 
J P Nagar, 3rd Phase, Bangalore - 560 078. 
- Ph: 080-26582279, 26593416, 26492206 
Mobile: 9886019114; Fax: 080-26581160 
E-mail: plebng@ibsindia.org 


Chennai - IBS Placement Cell 
240, Raj Complex, Lloyds Road, Gopalapuram 
Chennai - 600086, Tamilnadu 
Ph: 044-2835-0567, 0568; Fax: 044-28117674 
E-mail: ploche@ibsindia.org 


Gurgaon - IBS Placement Cell 
Old Delhi - Jaipur National Highway, Dundahera, 
Gurgaon - 122016, Haryana 
Ph: 0124-2455485, 86, 87; 5003981(D) 
Fax: 0124-5003983; 
E-mail: picdel@ibsindia.org 


Hyderabad - IBS Placement Cell 
Aditya Court, 8-2-334, Road No. 5 
Banjara Hills, Hyderabad - 500034 

Ph: 040-23548069 (D), 23430415 - 19; 
Fax: 040-23430414; 
E-mail: plchyd@ibsindia.org 


Kolkata - IBS Placement Cell 
Block-GP Plot No. J-3, Sector-5, 
Salt Lake, Kolkata - 700091 
Ph: 033-2357 7124, 25, 7148, 7210 
Fax: 033-23577129, 23344136 
E-mail: pickol@ibsindia.org 


Mumbai - IBS Placement Cell 
Bldg No.71-C, Nirlon Complex. 
Off Western Exps. Highway, Goregaon (E), 
Mumbai - 400063 
Ph: 022-26850068 - 72, 2685-0064, 0077(D) 
Mobile: 9820027928; Fax: 022-26850066 
E-mail: plemum@ibsindia.org 


Pune - IBS Placement Cell 
Plot No. 5, Equity Tower, Sanghvi Nagar 
D P Road, Aundh, Pune - 411007 
Ph: 020-2588 9638, 51, 52, 53 (D); 
25898121/22/23 
Mobile: 9822092202; Fax: 020-25889654 
E-mail: plepune@ibsindia.org 
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Aakit Technologies 
ABB 

ABN Amro 

ACC 

Accenture 

ACME Insurance 
Adani 

Ador Powertron 
ADP Wilco 

AIM 


. Air Sahara 


|». AIR Technologies 
. Airtel 


. Akzonobel 


| 
1 | 


Alembic 


. AMP Sanmar 


Anush Financial Services 
APC 

Apeejay Finance 

Apex 

Apollo Healthcare 

Apollo Tyres 


Aster Teleservices 


Atlas Copco 


Bajaj Allianz Insurance 
Bajaj Auto 

Bajaj Capital 
Bank of America 
Bank of Punjab 


Basix 


Bata 


Biogenus 


A Bis 





For enabling ICFAI Business School 


Birla Sunlife Distribution 


BTI Consultants 


Business Standard 


Capital Fortune 


Centrum Finance 
Centurion Bank 


CG Maersk 


Cholamandalam Insurance 


CMC 


Darashaw 
DCB 
DE Shaw 


IB$ cordi 


Delphi Automotive Syster 
Disha Technologies 
Divya Bhaskar 

DPS Descon 


DSP Merill Lynch 

DSR Solutions 

Dunn and Bradstreet 
Dutcontennant 
E-Commerce Council 
E-Serve International (Citi 
E-Valueserve 

e Career Networks 


Electrolux 

Eli Lilly 

Emami 

Emerio Corporation 
Emst & Young 
e-Solutions 

ETA General (Fijitsu) 
Faber Castell 
Family Health Plan 
FAPCCI 


Global Realty Outsourci 
Global Telesystem 
Global Trust Bank 
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face The Class of 2004 and to achieve 100% placements this year also! 


"comes these and other organisations to visit and take their pick from the Class of 2005. 





eenback Forex 
Worldwide 
*indwell Norton 





Indcap Financial 
India Bulls 

India Infoline 

India Insurance Brokers 
India Insure 

Indica Research 

Indo Gulf 

Indusind Bank 

ING Vysya Bank 

ING Vysya Financial Services 
Ingersoll-Rand 
Intellect Data Systems 
Intelligroup 

Interglobe 

Invest One 
Investmart 

iqra Broadband 
Irevna 

ITCOT 

IVY Comptech 

J P Morgan Chase 
Jasubhai Digital 
Jetking 

Jobs Ahead 

Johnson & Johnson 


Jubilant Organics 


Leela Kempanski 
L'Oreal 

Lupin Labs 

Madison Research 
Maersk Sealand 

Matoi 

Magma Leasing 
Mahindra British Telecom 
Maithon Steel & Power 
Marico 

Marsh Mclennan 
Maruti True Value 
MarutiN2N 

Mata Securities 
Matrix 


Max New York Life Insurance 
McKann Erickson - 
McKinsey 

Mecklai Financial Services 
MediHealth 

Megasoft 

Merittrac 

Metal Junction 

Metlife 

Morgan Stanley 

Moser Baer 

Motilal Oswal 


NABARD 

Nagarjuna Fertilizers 
National Commo. Exchange 
Naukri.com 

Navision Software 

Neel Kamal Plastics 
Nestle 

Netscribes 

New India Assurance 
Nicholas Piramal 

NIIT 

Nike 

Nilgiris 

Nipuna 

Novartis 

Nucleus Software 

Oberoi Hotels 

Ocimum 

Ocwen Financial Solutions 
Office Tiger 

OM Kotak Mahindra 
Onicra 

Oracle 

Orchid Pharma 

ORG Informatics 

P & O Nedloyd 

PAC Soft 

Palm Fibre 

Panacea Biotech 
Pantaloon 

Patni Computer Services 
Peerless General Finance 
Pepsi 

Philips 

Piaggio 

Pivotal 

Polaris Software 

Power Finance Corporation 
PricewaterhouseCoopers 
Pricol 

Primus 


ee A 


Pro Agro 

Progeon 

Protonweb 
Provogue 

Prudential ICICI AMC 
Qatar Airways 
Q-soft Solutions & Systems 
Quadrangle 

R.R Financials 
Radico Khaitan 
Rallis 

Ramco Systems 
Ranbaxy 

Rational Software 
Rediffusion DYR 
Redington 

Reico 

Reliance General Insurance 
Reliance Infocomm. 
Reuters 

Royal Sundaram 
Sahara Pariwar 
Satyam Computers 
SBI Life 

Scope Internationa! 
SDG Software 

SEBI 

Seec Software 

SERI Intemational 
ShareKhan Securities 
Sharpoor|i & Pallonji 
Shaw Wallace 

SIDBI 

Sierra Atlantic 

Sigma Software 

SKP Securities 
Sonata Software 
Spectrum Consultant 
SPIC 

SREI International 
Standard Chartered Bank 
Standard Chartered Finance 
Star India 

State Bank of India 
Sterlite 

Strategic Capital 
Sum Total Systems 
Sun F&C 

Sun Microsystems 
Sundaram AMC 
Sundaram Fastner 
Sundaram Finance 
Sundaram Mutual Fund 
Swaraj Mazda 
Syndicate Bank 





System Domain 
TAFE 

Taj Bengal 

Taj Hotels 

TAS 

TATA AIG | 
TATA Chemicals 

TATA Infomedia 

TATA Infotech 

TATA Ryerson : 
TATA Tea 

TATA Tele Services 

Taurus Mutual Funds 

TCS 

Teamlease 

Tecumseh 

The Associates 

Thinksoft | 
Thomas Cook 

Thomson Financials 
Thomson Press 

Til 

TIME 

Times of india | 
Times of Money 

Titan Industries | 
Transworks 

TVA Infotech | 
TVS Electronics | 
UFJ Bank | 
ULJK Securities 

United Breweries 

US Software 

Usher | 
UTI Bank 
UTI Securities 
Videocon | 
Vikrant Tyres 

Voltas 

VST Industries 

Walson Services 

Way 2 Wealth 

Web Development Company 
Westside | 
Whirlpool 

Willis 

Wipro 

Wisden-Cricinfo 

WNS Global Services 
Wockhardt | 
World Tech | 
Xerox 

ZEE Telefilms 


(A partial list, in Alphabetic order) | 
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TIME WAS, WHEN INDIA WAS JUST A SOURCE OF SMART & 


WARM BODIES FOR TECH MULTINATIONALS. TODAY, THANKS 
TO A TELECOM AND FINANCIAL SERVICES BOOM, ITISA 
MARKET THAT IS JUST TOO BIG TO IGNORE. BY PRIYA SRINIVASAN 


ARLY ON THE MORNING OF MAY 17, RANGNATH 
‘Rangu’ Salgame, the head of Cisco's Indian 
and SAARC operations, then in California 
on business switched on a business channel 
to catch up with the day's news only to 
have the importance of India driven home to him, 
again (not that he was not aware of it in the first 
place). NYSE had just opened for business, and the scrips 
of the top five telecom vendors listed on it had nosedived. 
The spot analysis? The previous trading session on BSE, 
which had witnessed a carnage, courtesy fears over the new 
government's commitment to economic reform. India 


68 BUSINESS TODAY AUGUST 1 2004 


was such an important market for these companies, the rea- 
soning went, that anything that happened there (especially 
something that could, say, just engender the writing of a 
new telecom policy) was bound to have a bearing on 
their fortunes. And why not? The Indian telecom market 
has emerged as the fifth largest, possibly the fastest grow- 
ing and among the most deregulated in the world. 
Salgame's experience is reason enough to take a long 
hard look at goings on in the technology markets in 
India. It doesn't take long to arrive at the conclusion: 
technology companies, the lot of them from hard- 
ware vendors to software majors to IT services hothouses 





A Success Story In The Making 


CJ The Indian market for telecommunications equipment is 
the second largest in Asia (China is #1). 


CJ The Indian PC market is expected to overtake the Korean 
one by the end of this year, according to research firm IDC. 


(J India and Korea are neck-to-neck in the race to be the second 
largest market for chipmaker Intel in Asia. "Well, some 
analysts say that India is already number two," laughs Amar 
Babu, Director (South Asia), Intel. "And consumption is the 
most important investment criteria for Intel." 


(J Telecom equipment manufacturer Nortel expects its Indian 
business to equal its Chinese one in the next four to five years. 


"We are riding a growth wave in India while China is plateauing,” 


explains Rajan Mehta, the head of Nortel Networks India. 


J Sun Microsystems has declared that it expects India ! 


a billion dollars to its worldwide revenues within the next few vear 


CJ India has moved into t r thre th 
and China in Cisco's ran at of its most important ! 


C German software giant SAP counts India among its "success 
stories". That's not surprising given that last year was the 
best ever for SAP in India, which grew ; 47 n per cent. "We 
expect to grow at 1.5 to two "iis the market rate ays 
Hans Peter Klaey, President (Asia Pacific), SAP 


LJ In 2003, software major Oracle Corporation witnessed its 
highest growth (in the last five years) in India— "a particularly 
excellent year considering the growth has been on a much 
larger base,” says Oracle India Chief Shekhar Dasgupta 


The Indian Market For Hi-Tech Products Is Big Enough... 
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MNC CEOs: 


HEADED FOR INDIA 


to purveyors of telecom equipment 
have been growing at rates that they 
have never encountered before in 
India, and rates that they haven't 
seen in a long time in any other mar- 
ket in the region, even anywhere in 
the world (see And it is Perhaps the 
Fastest Growing in tbe Region). 

While the other side of the 
technology story, namely the dis- 
covery of India's talent base and 
product development capabilities 
has been hogging the headlines, a 
much larger story has been qui- 
etly unfolding in the wings. 


Gunning For A Share 
Of The India Pie 
“Its funny how companies in India 
are constantly talking about how to 
tap the overseas market while every 
single company overseas is talking 
about how to get a larger share of the 
Indian market," laughs Patrick 
McGoldrick, CEO & Mp, Tata 
Technologies, which specialises in 
the auto sector and has practically 
every major auto company on its 
client roster. Companies eyeing India 
are obviously keeping a close watch 
on the eye-popping growth rates reg- 
istered by some very large technology 
multinationals for whom growth gen- 
erally creeps along in single digits in 
the developed markets (see 
Expectedly, Growtb Stories Abound). 
Telecom infrastructure player 
Alcatel has seen a 100 per cent 
growth between 2002 and 2003 
and has touched revenues of Rs 
1,000 crore according to industry es- 
timates. IBM for its part has seen a 
111 per cent year-on-year growth in 
its storage business and a 56 per 
cent growth in its server business. 
Home-grown technology product 
company i-flex is doubling its do- 
mestic business every year. And Sun 
Microsystems has managed a similar 
feat between 2002 (revenues of Rs 
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LARRY ELLISON 
CEO/ORACLE 


No, he didn't come here, 
although his President 
will later this month. Still, 
he touched base with his 
live video-conferenced 
speech in 2003 


440 crore) and 2004 (Rs 800 crore). 

It's not just the major MNCs that 
are capitalising on the India story. 
Take the case of small companies 
such as Airespace, Veraz Networks 
or Virtela Communications, all US- 
based product companies operat- 
ing in the telecom space and all 
funded by Norwest Ventures. 
Addressing a media briefing in 
Mumbai during a visit to India or- 
ganised by ace venture capitalist 
Promod Haque (see Promod Haque: 











JORMA OLILLA 
CHAIRMAN & CEO/NOKIA 


He has been to India twice 
in the past four years. On 
his latest visit he met 

with the CEOs of all Indian 
telecom firms. P.S.: The 
Bharti deal followed 


VC #1, Business Today, April 25, 
2004), all the companies unequivo- 
cally declared India as the *most 
important market" for them. *The 
overall addressable market for en- 
terprise class wireless LAN (local area 
network) products is in the tens of 
millions (in US dollars) over the next 
year and should rise to hundreds of 
millions within the next several 
years," says Steve Martin, Airespace's 
country manager in India. 

Cisco's Salgame spells out a more 


...And It Is Perhaps The Fastest 
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SCOTT MCNEALY 
CHAIRMAN/SUN MICROSYSTEMS 


Curiously, McNealy's first 
visit to India came after 
his company sold a 
reported $100 million 

of equipment to Reliance 
Infocomm. QED 


tangible measure of market expan- 
sion. *In developed markets, a 
Fortune 500 company would spend 
8 per cent of sales on rr; Indian 
companies currently spend about 
half a per cent; even if this expands 
to 1.5 to 2 per cent in the next few 
years, that's a huge expansion." 
Then, there is, as Salgame points 
out the GDP effect: if gross domestic 
produce grows, so does the amount 
companies spend on IT. 

Companies like Bharti Tele- 
Ventures are already nearing First 
World benchmarks in terms of rr- 
spends: It already spends 4-5 per 
cent of its gross revenues on IT. "Our 
business is marketing," says Jayant 
Khosla, the head of the company's 
mobile telephony operations in 
Mumbai. *Everything else can be 
outsourced." That could explain 
some mega technology outsourcing 
deals the company has announced 
in recent times: a $400-million net- 
work management one with Ericsson, 
a similar $275-million one with 
Nokia, and a 10-year $750-million rr 
outsourcing one with IBM. 

Other mega deals in the tele- 
com space include BSNL’s Rs 6,000- 
crore GSM contract (participants in- 
clude Nortel, Nokia, and Alcatel) 
and Lucent’s deal to run Reliance's 
CDMA network; the deal contributed 
Rs 1,100 crore to Lucent's revenues 





CARL HENRIC SVANBERG 
PRESIDENT & CEO/ERICSSON 


India was one of the first 
companies Svanberg visited 
after taking over as CEO of 
Ericsson. Why? Just look at 
the outsourcing deal his 
company signed with Bharti 


last year. On the average, says a 
multinational telecommunications 
equipment vendor, an order from 
Reliance or Bharti is worth $100 
million (it could, he adds, even go up 
to $600 million). “Some 40-50 mil- 
lion wireless lines (read: capacity) are 
already being added and should be 
in place within the next six months,” 
he confidently predicts. 

Others share his optimism. “As 
the country tries to achieve the tar- 
get of 15 per cent teledensity by 
2010 as set out in the New Telecom 
Policy of 1999, it will need sub- 
stantial investment in telecom equip- 
ment,” says Ravi Sharma, MD & 
President (South Asia), Alcatel. “This 
makes it one of the most attractive 
markets in the world; cellular pen- 
etration in India is at around 2.7 
per cent, and is likely to exceed 10 
per cent by the year 2008.” 

Consumer broadband is an- 
other big wave that promises to 
fuel telecom spends over the next 
few years. “We expect up to Rs 
40,000 crore to be spent across the 
country by various participants in 
the area of consumer broadband,” 
says Sanjay Mashruwala, President, 
Reliance Infocomm, adding that 
the largest slice of Reliance’s spend 
over the next few years will go into 
this. “And our total investment 
ranges right from the core network 








BILL GATES 
CHAIRMAN/MICROSOFT 


Gates has always been 
bullish on India. And on his 
last visit in 2002, he did 
enough to ensure that 
corporates opted for his 
company’s offering over Linux 


to data centres and servers, routers 
and switches, optical equipment to 
consumer premise equipment.” 

While telecom is the biggest 
driver of accelerating tech-spends, 
banking and finance is a close sec- 
ond. “Telecom accounts for about 
40 per cent of our India business to- 
day while banking accounts for 
about 25 per cent,” says K.P. 
Unnikrishnan, Director (Marketing), 
Sun Microsystems, India. “The rest 
comes from manufacturing while 
(the) government (segment) shows 
a great deal of potential.” 

For starters, IT product compa- 
nies like i-flex expect domestic banks 
to spend around Rs 2,000 crore 
over the next three to four years 
on basic rT infrastructure, software, 
and services. Much of this will come 
from first time investors in automa- 
tion. “If you look at automation for 
a bank with about 500 branches, 
that is an IT spend of Rs 200-300 
crore right away per bank and at 
least 10 psu banks have automation 
plans right now,” says Makarand 
Padalkar, Member (Executive 
Management Organisation), i-flex. 
Most public sector banks have been 
quick to realise that automation 1s 
the key to their survival. One of the 
biggest projects being executed by 
IBM Global Services currently is 
the automation of Syndicate Bank, 
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which involves implementing a core 
banking solution across 300 branches. 

Then there is the need to adopt 
Basel 2 norms on capital adequacy. 
This, in turn, necessitates the use of 
packaged software that can churn 
out the required information in real 
time. “We are seeing an 18-20 per 
cent growth in the banking sector," 
says Oracle India Chief Shekhar 
Dasgupta, adding that “the pack- 
aged software market, which cur- 
rently stands at $420 million, is ex- 
pected to touch $740 million by 
2007, according to IDC.” 

Newer banks such as HDFC 
Bank and ICICI Bank have demon- 
strated that technology can be a key 
differentiator in the business and 
can help the cause of growth. “Our 
business model is one that leverages 
technology to deliver value adds,” 
says Pravir Vohra, General Manager 
(Retail Technology Group), ICICI 
Bank. “Technology spends are em- 
bedded in the business plan for each 
business segment.” The company, 
he says, has benchmarked itself with 
international banks (on tech spend) 
and discovered that it currently 
spends 15 per cent of what they do 
per customer. That’s good news for 
technology vendors. 

The auto and auto components 
business is also contributing its fair 
share to zooming IT spends. 
“Customers want more variety in 
vehicles, the life cycle of vehicles 
is shorter, upgrades are happening 
across the board, and safety meas- 
ures are increasing," says Tata 
Technologies’ McGoldrick. “All of 
this means investment in IT.” 

The other drivers of the boom 
are not surprisingly the rr and rT-en- 
abled services companies whose busi- 
ness hinges entirely on technology. 
Retail is another potentially big mar- 
ket segment as is government. “We 
are addressing retail, healthcare and 
pharmaceuticals, apart from gov- 
ernment and of course banking, tele- 
com, and manufacturing,” says Sun’s 
Unnikrishnan. “Basically, every sin- 


gle industry has started to look up as 
a technology market.” 


The Indian Market As Pivot 


Global tech research and consultancy 
firm Forrester points to some inter- 
esting trends to watch out for in the 
Indian tech landscape. The packaged 
software market is likely to witness a 
slugfest between global heavyweights. 
Navi Radjou, vp Research (Enterprise 
Apps) at Forrester, makes an inter- 
esting observation. “If Indian com- 
panies want to manage end to end 
processes, they will spurn traditional 


for its “Netweaver” (process inte- 
gration platform) in India than in 
the United States!” 

That, though, is just another 
fragment of market dynamics. With 
contract manufacturers such as 
Flextronics (it recently acquired 
Hughes Software Systems, is scout- 
ing for a few more buys, and has al- 
ready expressed its desire to set up 
manufacturing facilities in the coun- 
try), Solectron, and Jabil Circuits 
already in India, a booming do- 
mestic market may well be the mo- 
tivation technology companies re- 


Telecommunications Is The Driving Force Behind 
The Growth In Appetite For Hi-Tech Products 


2001 2002 
HARDWARE - 1810 1792 
IT SERVICES 1346 145] 
Professional Services — 969 1,052 
TELECOMMUNICATIONS 5,626 — 6,125 
Telecom Equipment 1528 1454 
Telecom Services 4098 4671 


All figures in US$ million 


2000 —— 2004 205  — 2006 — 2007 
195] 2130 2292 2382 12,39 
1691] 1,926 2179 2449 2,752 
461 $52 58 604 7530 
1230 1405 1,591 1785 2,002 

531 613 666 732 882 
7,275 8361 9,342 10,417 11551 
1,817 2062 2204 2,436 2,716 
5458 6299 7138 7981 3885 


Source: Gartner, December 2003 


Expectedly, Growth Stories Abound 


Figures in Rs crore 


m Revenues (2002-03) m Revenues (2003-04) 


packaged applications in favour of 
new solutions—like transactional 
portals, Business Process Management 
tools that build upon web service 
technologies. This means that pack- 
aged application vendors like SAP 
and Oracle will be in for a big fight 
with the middleware/infrastructure 
vendors like IBM and Microsoft. 
SAP may end up finding more buyers 





Source: Voice & Data, June e 2004: Industry estimates 
m Growth rate 


quire to start manufacturing locally. 
Even better, the booming domestic 
market could well engender a clutch 
of companies in the software prod- 
ucts space (a la i-flex) or in hard- 
ware. Even Indian software serv- 
ices companies may be able to hedge 
their overseas play with a signifi- 
cant presence in the domestic mar- 
ket. It's beginning to happen. @ 
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INTRODUCING THE CHEVROLET TAVERA. 
THE COMFORTABLE FAMILY CAR. 





Comfort makes the journey special. The new Chevrolet Tavera is designed to make every moment on the road an 


cooling, to a sophisticated suspension and thoughtful storage spaces, comes together to make your drive sea! 


TRAC SYSTEM 
Triple Row Air Conditioning 
System, with two evaporator 
units, for quick and uniform 
cooling in all three 
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ant-roll bar for a a 


ride quality and | 
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SUBHASH CHANDRA 
CMD. Zee Telefilms 


With Rs 500-600 crore invest- 
ment in DTH, Zee hopes to get 
15 lakh subscribers by 2005 









PETER MUKERJEA KUNAL DASGUPTA 
CEO, Star India CEO, SET India 
Star is way ahead of the pack but Sony plans to counter Star 
plans to grow bigger still by One and Star Utsav through 
launching new channels and DTH better programming schedule 
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Already the market leader in India, Star TV's plans of launching 
newer channels with lower ad rates could trigger a nasty war in the 
Industry. Can its rivals Zee and Sony, who increasingly look more 
like also-rans, catch up? sy swati Prasan 


HIS FLOOR WILL HOUSE OUR CAFETERIA, " SAYS 
Peter Mukerjea with a quick sweep of his hand. 
We are on the top floor of Star TV Network's 
seven-storey corporate digs in Mumbai’s 
Mahalaxmi, overlooking the neighbourhood’s fa- 
mous race course. It’s easy to tell that Mukerjea, the 49- 
year-old CEO of Star’s India operations, is excited about 
the swanky building, the top three floors of which are still 
under construction. Dressed in a business suit, he en- 
thusiastically bounds up three floors from his fourth-floor 
office, hopping over puddles, loose bricks and small 
heaps of cement and gravel to show this writer around 
the new facility. “We’ll have large glass windows so 
that everyone can get a good aerial view of the city 
from the canteen," says Mukerjea. The three floors 
should be ready to move in by the end of August. 

Yet, it's unlikely that either Mukerjea or any of his 
team of more than a hundred managers who’ll even- 
tually occupy the building will have the leisure to take 
in the view or even catch some action on the tracks 
nearby. Not that it bothers anyone at Star. In the 
Great Satellite TV Derby, Mukerjea's Star is already the 
No. 1 jockey, with an estimated Rs 1,400 crore in 
revenues and 79 of the top 100 shows in the mass en- 
tertainment category (in the 25th week of this year). But 
far from keeping its head down and trotting along, Star 
wants to quicken its gallop. Its last year's revenues 
represented a 30 per cent jump over the previous, 
but now Mukerjea wants to bump it up another 25 per 
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bd STAR 


+ Aaj Tak leads the segment with a 34 per cent share 


Star TV has cornered the lion's share of general 


MARKET lil ^" MARKET 


^ Ten Sports tops the segment with a 49 per cent share 


cent—never mind that advertising revenues in the in- 
dustry is growing at between 7 and 10 per cent. Says 
Mukerjea: *Our parent is growing at 20 per cent in ma- 
ture markets like the US, and they question us on the 
Indian market, since this is a happening place." 

Sure, TV advertising revenues are growing (from Rs 
4,220 crore in 2003 to Rs 4,676 crore in 2004), but it's 
not all hunky-dory for Star. For one, there are only 24 
hours in a day, and trying to squeeze in more ads in a 
show is likely to cheese off viewers. For another, Star's 
famed “saas-bahu” soaps have ruled the airwaves for four 
years now and could soon look jaded. Any attempt at 
hiking ad rates to boost revenues will almost certainly 
draw a howl of protest from advertisers. Says Anita 
Nayyar, Executive Director, North Operations, Starcomm 
India, a media-buying agency: "Since Tv ratings have been 
consistent over the past year, channels have not been able 
to hike ad rates. And there is no reason why they should 
be able to hike rates in the near future." 


Star's Act Three 

So, just how does Mukerjea plan to grow at 25 per cent 
this year and the year after that? *By expanding the 
pie," he deadpans. Translated, it means a slew of ini- 
tiatives (See Star vs The Rest), representing its biggest 
push yet, 12 years after it first entered India and where 
for the first seven to eight years it played catch up with 
Zee, Fortunes reversed when.in 2000 Star launched 
Amitabh Bachchan-starrer game show Kaun Banega 
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NP — Not present in the segment 


*Part of Sony's TheOneAlliance bouquet 


Source: TAM Peoolemeter System 
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Crorepati and its blockbuster K-serials. This time 
around, which some see as Star's Act Three, the Rupert 
Murdoch-owned network is hitting competition, in- 
cluding smaller players such as SAB TV and Sahara 
Manoranjan, where it hurts the most: ad revenues. 
The weapons in its armour: Star Utsav and Star One. 
The rate card for Star Utsav is very aggressive—Rs 
1.2 lakh to Rs 1.5 lakh for 30 seconds, which is a 
tenth of what Star Plus charges. “This gives regional ad- 
vertisers a platform to have a national presence,” says 
Mukerjea. Although innocuously put, the strategy is re- 
ally aimed at luring advertisers away from smaller na- 
tional and regional Tv channels. 

Similarly, Star One intends to take on SET Max and 
other English language channels. Meant for the “urbane, 
2004-outlook in life” up-market audience, it will be 
markedly different from the saas-babu dominated Star 
Plus. That's something Zee and Sony have been doing 
for sometime now. With serials like Jassi Jaissi Koi 
Nahi and Ye Meri Life Hai, Sony claims to have given 
serious competition to Star Plus. For example, it says 
that since the launch of its pop- 
ular serial Jass its share of view- 


gone up from 6 per cent to 14 
per cent. Says Kunal Dasgupta, 
CEO of the estimated Rs 900- 
crore SET India: “Sure, Star will 
give us competition through Star 
One. But we will counter Star 
One and Star Utsav through our 
better programming schedule." 

Sony is beefing up its pro- 
gramming by introducing new 
serials in prime time (8 pm to 
11.30 pm) to take on Star Plus. 
In July, it will launch a serial 
for the viewers below 15 (Hum 
Do Hai Na) and another one 
meant for the 15-25 age group at 
8.30 pm (that would take on 
Star Plus’ popular serial, Kasautii 
Zindagii Kay). Reformatting of 
shows telecast on Fridays has 
increased Sony's marketshare 
from 25-27 per cent in January 
to 38-40 per cent today. “We are 
almost doubling our viewership 
at prime time in every spot," 


Sahara Manoranjan 4 


Zee TV 7 


Sony 
Entertainment 19 


Star Plus §8 
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ership (in that time band) has — Star has a firm grip on entertainment. 


Channel Shares—Prime Time 







Time period: 2000 to 2330 hours during May 23 to June 19, 2004 


Channel Shares—All Day 







à f : = Figures are marketshares in percentage 
says Sunil Lulla, Executive Vice lime period: 0200 to 2359 hours during co 2 to June 19, 2n 


x Star's saas-bahu weepies, while still going strong, are likely to lose steam 





him, Sony will continue to focus on the prime time 
band. “You need to win the bigger game," he says. 
Unlike Sony, Zee, which has been dogged by a 
churn in its top management, is not concentrating 
only on the prime time band. Zee TV is trying to 
catch eyeballs through its talent show, India's Best, 
launched end of June this year. This show takes place 
in 20 cities and will be telecast over 10 weeks on 
Fridays and Saturdays. Similarly, 
it has strengthened the after- 
noon time band (12.30-3:00 
pm) through its TV magazine 
concept of programming called 
“Zee Woman". In these three 
hours, Zee TV airs serials and 
programmes on beauty, fashion 
and household tips. A thriller, 
Tamanna House, has been in- 
troduced at 10 pm and new pro- 
grammes in the post 10.30 pm 
time slot are to be introduced 
shortly. Besides, in August, Zee is 
launching programmes target- 
ted at children—for instance, a 
children's comedy at 8 pm. “We 
have moved away from the saas- 
babu formula. We are showing 
contemporary, experimental and 
progressive women in our seri- 
als," says Ashish Kaul, Group 
Vice President, Corporate Brand 
Development, Essel Group. 


The DTH Rush 

Today, almost two-thirds of Star 
India's revenues come from ad- 
Ma too haghi vertising and the rest from sub- 
Source: TAM da d tie scription. With the Telecom 
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Regulatory Authority of India (TRA) freezing cable TV rates, 
the revenue mix is unlikely to change, despite the two 
new channels. That's where its DTH gameplan comes in. 
Last year, it tied up with the Tatas to offer DTH services 
under a JV company called Space TV. The govern- 
ment's nod is awaited, although Star Group CEO 
Michelle Guthrie has already made two trips to India 
this year to meet 1&8 officials. Guthrie recently met the 
Union t&B Minister, Jaipal Reddy, in a bid to get the 
government to hike the FDI ceiling of 20 per cent in DTH. 
Zee, in contrast, is already up and running and claims 
to have cornered 1.3 lakh paid subscribers. (Prasar Bharti 
is also in the fray; its Ku band is to be launched shortly.) 

Both intend to be aggressive in the area. Star, along 
with the Tatas, plans to invest Rs 1,600 crore in Space 
TV, while Zee is looking at between Rs 500 crore and 
Rs 600 crore. The Subhash Chandra-promoted outfit 
hopes to get 15 lakh subscribers by the end of rv 2005 
versus Star's reported target of 1 million in the first year 
of operations and 10 million within seven years. “With 
DTH, we are targeting the entire population of 80 mil- 
lion TV homes (in the long-term)," says Mukerjea. 
Interestingly enough, the rivals are letting their head rule 
their heart. *The distribution platform has to be neu- 
tral,” says Kaul of Zee, which like Sony and Star is open 
to carrying each others content. 

That's not at all surprising. A premium service will 
need to offer superior content to consumer other- 
wise it runs the risk of failure. Zee, for instance, has in- 
troduced a 24-hour comedy channel, Smile TV, and has 
tied up with five international channels—Platinum, 
Malibu, MCM, FTV, Euro Sports—for its DTH plat- 
form. That apart, it already has Star Sports and ESPN 
in its DTH bouquet and is close to signing a deal with 
Sony. By September this year, Zee hopes to increase the 
number of its DTH channels from 55 to 100. 

Star, on its part, has proposed a tie-up with Disney, 





Star may be on overdrive, but its rivals 
aren't exactly slacking. 
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E NEW CHANNELS: 
Star One (to be launched in October) 
get young, urban audience and Star Utsav will 
show Star Plus reruns and charge advertisers 
a tenth of what Star Plus does. 

nd Zee intend to beef up program- 
ieballs and advertisers. 









revamp Star Vijay, besides - 
s or launching a new 


local channel. 


Zee is launching a Telugu channel aroun 
October this year, while Sony wants to stay off 
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E TARGET CHILDREN: 
Star ants O TOD > in children as cc sumers If 
a Dig Wc , ?roposes tc tie JD W t Seneu fof its 
ce India-specific children's ché inels and 
introduce UTV's Hungama ts bouquet 
of channels. | 

Sony has already launched an animation 
channel for kids and adults—Animax. Zee is 
in talks with an international player for a kids’ 
channel for its DTH bouquet. 











B SMS TV: , 

Star wants to improve revenue through SMS- 
related activities and promotions (telecom op- 
erators share revenue with the channels) 


Both Sony and Zee have their SMS business too. 


p Zee hopes to almost double its channels on DTH, which is already operational 
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CFM, CENTRE FOR FINANCIAL MANAGEMENT 


Director: Dr.Prasanna Chandra 
Announces the following Distance Learning Programmes 


Certified Financial Manager (CFM) 
Where Theory Meets Practice 










CONTENTS 


a- INVESTMENT ANALYSIS AND PORTFOLIO MANAGEMENT 
@ PROJECT APPRAISAL AND FINANCING 
* TREASURY AND FOREX MANAGEMENT 
@ STRATEGIC FINANCIAL MANAGEMENT 


HIGHLIGHTS 


v State of the art curriculum 
v/ World class courseware 
v/ Web - learning support 


FOR WHOM 
CAs, ICWAs, MBAs, PGDBAs, CSs, CAIIBs and students in these programmes. 


DURATION : 1 year FEES : Rs. 9,500 LAST DATE : July 31, 2004 


EXAMINATIONS AND QUALIFICATION 
Twice a year . Successful candidates will be awarded the qualification CERTIFIED FINANCIAL MANAGER 


Diploma in Finance (DIF) 
Finance for Non-finance Executives 


CONTENTS 

æ Accounting and Control =~ Financial Management 

HIGHLIGHTS 

v State of the art curriculum v World class courseware v Web - learning support 
FOR WHOM 


Non-finance executives in various areas (like marketing, production, purchase, R&D, HR, and IT), 
entrepreneurs, and software professionals. 


DURATION : 6 Months FEES : Rs.4,000 LAST DATE : July 31, 2004 


EXAMINATIONS AND QUALIFICATION 
Twice a year. Successful candidates will be awarded the qualification DIPLOMA IN FINANCE 


or PROSPECTUS and other details of both the programmes visit us at www.cfm-india.co 


Email : info@cfm-india.com € 080 - 2659 7634, 2659 5183. 
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SONY 


The launch of Jassi has turned around Sony's 
fortunes, and viewership has risen sharply 





which is said to be bring- 
ing in three channels, two 
of which are aimed at 
teens and pre-schoolers. 
Star already has struck a 
deal with UTV to distrib- 
ute its children's bilingual 
channel (in Hindi and 
Tamil) with original 
Indian content. Says 
Mukerjea: *If you look 
at the population skew in 
India, you'll find that 60 
per cent of the population is under 30. As you go down further, the 
numbers get pretty significant." Little surprise, then, that Sony and Zee 
too want a piece of the children's pie. On July 5, Sony introduced 
Animax, a popular animation channel from Japan, and Zee is said to be 
in talks with an international children's channel to air on its DTH. Rivals 
had better watch out for Star, though. Rupert Murdoch's DTH service 
in the UK, BSkyB, acquired quite a reputation—not to mention thou- 
sands of subscribers—by doling out set-top boxes worth a billion dol- 
lars. Just the same, it’s a big gamble that Star—although, under the pre- 
vailing rules, it is the Tatas who'll chip in with 80 per cent of the pro- 
posed Rs 1,600 crore investment—may play with DTH. 

The weak areas of Star, according to Mukerjea, are news and dis- 
tribution. Star is already working on improving and expanding its news 
channels, although displacing the current market leader Aaj Tak 
(owned by TV Today, a sister company of Business Today’s pub- 
lisher, the India Today Group) may take a whole lot more, The other 
weak area, Mukerjea says, is South India, which accounts for nearly 50 
per cent of the total viewership. Star’s Tamil channel, Star Vijay, has a 
measly 5 per cent share of the southern market. “If we want to grow, 
we can't be absent in the south. We are looking at all possibilities—a new 
channel, acquisitions, mergers—in order to increase our presence in 
South India," he notes. In around two to three month's time, his 
team will present a strategy for south India to the parent. 

Even as Mukerjea launches new channels, cash cow Star Plus 
runs the risk of losing the all-important eyeballs. Its saas-bahu 
weepies, while still going strong, are likely to lose steam sooner 
than later, unless Star can come up with innovative content that keeps 
viewer interest alive in the soaps. Else, it may have to create a set of 
new serials—an option fraught with greater risks. Mukerjea, however, 
says that his serials can continue as long as they hold viewer interest. 
And that could also mean 10 years or more. *Look at the Eastenders 
of the UK. It's been on air since 1985," he says. 

However, better serials and more engaging forms of television from 
rivals could short circuit Mukerjea's hopes of milking a clutch of Tv 
sagas into mini-eternity. In an era of information and entertain- 
ment glut, the viewer's loyalty is as fickle as the fortunes of the 
horses that race in the tracks across Mukerjea's new office. 
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STICKY SMS 


| N THE WAR TO GET EYEBALLS TO 
stick, Tv channels have turned 
to mobile phones, or more 
specifically sms. Of the 45 mil- 
lion cable and satellite homes, 
a whopping 35 million have 
cell phones, making it a handy 
tool in enhancing viewer inter- 
action, besides making money 
on the side. Star has a revenue 
sharing deal with mobile phone 
service providers and its 7827 
sms number is all set to hit the 
small screen in a big way. Zee 
launched its sms-based promo- 
tions (number 7575) a year 
ago. According to a McKinsey 
report, “well executed SMS-Tv in- 
teractivity significantly increases 
the viewers' 
loyalty to 
programmes 
and can in- 
crease view- 
ership by 20 
per cent for 
mass-market 
shows and 
by up to 100 
per cent for 
niche programmes on pay 
channels". Sony also has an 
Sms initiative in place (number 
2525), but it is taking a slightly 
different tack to make its serials 
a habit. For instance, Jassi—from 
the eponymous soap—has been 
given a life outside the box. She 
goes city-hopping, visiting shop- 
ping malls, households and re- 
cently even gave away awards. 
Sony is trying to do something 
similar with Pooja, the protago- 
nist from its newly-launched 
serial, Ye Meri Life Hai. "We are 
building a community around 
Pooja. She has already gone to 
Lucknow and Ahmedabad," says 
Sunil Lulla, Sony's Executive 
Vice President. Anything to 
make eyeballs stick. 
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India's largest landline 


€ More than 5 lakh villages connected A host of Free Services 
€ 3.54 crore happy families across the nation e CLI. Call transfer/forwardina 
€ Most economical STD tariffs e Call waiting | 
€ Most economical ISD tariffs e Abbreviated dialling 
€ Customised tariffs to suit your needs e Hotline 
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VIRTUAL 


Online lottery Playwin may have made 42 people millionaires 
at least 10 times over, but two years after the genre's launch, 
most online lottery companies are playing a market where the odds 
are increasingly stacked against them. BY ABIR PAL 
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LANCING AT HIS WATCH, RAAJA KANWAR SAYS, “IN 15 MINUTES PLL 
have to leave for the disaster recovery site." Sharply dressed, the 
suave 34-year-old is completely at home in the environs of 
the Mumbai luxury hotel where he's meeting this writer. 
Disaster recovery is the last thing one expects him to mouth. After 
all, Kanwar, Managing Director, Apollo International, and one of the scions 
of the Rs 2,700-odd crore Delhi-based Apollo Group, is in town promoting 
his recently-launched online lottery brand, Lottus. Yet, astounding as it 
sounds, he and his senior managers make it a point to visit Apollo's disaster 
management unit at Vashi on the outskirts of Mumbai at least once a month. 
This hi-tech data centre employing 20-odd people is a “mirror” of one in Apollo 
International's HQ in Delhi-satellite Gurgaon. *Every transaction, sale and dis- 
bursement is simultaneously captured and stored here," elaborates Kanwar. 
It isn't just Kanwar. State-of-the-art terminals, cutting-edge software, tel- 
evised draws and vsAT networks are all de rigeur in today's technology-heavy 
world of online lotteries. Launched with great fanfare two years ago, online 
lotteries were touted as great money-spinning propositions not just for lucky 
participants but even more for the organising companies. Encouraged by an 
international market valued at over $125 billion (Rs 5.6 lakh crore) and an un- 
tapped market—only two out of every 10 Indians have tried their luck on lot- 
teries—operators rushed in, investing heavily in technology and marketing. 
As it often happens, once the hype and hoopla died down, most companies 
realised that making money in the long term from online lotteries was probably 
as difficult as hitting the jackpot. High-profile entrants such as Mumbai-based 
Venture Business Advisers, Ispat Industries and MS Associates seem to have all 
but disappeared while others barely eke out an existence. Not surprising then 
that very few players in the estimated Rs 800-crore online lottery market now 
want to talk about their performance and plans. The reticence even extends to 
those companies promoted by corporate heavyweights such as Essar (subsidiary 
Essar Teleholdings launched its offering in West Bengal and Kerala last year). 
“The Indian lottery industry is currently in transition,” says Vikash Saraf, 
CEO, Essar Teleholdings. “Online lotteries in particular have seen a paradigm 
shift in gaming preferences. Though the potential of the business remains healthy, 
the gestation period is long, and some legal and regulatory challenges have 
prompted serious players to rationalise resources.” That’s one way of putting 
it. Some online lottery companies are beset with serious financial and operational 
constraints. A few may be on the verge of shutting shop, others are actively con- 
sidering distress sales or, at the least, strategic alliances. Expectedly then, the com- PARESH RAJDE j 
panies behind two one-time ambitious plays, Sunshine (Modi Enterprises) Director, Forbes Infotainment 
and Smartwin (Coimbatore-based Martin Group), declined to comment. "On | | ne lotte ries can 


When Lady Luck Doesn't Smile d ` only manage a 70-75 
On the face of it, online lotteries seemed (and seem) a winning proposition. They 
are innovative, transparent and much more exciting given the variety of games per cent payo ut, 
on offer. “An online lottery is more flexible (than an offline one),” says Paresh ; i 
Rajde, Director, Forbes Infotainment, a company promoted by Mumbai’s while pa p er lotte Nes 
Forbes Group. “It lets you choose your own lucky number as well as the num- ro uti nely d | spen se 
ber of plays, something you can never do with a pre-printed paper draw." 3 

If the companies stood to gain from vending this flexibility to customers, 90 per ce nt 
then the governments of several states—especially those from the north-east- 
ern part of the country such as Meghalaya, Arunachal Pradesh, Nagaland, 
Manipur, Mizoram and Sikkim—which were already active in the lottery busi- 
ness, stood (and stand) to gain too. Additional revenues from sales of online 
lottery tickets can be deployed in infrastructural projects. 
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bt lotteries 


SAWAL DAS JETHANI 


Senior Marketing Manager, Pan India Network Infravest 


"We have successfully promoted online lotteries 


Things didn't quite work out 
that way. For a start, the new entr- 
ants ignored the stranglehold paper 
lotteries had over the regular punter. 
With fewer overheads than online 
lottery companies, paper lottery 
companies pay out the entire prize 
money to winners. “Online lotteries 
can only manage a 70-75 per cent 
payout; paper lotteries routinely 
dispense 90 per cent,” says Rajde. 

Then, there is the question of 
government intervention. The 
Lottery Regulation Act 1998 regu- 
lates lotteries in India and to date 14 
states have been given licences to 
run their own lotteries. The state 
government issues a licence after 


as recreation rather than as hard-nosed gambling” 


inviting competitive bids from in- 
terested parties. The licensee makes 
the investment, designs games and 
markets the lottery. Out of the re- 
turns from ticket sales, the licensee 
has to pay an assured return to the 
state government—this varies with 
the number of draws and prize 
money—in addition to sales tax. 
Their greed whetted by the high 
potential online lotteries hold— 
something that has come about bec- 
ause of hype generated by the com- 
panies themselves—state govern- 
ments are now upping their dem- 
ands. In Karnataka, for instance, 
the government has started charging 
online lottery vendors Rs 1 lakh 


THE ONLINE GAMBLE 


Here’s an indicative listing of the leading online lotteries in India. 


COMPANY 








LOTTERY BRAND Lottus Online Lotteries 
LAUNCHED IN November 2003 
TERMINALS —- 1,000 


PRIZE MONEY DISBURSED Over Rs 20 crore 
GAMES ON OFFER Boom 3-Box 3, 
Boom 3 Dix and Royal 6 
(slated for launch) 


LICENCES West Bengal, 
North East, 
Maharashtra and 


Kerala 


5,000 terminals by end 
2004; Rs 2,500 crore 
turnover by third year 





USP Gauging gaps in the 
market and quickly 
filling them up 


n.a. Not available 
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ESSAR 
TELEHOLDINGS 


FORBES 
INFOTAINMENT 


» i . 
iiss Gh pase 





December 2002 July = . March2002 April 2003 
1,500+ 100 — . A000 4378 
na About Rs 50 crore Rs 780 crore Rs 1,146 crore 
Fortune Pick3, Super Lotto, Keno, Pick 3, 
Quick 2 Dhan Cho EE Thunderball, Lucky 3, Cards, 
(in 84 formats) andKeno — Maxlotto, Max3, Keno, and 46 others 
Fast Lotto and Joker 
Karnataka, Maharashtra, 
|  Sikkimand Punjab, Kerala, 
Pradesh ^ Arunchal Pradesh Karnataka, West Bengal, 
air Meghalaya, Nagaland 
j and Sikkim 
= 6000 terminals and 25-30 per cent growth 
~ Rsl400-croreturnover — in terms of 
s ASENG $ terminals and turnover 
16,573 winners Entire process validated Very high probability 
every day by auditors of winning 
up to 85 per cent 


UMESH GOSWAMI 










per draw. Forbes’ Dhandhanadhan, 
which used to hold 24 draws a day 
earlier, has been forced to bring 
down the number to six. 
Companies also have to address 
the issue of ethical hang-ups, with 


PAN INDIA NETWORK 


INFRAVEST 
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Humour: 





NURTURING WEALTH CREATOR SERIES 


The Leveller in Management 


By R. Chidambara Natarajan 





hat can we learn from fables in history 
books, other than strategies and tactics? 
Is there something in the stories of 
Birbal and Tenali Rama? Kings kept jesters in their 
courts because they recognised the need for humour 
in their assemblies. Where serious deliberations 
could make tempers fly high, often at the cost of a 
few lives! It is an indication of the sportive kings, 
who allowed themselves to be commandeered by 
humour and brought back sense into discussions. 

Nurturing a humorous culture in the organisation 
is the top management's responsibility. My senior 
colleague, Shyam, was known for his fine sense 
of humour and created ripples of laughter, 
rescuing "victims" from the firing line. Once, the 
CEO, facing executives’ 
stubbornness, said with 
exasperation, "Thank 
God, I'm off to Japan 
tomorrow! You guys do 
whatever you want and 
enjoy yourselves." Shyam 
politely reminded him, "But sir, you WILL come 
back..." The CEO relented with a smile, and the team 
deliberated more enthusiastically. If people at the top 
exhibit it, the rest will follow. Bill Clinton once said, 
"If only we learn to deal with ourselves with our 
heads and others with our hearts, the world will be a 
great place to live in." 

Humor serves more than one purpose. It enlivens 
a tense or boring situation. It equalises. It instills a 
sense of importance in the person who provides it. 
A team filled with humor can work much more 
cohesively than a team with serious and task-minded 
members. When something goes wrong, the 
humorous team is much more likely to solve the 
problem better and faster, and the tendency to play 
the blame game will be far less. 

Business schools and training houses have 
stretched management learning to adventure sport, 





When something goes wrong, the 
team with a sense of humour is 
more likely to solve problems better. 





appreciation of arts, yoga, workouts and even martial 
arts. We have even read of Japanese companies 
keeping a punch bag with a painted face in the 
lounge, with the inscription "The Boss" for resentful 
employees to throw a few punches. What can be 
more enjoyable and energising than the ability to 
laugh at work? Then, why don't organisations give 
humor its due? Ask yourself: Can I narrate a joke 
without laughing myself, but can be sure of creating 
laughter? If the answer is yes, then can your team 
members do it too? If the answer is no, you have a 
job in your hand. 

The first step to encourage humour in your team, 
is to take the joke upon yourself and avoid 
humour at others’ expense. If you do come across 
a situation when one 
member jokes at another's 
cost, your compliment 
to the "victim" will not 
only assuage the hurt 
feelings but also signal 
clearly, the difference 
between humour and wit. Over time, humour will 
become a culture. 

| use humour in my teaching and trainings 
with a great degree of success. I have found students 
improving in their confidence and getting rid 
of stage fright. It helps liven up presentation 
sessions, especially at times when eyelids get 
heavier. It has its risks too. Once a student 
commented during his presentation, that I missed 
my kindergarten sessions when they taught the 
letters A and B - an attack on my grading 
their assignments. Another student started her 
presentation with, "There is a thin line between 
genius and nutty", a pun on my nickname. It is easy 
and enjoyable to live up to that name. 





Prof R. Chidambara Natarajan is an Associate Professor at 
T.A.Pai Management Institute, Manipal and can be contacted at 
cnutraj&mail.tapmi.org 
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bt lotteries 


RAAJA KANWAR 


Managing Director, Apollo International 


“Everybody wants instant gratification. 
The question is, how do you sustain the frenzy?” 


crucial states like Delhi continuing 
to enforce their ban on lotteries, 
equating them with gambling. This, 
combined with the fact that the 
typical lottery player belongs to the 
lower income groups, has meant 
that companies are finding it virtu- 
ally impossible to widen their user 
base. Now, both to widen their 
reach to the higher income seg- 
ments and remove the stigma sur- 
rounding lotteries, companies are 
turning to international game con- 
cepts like Lotto. “We have been 
successful to a large extent in pro- 
moting online lotteries as gaming— 
a fun-time recreation rather than 
hard-nosed gambling,” says Sawal 
Das Jethani, Senior Marketing 
Manager, Pan India Network 
Infravest, the Essel Group company 
that has promoted Playwin. 

Jethani knows what he is talking 
about. For, if there is one company 
that has struck gold with online lot- 
teries, it has to be Playwin. Lau- 
nched in March 2002, the company 
was the first off the block (with an 
initial investment around Rs 300 
crore), ushering in the trend of on- 
line lotteries. Today Playwin has 
4.000 terminals across the country, 
all networked by VSAT connections 
and a turnover of just under Rs 800 
crore. Lining Pan India’s boardroom 
in Mumbai’s Worli are large custo- 
mised prints of the seven wonders of 
the world exhorting the customer to 
“never stop dreaming”. And proba- 
bly it is this fantasy world of untold 
wealth that keeps consumers coming 
back week after week. “Where else 
would you get the chance to win 
Rs 2 crore on an investment of only 
Rs 10?” queries Jethani. 

Not one to rest on the near mo- 
nopoly it enjoys, Playwin now plans 
to come out with incentives to woo 
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higher income groups, even women. 
“We plan to organise tea parties 
exclusively for women where our 
` ” 
products will be showcased,” says 
Jethani. “Another innovation will be 
the introduction of prepaid cards, 
which will maximise convenience.” 


New Game, New Rules 
“Everybody wants instant gratifi- 
cation,” says Kanwar. “The question 
is, how do you sustain the frenzy?” 
Running an online lottery is ex- 
pensive business. Technology ac- 
counts for the biggest chunk, around 
60-70 per cent. Most of the opera- 
tors have tied up with one inter- 
national technology provider or the 
other. While Playwin has an alli- 
ance with ILTS, California, Apollo 
has joined hands with Australia's 
Jupiters International and Essar 
with Editec of France. 

Then there is the distribution. 
Online lottery companies have stri- 
ven to outdo one another in terms 
of reach and the sheer snazziness of 
their outlets; however, this comes at 
a price. Apart from investments in 
trained personnel and equipment 
like computers, communications 
can be a big cost component. A 
VSAT connection, for instance, could 
cost around Rs 1,70,000 a terminal. 

Rajde, a chartered accountant 
by profession, is a veteran of the 
lottery business, having spent seven 
years in the paper version of it bef- 
ore launching Dhandhanadhan in 
July 2003. He believes success in 
the online lottery business is 
contingent on three things: "Deep 
pockets, a thorough understand- 
ing of consumer psyche and picking 
the right game." Others feel on- 
line lotteries are just an extension of 
the fast moving consumer goods 
market and are building penetration 
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strategies accordingly: "Shopping 
malls, multiplexes, any place with 
high footfalls is an opportunity to 
sell our games," adds Kanwar. 

Hard times are forcing compan- 
ies to look for innovative ways out. 
In January this year, Dhandhana- 
dhan sent out a letter to its retailers 
suspending draws and giving them 
the option of withdrawing their 
money; later, it joined forces with 
Coimbatore-based Martin Group, a 
pioneer in the paper lottery trade 
whose online venture never really 
took off, and pooled distribution 
and technology resources. 

What's plaguing online lottery 
owners most—this is something no 
one will officially talk about—is 
the issue of multiple state regulations 
and high minimum guarantees state 
governments expect from online 
lotteries. Online lottery companies 
feel more realistic taxes would help 
them increase payouts to consumers 
and wean people away from paper 
lotteries. “We can contribute by 
way of sales tax and licence fees to 
the state exchequer,” says Saraf. 
“But the authorities have to realise 
the customer expectations in terms 
of payout money.” Money, it would 
appear, does talk. 

ADDITIONAL REPORTING BY 
PAYAL SETHI AND 
ALOKESH BHATTACHARYYA 
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bt highways NS 


THEROADHOUSE 


d Some time in 2007: Kartar Singh left 
There's a long road ahead Dal fr Folia fot hou ago tib 
soaps consignment. He's covered some 


paved with huge, lucrative a nd 250 km on NH-2’s four-laned tarmac, 


and is about to pull his truck into his 


Vi rgi n 0 p p 0 rtu n iti es fo r | n d | 3 S favourite fuel station at Shikohabad— 


the one with the eye-catching orange- 


reta | Se cto r BY BRIAN CARVALHO and-blue colour scheme, the high mast 


and the large-format dimensions. Singh's 


SERVICE/ PROVIDERS 
Bi Restaurants, fast food and dhabas 


McDonald's, Domino's, Café Coffee Day, Barista, Nirula’s, US Pizza, 
Dairy Den, Pizza Hut, Amul-branded outlets 








W Truck & car service centres 
Ashok Leyland, Tata, Maruti, Hyundai 


W Pharmacies & healthcare services 
Apollo, Dr Reddy's, Morepen, Medicine Shoppe, 
Bill & Melinda Gates Foundation 


Il Motels 


Days Inn planning Crystal Inns, Tatas’ IndiOne ‘Smart Basics 
hotel concept to include motels 


E ATMs, swipe-card machines, fleet cards 
ICICI Bank, HDFC Bank, GTB, Ashok Leyland Financial, 
Sundaram Finance, IDBI Bank 


a Gar rentals, self-drive car rentals 
ertz 


E STD/ISD PCOs, cybercafés 
Zip Telecom, DSL Dishnet —— r | | 
Note: Besides such non-fuel revenue streams, fuel stations will also be offering services 


like fleet cards, truck-tracking systems, and resthouses and saloons for truckers. 
Some tie-ups are not finalised, and information has been collated from industry sources 


Lage 








stopped for diesel and he pats the 
fleet card he’s carrying in his shirt 
pocket (no need for shelling out cash, 
he grins). At the moment, though, 
fuel is the last thing on his mind. 
It's well past midnight, and Singh 
prefers to catch a few hours of sleep, 
Before he makes it to the snug rest- 
house, he will grab his favourite dal 





makhni at the fuel station’s dhaba. 
There’s no need to make any calls— 
the truck-tracking system fitted in 
his vehicle will take care of the need- 
ful. Life’s easier these days, smiles 
Singh. Qh, but there’s still one more 
important task left to be done before 
he hits the hay: Singh sidles up to the 


condom-dispenser in the corner, 
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pops in a few coins and pockets a 
handful. Kolkata is still a long way 
away, shrugs Singh. 


Also in 2007: Rahul Kumar left 
Delhi for Mumbai four hours ago in 
his mint-new sports utility vehicle. 
He's covered some 360 km on NH- 
8's four-lane tarmac, and decides to 
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pull in for a quick breather at 
Mabapura near Jaipur. The fuel-tank 
still shows half-full, but Kumar is 
tempted by tbe flasbing neon sign of 
his favourite pizza outlet. Never 
thought I'll get it bere, grins Kumar. 
He takes a quick glance around this 
large-format fuel station and shrugs: 
This won't be a quick stop after all. 
Kumar ducks into the cybercafé, 
shoots off two mails—one to his 
boss in Delbi (it's never too late to 
plead for leave!) and another to his 
girlfriend in Mumbai (Lm on my 
way)—stumbles into the AT (more 
cash never hurt anybody), and just 
for kicks does a round of the hyper- 
market. His car meantime is parked 
at the service centre, where the men 
in overalls are checking the oil levels 
(should have done that in Delhi itself, 
Kumar admonishes himself). That 
done, Kumar, armed with chocolate 
bars and cookies, prepares for the 
next leg of his journey. Ob, but 
there’s still one more important task 
left to be done before he steps on 
the gas: Kumar sidles up into the 
pharmacy, and exchanges a few notes 
for a pack of his favourite ribbed 
“extra-safe” rubbers. They’re the 
best, smiles Kumar. 


UMESH GOSWAMI 


Tapping a growing market: A pit sto; 


Mumbai expressway ofer 
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F THESE TWO SCENARIOS SOUND 

like a flight of fancy, well, 

here are two huge reasons 

why hypermarkets on the 

highway, email on the ex- 
pressway and fun on the freeway 
are just a few milestones away: One, 
the upgrading of the 5,846 km of 
national highway connecting the 
four metros, known as the Golden 
Quadrilateral. Two, the creation of 
the north-south (Srinagar to 
Kanyakumari) and east-west (Silchar 
to Porbander) corridors, over 7,300 
km. The equation is simple: More 
and wider (four- and six-lane) roads 
mean more traffic, which in turn 
means more growth—not just for 
petro-products, but for a host of al- 
lied services like servicing (of cars 
and trucks) to fast food, from large- 
format restaurants to any-time 
money, from motels to supermar- 
kets, from cybercafés to motels. "In 
two-to-three years, there will be a 
huge opportunity as we expect close 
to 30 per cent growth in traffic 
along these highways," explains 
N.G. Kannan, Director (Marke- 
ting), Indian Oil Corporation, who 
plans to add 300-400 outlets every 
year on the highways, at a cost of 
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Rs 360-530 crore. 

Besides 10C, private oil retailers 
like Reliance and Essar are also fina- 
lising plans to drop anchor on high- 
ways. Essar Oil, for instance, plans to 
put up 120-150 stations on the na- 
tional highway. However, what's 
easily more exciting than the oil 
majors' strategies are the ambitions 
of allied service providers, not just 
for truckers but also for well-heeled 
city-slickers zipping from one metro 
to another in SUVs and sedans. Here's 
a run through: McDonald's, which 
owns three highway outlets, is plan- 
ning a fourth, on the Delhi-Chan- 
digarh stretch; Domino's Pizza would 
like 15 outlets on highways in five 
years; and Café Coffee Day, which 
opened its first highway café on the 
Bangalore-Mysore section in June, is 
targeting Bangalore-Chennai, Delhi- 
Chandigarh, Delhi-Jaipur, Delhi- 
Agra and Mumbai-Pune. 

It’s not just about F&B. Apollo is 
working on a strategy to build its 
pharmacy chain/retail network along 
the highways, for which Chairman 
Dr. Pratap C. Reddy is in the process 
of tying up with oil companies and 
motel chains. The Days Inn hotel 
chain plans to set up smaller hotels 
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under 40 rooms branded Crystal 
Inn (which could be between towns 
separated by six hours), and the 
Tatas' indiOne *Smart Basics" hotel 
concept for secondary and tertiary 
markets will also include motels. 
And banks like ICICI Bank, HDFC 
Bank and GTB are working out the 
threshold at which ATMs along the 
highway make economic sense. 
Clearly, most of these services— 
barring motels perhaps—will have 
retail oil outlets as their hubs. That's 
why psu oil head honchos like 
Kannan expect non-fuel revenues 
to account for 20 per cent of sales in 
three years, as against 2-3 per cent 
today. What’s more, gross margins 
from non-fuel operations can be as 
high as 65 per cent. That’s why pet- 
roleum retailers are frenetically tying 
up with value-added service provi- 
ders. HPCL, for instance, has alliances 
with US Pizza and Dairy Den ice 
cream, and is close to finalising a 
deal for Amul-branded outlets. 10C 
has tied up with Hyundai, SBI, 
Citibank and BSNL, and has also got 
into an arrangement with the Bill & 
Melinda Gates Foundation (for AIDS 
awareness) for dispensing con- 
doms—100 of 10c’s 6,000-odd high- 
way outlets have been covered so 
far. 10C will have some 1,000 outlets 
branded XTRA with an orange-and- 
blue colour scheme, 65 per cent of 
which will be on the highways. 
Although most outlets today fo- 
cus on the transport segment—66 
per cent of retail diesel is consumed 
by trucks—that scenario will change. 
Rajiv Dube, vP (Commercial), Tata 
Motors, points out: “Our focus to- 
day is relatively more on Cvs, but as 
outdoor driving evolves—it could 
take three-to-five years—and more 
sUVs and sports cars are sold, ameni- 
ties on highways will have to keep 
pace. After all, you can’t drive a 
sports car in the city, right?” 
That’s exactly why fuel stations 
are attempting to create huge form- 
ats complete with food courts, party 
zones, recreational facilities for kids 
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“IN TWO-TO-THREE YEARS 
THERE WILL BE 30 PER CENT 
GROWTH IN TRAFFIC ALONG 
THE HIGHWAYS" 


N.G. KANNAN/ DIRECTOR (MARKETING)/ INDIAN OIL CORPORATION 


and swimming pools. “Consumers 
have changed. They are looking for 
quality food and ambience, which 
established players, not dhabas, can 
give," explains Vikram Bakshi, 
Managing Director, Connaught 
Plaza Restaurants, the Northern 
India franchisee for McDonald's. 
The parent company wasn't too 
keen on an outlet on the highway, 
as in developed countries only 5 
per cent of moving traffic stops for 
a bite. But once the 170-seater 
Mathura outlet opened, that figure 
was as high as 18 per cent. 
Location, surely, matters most. 
Nirula's, the Rs 100-crore Delhi- 
based fast food chain, is identifying 
stretches where a minimum 15,000- 
20,000 vehicles will pass per day. 
Business from nearby towns will be 
a bonus, says Vikas Attri, Technical 


Advisor. *Highway locations work 
best at the periphery of a town— 
McDonald's at Mathura or Panipat 
for Nirula's. Highway stores get a 
larger group size, so you get a bigger 
average bill. But you also need 2 
larger seating area," adds Attri 
Which is why McDonald's Baksh 
says the capex on a highway outlet i: 
1.5 times that of a normal outlet 
“Because you should have a larg: 
area, big signage and car parkin; 
(at least for 70-plus cars, buses etc) 
The building should be big so that i 
creates an impression. Big and cleai 
functioning toilets also matter. 
The road ahead for the Indian travel 
ler will soon be paved with conve 
nience, choice and comfort. El 
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HEN FOUNDED IN 
1913 by Jobn Kno- 
wles Fitch, Fitch 
Ratings was actually 
a publishing com- 
pany that sold data to Wall Street. But 
by 1924, Fitch had introduced the 
now popular “AAA to D” rating sys- 
tem. Today, Fitch Ratings is the third 
largest rating agency in the world, 
behind Moody's and Standard © 
Poor's. Yet, it's not size that it is chas- 
ing, says the agency's President & 
CEO, Stephen Joynt, who was in India 
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recently for the first time on his way 
from Beijing, Shanghai and Hong 
Kong to the US. In an exclusive int- 
erview to BT's Priyanka Sangani, 
Joynt explained Fitch’s philosophy 
and plans. Excerpts: 


What's the agenda for this trip to India? 
l'm here mostly to consult with our 
senior management, more so as our 
business here in India has been grow- 
ing over the last several years, and we 
want to think about how we can ex- 
pand our business further. I will be 
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meeting with people from different 
regulatory authorities in the 
country, as the ratings we provide 
are used in regulations. Apart 
from that, I will be meeting some 
commercial players... like some- 
body from the State Bank of 
India among others. And also 
senior business people. This trip 
is to help me understand more 
about this market and why Fitch 
should be expanding. 


Do you think the change in policies as 
a result of the change in government 
would have an impact on India's credit 
rating over a period of time? Do you 
see it as having an impact on foreign 
investment in the country? 

| am not very informed on the po- 
litical front, but I have spoken to 
our senior sovereign team of ana- 
lysts. Although | cannot comment 
on the political side of things, on 
debt rating, we have increased our 
rating earlier this year and that 
was on the basis of the growth 
potential in the country. Then, 
there is the fiscal situation, which 
is constraining the ratings. So 
the rating has more to do with 
economic factors rather than 
political factors. (The new gov- 
ernment’s) first financial state- 
ment (read: budget) is expected 
soon, so we will wait for that 
betore commenting. 


Your rivals Moody's and Standard & 
Poor's have tied up with ICRA and 
CRISIL respectively, while Fitch India 
still remains a fully-owned subsidiary. 
Do you see this as an advantage for 
Fitch in India? 

| think it's a great advantage. We 
are able to operate fully inde- 
pendently here through our man- 
agement team in a fully local way. 
This way we avoid any possible 
problems associated with having 
minority control, arguments about 
local versus national or interna- 
tional perspective—we have had 
experiences like that in the past 
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among others. This way we are fully 
involved and fully in control, and 
can do a better job of delegating 
much of the responsibility to the 
local management to build the busi- 
ness here. I think we can function 
more successfully this way. 


So there is no tie-up on the cards? 
No, not at all. We are very happy at 
the way we are progressing. Other 
than that, as our interests and ana- 
lysts and opportunities in India 
grow, we need to make sure that, as 
the parent company, we are there to 
fund these opportunities in terms of 
capital as well as in people. 


In India, you don't cover all the sectors 
that you do globally. Are there any 
plans to expand coverage? 

We have a presence in public fina- 
nce, asset management etc, so we 








advanced economies is? 

We think in the US this is a very se- 
rious problem. The consumer is 
very indebted—more indebted than 
ever before. In a weakening eco- 
nomic situation that would be a 
cause for concern, but in a softer 
landing economic situation, maybe 
less of a concern. 


What's your reading of the US economy 
at present? 

This is the election year, so it is dif- 
ficult to read what will happen, 
rather what will not happen. 
Economy won't be as dramati- 
cally impacted, though. 


Fitch merged with IBCA and subse- 
quently took over Duff & Phelps and 
Thomson Bankwatch in 2000 to 
emerge as the third major player in 
the ratings market. What brought about 


"WHATEVER THE MARKET REQUIRES, WE DO HAVE 
THE CAPABILITY OF OFFERING IT" 


are there across the entire rating 
spectrum in terms of silos and prod- 
ucts. In structured finance, we have 
a presence in auto-backed securities, 
commercial mortgage and residen- 
tial mortgage-backed securities, CDOs 
(collateralised debt obligations) etc, 
which is the full range of products 
that Fitch offers in other jurisdic- 
tions. It depends on what the mar- 
ket wants here. Whatever the mar- 
ket requires, we do have the capa- 
bility of offering it. In insurance, 
for example, there are a lot of pri- 
vate companies coming in, and it is 
a product that is definitely on our 
radar screen. If we find the right 
opportunity we are ready to launch 
it from our side. 


Do you think the rising interest rates and 
the rising home prices can put an end to 
the housing boom? 

Yes. We do think that the increase 
in interest rates will dampen the 
refinancing activity going on. In 
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the US, mortgages are either fixed 
rate or floating rate unlike other 
places that are off floating. So 
because of that there is a lot of ac- 
tivity when the interest rates come 
down. So that activity creates a more 
active refinance market. I do think 
that this will now slow down as the 
interest rates increase. The move- 
ment among people changing hous- 
ing in the US will slow down and be- 
cause of that there will likely be a 
dampening of appreciation in prices 
of houses. The offset to that is the 
improvement in the economy and 
soft feelings about inflation, which 
might lead to an increase in prices 
because of the inflationary stand- 
point as contrasted with the interest 
rate standpoint. It’s been very easy 
for people to make investments in 
housing over the past five years with 
low interest rates. 


How serious do you think the prob- 
lem of the rising household debt in 


the merger and how do you think it has 
helped you? 

Our idea in building Fitch was to be 
known as one of three top global 
rating agencies. Originally, before 
the merger, we were rating agencies 
in size number three, four, five and 
six. So often the rating industry 
was known as the Big 2 and the 
other small rating agencies. So our 
goal, which we managed to achieve 
through this merger, was to have 
one larger, more important agency. 
Now we are more often referred to 
as three medium global rating agen- 
cies. That I think becomes very im- 
portant. It’s consolidation in some 
ways—which some would say is 
negative, but others say that there is 
now more choice. Earlier there 
were only the top two agencies, 
now there are three. Our new goal 
now, is to be the most recognised 
and the best—not the biggest. 
Moody’s and Standard & Poor’s 


are more than twice our size. We 


want to be the best. 


And how do you plan to go about 
doing that? 

The same way we've gone about so 
far. If you think about it, we've gone 
from being very small agency to this 
big, so we must be doing something 
right. So we would continue to do 
what we have been doing so far— 
hire experienced analysts, produce 
the best quality research. The ratings 
are very similar from all the agencies, 
so it's not just the ratings that would 
differentiate us, but the quality of our 
research and analysts, and the serv- 
ice that we provide to our investors. 


How does Fitch rate vis-à-vis Moody's 
and Standard & Poor's? Does Fitch offer 
any services that the others don't? 

What Fitch has been most noted 
for originally is our work in struc- 


"OUR NEW GOAL NOW, IS TO BE THE MOST RECOGNISED 





AND THE BEST—NOT THE BIGGEST" 


tured finance. So what we would 
do is original research, statistics and 
probabilities, and also the creation of 
new models that would allow in- 
vestors to be more scientific about 
their analysis. And also the creation 
of new models that are allowing us 
to be more scientific about our 
analysis. A recent example in the 
US is the cpos (Collateralised Debt 
Obligation), where we created a 
new model called ‘Vector’, which is 
more scientific and does better work 
on co-relational risk than other mod- 
els done by Moody's and S&P’s pre- 
viously. That is a good example of 
how we can step forward and dis- 
tinguish ourselves as we have past 15 
years in structured finance. 


Has there been any major change in 
strategy since you took over as CEO 
in 1997? 

No, I think we have been very con- 
sistent in our strategy. There have 
been several areas of focus for us. 


One was to focus on the ratings 
business and to also look at other 
financial business services that we 
could become involved in. The other 
goal was to become one of the three 
leading rating agencies. We achieved 
that through the merger, and now 
we want to be the best of the rating 
agencies. So that continues to be 
our strategy and we continue to 
be successfully growing. At this 
point, though, we are more open 
to other businesses that are tan- 
gential to ratings. For example, in 
the last year or so we have been 
more involved in risk management 
consultancy and developing mod- 
els and doing research on opera- 
tional risk management. 


There has been a spate of corporate 
scandals and bankruptcies in the West. 
Where does the responsibility of the 
credit rating agency come in? 

There are certain situations that are 
separate from our control and 


involvement, and some that are not. 
When a company's credit is 
deteriorating or changing because 
of the economy and competition, 
that is what our analysts should be 
identifying. In some situations like 
Enron, it was the responsibility of 
the auditors and there was not much 
we could do about it. We see our job 
as analysis using financial statements 
and information that are accurate. 
There is a lot we have learnt though, 
like looking at governance, acc- 
ounting practices, shareholding, 
complexity of statements etc, which 
contribute to providing accurate 
credit ratings. We have worked on 
finding out how we can improve 
our analysis of governance. 


You just got back from China. How do 
you view the economy there? 
The growth there has been amazing. 


The professionals there were very 
concerned about how to have a soft 
landing. Our analysts feel they can 
accomplish this need to temper 
some of the high level of growth 
rate there without losing their 
growth and momentum. 


Any plans for expansion? 

There are no expansion plans in 
terms of looking at new countries at 
present. About 60 per cent of our 
revenues are from the US, a little 
less than 30 per cent from Europe. 
Around 5 per cent come from Latin 
America and Asia. We feel these 
places should be contributing a lot 
more towards the total revenue, so 
we are looking at increasing our 
share in this region. 


How much does India contribute to this 
total revenue? 

Currently, India's contribution to 
our global revenue is probably less 
than 1 per cent. Ell 
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and Gurcharan Das debate at the Busine 





‘You Cannot Create A Great Brand Without Advertising’ was the 
debate’s motion. Gurcharan Das spoke for. Nandan Nilekani against. 


HE TAJ PRESIDENCY MAY 

not be the proper 

place to discuss what's 

civilised or not about 

Bangalore, located as 

the hotel is in that very city. But 

Suhel Seth, CEO Equus Red Cell 

and BT Crossfire moderator for 

the evening, took the liberty any- 

way. The three civilised aspects he 

spied were: “Its people, of course, 

the weather, and the fact that peo- 
ple come here on time.” 

Sponsored by Royal Challenge 

and held in association with 

Liberty, the debate’s topic was 

"You cannot create a great brand 

without advertising’. In support 
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of the motion stood Gurcharan 
Das, playwright, former head of 
P&G India and author of Indian 
Unbound. And against it stood 
Nandan Nilekani, CEO, Infosys 
Technologies. 

Das opened by making a case 
that even the PowerPoint presen- 
tations Nilekani goes about making 
for Infosys, are in fact a form of ad- 
vertising. “Nandan understands 
that the human mind is not a com- 
puter. The human mind retains 
just around 5 per cent of what it 
sees and hears. To be in this 5 per 
cent, you need advertising. One, to 
occupy a distinct space, but two, to 
remind your customer about your 


brand," said Das, proceeding to 
cite the famous adworld quotation 
comparing building a brand with- 
out advertising to winking at a girl 
in the dark (*Only you know what 
you're doing"). 

Every business needs a competi- 
tive advantage, and needs to con- 
vey it to customers—for which ad- 
vertising is a supremely effective 
method. If you hit upon a Big Idea, 
then this is all the more so, he 
added, citing the instance of 
Pidilite's ‘fishing’ commercial 
(which would make its point even 
on ‘mute’, his favourite test). That’s 
not to imply, he cautioned, that a 
great brand can be created for a 
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lousy product through brilliant 
advertising. “Advertising will give 
you awareness and trial, but you 
need performance for repeat pur- 
chase. It helps to also translate your 
brand equity into action." 

That action, though, requires 
that the campaign be well-aimed at 
the chosen audience. *And I think 
this is where India Shining went 
wrong," said Das, "It was a great 
campaign, but was wrongly tar- 
geted." While investors responded 
to it, as per the original plan, com- 
mon voters did not—since it was in- 
apt as an election campaign. 

To round up, Das narrated a lit- 
tle joke about a family that saw its 
family affairs as a sort of business, 
with dad being ‘capital’, mom ‘man- 
agement’, baby ‘the future’, the 
maid ‘labour’... and the little boy 
waking up late one night to find 
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that, “This is one hell-of-a busi- 
ness. Management is asleep. 
Capital is exploiting labour, and 
the future stinks!” 

Nilekani, at the other podium, 
opened with a touche. Pronoun- 
cing himself glad that Das had 
talked about P&G, Nilekani obser- 
ved that “P&G itself is veering 
away from advertising”. By way of 
example, he spoke of P&G’s 
Operation Tremor, which em- 
ploys hundreds of thousands of 
American teenagers to popularise 
a new launch. “It is using viral 
marketing and buzz to create a 
brand.” This kind of thing cuts 
through the ad-clutter, he em- 
phasised. People, he said, were 
turning numb under ad bom- 
bardment—barely even able to 
recall which ad is for which brand. 

The big four brands from India 
that had achieved global recogni- 
tion, meanwhile, were Infosys, 
irr, Bangalore and India as an out- 
sourcing hub, announced a proud 
Nilekani (interrupting him, Das 
added that many Americans have 
now heard of Bangalore but not 
the Taj Mahal). India has stormed 
the international media as an out- 
sourcing hotspot. “Bill Gates is 
saying that India is well on its 
way to becoming a global eco- 
nomic power,” he said, showing 
an American cartoon captioned, 
‘No, you may not outsource your 
homework to India’. “This is a 
brand which has penetrated every- 
body’s mind. And this brand was 
created without spending, I’m 
sorry to tell you guys, without 
spending a penny on advertising.” 

The irr brand, meanwhile, was 
built by its illustrious alumni in tech- 
land—and a Gates endorsement. 
And Dilbert jibes. And Bangalore? 
"Let's do a Bangalore!" even John 
Kerry had said. B-to-B is now 
‘Back to Bangalore’, according to 
the Financial Times. “And most 
important,” Nilekani added, 
“Bangalore is a verb. How many 











“Our branding comes from 

our infrastructure. AGMs, annual 
reports, media coverage — 
these are key branding tools” 


Nandan Nilekani 
CEO, Infosys Technologies 


“The human mind retains just 
around 5 per cent of what it 
sees and hears. To be in this, 
you need advertising” 


Gurcharan Das 
Former Head, P&G India 





“The topics are always 
structured so that they never 
have complete resolution” 


Suhel Seth 
CEO, Equus Red Cell 


bt crossfire 


cities in the world become 
verbs? The last one was 
Shanghai. To be 'Shangha- 
ied' is to be kidnapped. But 
there are T-shirts saying, 
‘Don’t get Bangalored’.” 

Yes, and finally, Info- 
sys—with a campus that 
has become a destination 
for dignitaries on India vis- 
its. “Our branding comes 
from our infrastructure,” 
said the company’s CEO, 
portraying the AGMs, the 
annual reports, the global 
media coverage, the fact 
of being a billion-dollar 
firm—all as key branding 
elements. “And not a cent 
on advertising.” 

Seth struck out with 
Barista as his own example 
of a brand built sans adv- 
ertising. And with the two 
opposing arguments hav- 
ing been made, it was time 
for the real fighting to be- 
gin. Das, though, decided 
to re-enter the fray with, 
“Somebody said that beca- 
use of the outsourcing con- 
troversy that Kerry created 
in the United States, India 
got $89 million worth of 
free advertising.” To which, 
Nilekani promptly res- 
ponded, “Alright, gentle- 
men. We're ready for \ a. 
drinks. He has conceded.” 

It was, perhaps, a case 
of premature articulation. 
For, itching though people were to hit the bar, plenty 
of hair-tearing was to come for the evening—particu- 
larly on the issue of what qualifies as advertising and 
what does not. A question of definitions. 

“They calculated $89 million worth of free adver- 
tising,” repeated Das. The publicity was measured, 
still, in advertising terms. But could a brand like 
Pantene, wondered Das, get that sort of publicity? 
Besides, all image-oriented communication aimed at au- 
diences—even the charisma of leaders—is broadly ‘ad- 
vertising’ (just as Bangalore is broadly taken to be a 
‘brand’). So to that extent, one can’t do without it. “In 
the 17 minutes you spoke,” said Das, “about nine 


Chawla with Infosys CEC 
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On a lighter note: (L-R) /ndia Toda 
à Nandan Nilekani 





Chilling out: (L-R) BPL's Rajeev Chandrasekhar with 


Ravichandar and Infosys’ Hema Ravichandar 


Playing the audience: (L-R) NG 


Ramesh Ramanathan and wifi 





minutes you spoke about 
your own company... 
what was that, advertising 
or communication?” In re- 
sponse, Nilekani flatly den- 
ied spending nine minutes 
on Infosys, and refused to 
call it ‘advertising’. 

Then came the Q&A ses- 
sion, and a voluble mem- 
ber of the audience insisted 
that any communication 
motivated by an objective 
should be called advertis- 
ing. Another got up to 
back this logic with the 
argument that people 
yelling on horseback or 
from turrets in the old days 
was the advertising of its 
time, and now the media 
vehicles have changed with 
the advent of new tech- 
nologies. So why have a 
hard-and-fast definition? 

Yet another audience 
member asked Nilekani 
how Infosys could differ- 
entiate itself without ads. 
To this, the CEO spoke of 
"inspiring trust" and the 
"service experience", and 
added that Google was 
another great brand built 
purely on usage buzz. 

But what about word- 
of-mouth, asked someone 
in the hall, going back to 
the argument over defini- 
tions—was that also ‘ad- 
vertising’? No, said Das. 
Nilekani agreed, shaking his head. 

Then came some more questions that had entire 
debates woven into them, which gave Seth just the mo- 
ment he needed to wind up the debate—with a fourth 
point to make on how civilised the city is. “Bangalore 
has this unique way of asking questions," he quipped, 
“We must pick it up. You have the question, then 
the answer, and then you're just looking for a ‘yes’ or 
‘no’ from the speakers. You make the work so easy." 
Except that no winner was to be declared. As Seth put 
it, “The topics are always structured so that they 
never have complete resolution, much like most of our 
country, a country of paradoxes.” @ 
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Convenient repayment options. From... 





Good people to bank with. 


Now you can capitalise on substantially lower interest rates and income tax benefits to move into 
a home of your own. With Union Home, you have a winning combination of features and convenience 


a Fornew acquisitions, repairs, extension & repayment of other home loans. 
— s Foracquiring 2nd home. 


a Max. Rs. 50 lacs. No upper loan limit in major metro cities. 

a Unique flexible repayment methods with affordable and attractive interest rates. 
a Free Credit Card / ATM Card. 

a Free insurance of home + accident insurance of borrower. 

a Life Insurance cover available for the loan amount at a very reasonable premium. 

a No prepayment penalty & no hidden costs. 





For further details walk into our branches or log on to our website: www.unionbankofindia.com 


amas Sep arp Sfsar Union Bank of India 
Hees CHAT, HEA ID Good ‘people to bank with 


Conditions apply 
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STEVEN FERNANDES 

Y uying a house is perhaps the biggest investment decisions 

| ^. à woman takes in her life. With the cost of owning a house 

J anywhere between Rs 15 lakh to Rs | crore, it's important 
that one spends time doing due diligence. 

While there is no hard and fast rule, as to whether to rent 
or buy a house, generally, as long as EMI payments are within 
one's financial means, she should go and buy a house Property 
prices have recently come down, making EMIs more 
affordable. But then, the big question is whether such fixed 
payments dovetail with your earnings, monthly expenditure 
and saving plans. It might not be prudent to buy a house on a 
loan where the monthly payment gobbles up nearly half of your 
monthly disposable salary. Hence, it is advisable that home 
loan repayments should be restricted to roughly 25-30% of your 
monthly income. 

For starters, look at the affordability of the EMI (equated 
monthly instalments). Interest rates offered by housing finance 
companies and banks have come down drastically over the years, 
making EMIs more affordable. 

It is essential to be completely aware of the financial and 
legal implications of the deal when going for a home loan.. Few 
know that they are agreeing to conditions that may be loaded 
against them should they choose to refinance their loan or should 
they fail to pay a couple of instalments due to financial 
difficulty.Even when loan agreements are available, they often 
lack transparency. Also, when taking a loan it is necessary to 
factor in society maintenance charges, property tax, insurance, 
and other recurring expenses that are to be kept in mind while 
buying a house. However, interest payments on home loans are 
tax deductible so that should help. 


HSBC's SMART HOME - heining customers’ 
reduce their interest burden 


HSBC's Smart Home is an innovative product which helps 
customers' reduce the interest burden on their home loans. This 
product gives customers greater flexibility in managing their 
finances and enables them to use a single account as their main 
banking account as well as home loan account. 

HSBC's Smart Home can be operated just like a normal bank 
account. Customer can freely deposit savings and withdraw the 
same from the Smart Home account. Customers can save interest 
on the home loan as the interest is calculated on the principal 
outstanding minus the savings deposited in the Smart Home 
account every month. 

Sangeeta Pendurkar, Head Marketing, HSBC India, says: 
"Smart Home is a unique home loan product which allows the 
customer to reduce the actual amount of interest that needs to be 
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paid. This is made possible by making the customer's norm 
savings work harder for him/her. With Smart Home, the more tl 
customers save, the less they pay." 

Smart Home customers also get automatic access to HSBC 
unique PowerVantage relationship benefit, which offers a host : 
special benefits including free access to HSBC / other bank VIS 
ATMs in India, dedicated service counters at HSBC branches ar 
Free Financial Planning Services. 

Smart Home is currently available to Resident Indians wl 
have a minimum net income of Rs 150,000 per annum. Those : 
Mumbai and New Delhi can apply for a Smart Home of up to F 
2 crores and those in the city of Bangalore, Chandigarh, Chenn: 
Coimbatore, Hyderabad, Jaipur, Kochi, Kolkata, Pun 
Trivandrum and Visakhapatnam can apply for a Smart Home « 
up to Rs | crore. 


The loan can be availed singly or jointly with other co-owners, fi 
purchase of house/flat;construction of house/flat; Repair 
Improvement/Extension Maximum amount availed is Rs.25 la 
(Rs.50 lacs for Metropolitan and other major cities only) ar 
maximum Rs.10 lacs for repairs. 

The repayment is convenient and flexible EMIs through (Ste 
Up/Flip/BALOON) methods for a maximum period of 20 yea 
for construction/ purchase of house/flat and 10 years for repair, ; 
a lowest competitive rate of interest. The purchaser has to provid 
security against the loan amount. 

Besides the salaried sector the loan can be granted only t 
income-tax assesses. 2nd hand flats/houses older than 25 years ar 
not eligible for finance. No pre-payment penalty. 


HOME LOAN FOR PURCHASE OF 2ND HOUSE/FLAT/ 
BETTER ACCOMMODATION 


This loan can be availed for 2nd house even in the case wher 
existing house/flat is under mortgage to Banks/Financi: 
Institutions - subject to conditions 

Depending upon the repayment capacity as well as the cost c 
the house. - 90% of the cost (cost will include cost of house 
stamp duty, registration fees, transfer fees if any etc.) subject t 
maximum of Rs.50 lacs or 4-times of gross annual incom 
whichever is less. 

Repayment period is 20 years (including moratorium) o 
permissible upto retirement age of the borrower/65 years (in cas 
of professionals/businessmen) whichever is earlier. 

- The existing house to be disposed of in 12 months tim 
(optional) and sale proceeds to be deposited in the loan account. 

Other facility- Credit Card will be issued (free of admissioi 
fees and annual fees during first year) 
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Smart Home 


At HSBC, we understand that buying a home is a long-term financial 
commitment. Smart Home is a simple way to use your savings smartly, by 
letting you decide how much interest to pay. 


With every Smart Home, you get a bank account. All you need to do is put 
your usual savings, lying idle in other accounts, into the Smart Home 
account. Depending on the savings you put into the Smart Home account, 
you can reduce the quantum of interest paid by up to 50% (referto table). 


What's more, you can use your extra savings as and when you need to. Smart 
Home makes your savings work harder, and thus makes owning your home 
easier. 





ar Phonebanking numbers: Ahmedabad 98982 72424 Bangalore 2558 9595 Chandigarh 2501 6555 Chennai 2526 9595 Coimbatore 221 3388 Gurgaon 9511 - 2373 8989 Hyderabad 2335 8686 


ipur 220 8989 Kochi 98954 72424 Kolkata 2243 8585 Ludhiana 502 8989 Mumbai 2498 2424 New Delhi 2373 8989 Noida 9511 


sakhapatnam 98490 12424 


li loans at the sole discretion of The Hongkong and Shanghai Banking Corporation Limited, India. Issued by The Hongkong and Shanghai Banking Corporation 





The table shows how much interest is reduced. with a 
monthly saving of just Rs.3000, over and above your EMI 
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The world's local bank 


2373 8989 Pune 402 8585 Trivandrum 98954 72424 


Limited. India Terms and conditions apply for the issuance of See 
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Your Armchair 





trategy 


You can be your own portfolio manager, sitting right there, 
by adopting this simple investment practice. sY NARENDRA NATHAN 


AKE A DEEP BREATH. FASTEN YOUR SEATBELTS. 

Hold tight. Steel your gut. Try not to yell 

too hard. By the sound of investment 

pros, venturing alone onto the stock mar- 

ket is not very different from going on a 
multiple loop rollercoaster called something like *Hell- 
mountain Jack'. The bravehearts who've actually done 
it might even tell you that this metaphor is not inac- 
curate. In fact, they might even suggest more hair-rais- 
ing names to describe the experience. 

Do yourself a favour. Ignore them for a moment, 
and take a good look at the armchair featured across the 
page. It is a better description of your stockmarket 
experience—if you follow this recommendation closely. 


400 
350 
300 


June 1, 2000 


Self Conviction 

The big reason for letting professionals manage your 
investments is that you have neither the time nor the res- 
ources to do a good job. The jargon does not seem very 
inviting either. Moreover, do you have the inclina- 
tion to monitor your picks' progress? 

But then, there's no easy way out, no matter which 
route you take. As the saying goes, a lazy investor (in 
terms of mental faculties, that is) is no investor. "You 
have to regularly monitor your mutual fund investments 
also," says Ambreesh Baliga, Vice President at Karvy 
Stock Broking. No fund manager will ever tell you 
when to time your exit from the mutual fund; this is a 
decision you must take yourself. 


THE BIG BUCK EARNERS’ PERFORMANCE 


The difference in performance is clear. 





Rs 100 invested in our big buck earners’ portfolio of 30 stocks would have returned Rs 263.61, while the same sum invested in the Sensex would have given only Rs 107.25 
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So, if time, attention, and effort must be devoted to 
your money anyway, why not equip yourself with the 
tools you need to go all the way yourself? 

Sounds tempting, you might argue, but don't these 
tools require high levels of financial expertise? 

Not the tools being recommended here, thank- 
fully. These require no more than widely published figu- 
res and a simple calculator. 


Big Buck Earners 

First, admit that you are not an expert in stock valua- 
tions, and may not be able to identify small stocks that 
can turn out to be market scorchers. For retail investors, 
straying too far from known entities is inadvisable. 
"They have to restrict themselves to big companies 
with proven track records and transparent accounting 
practices," says Nilesh Shah, Senior Vice President and 
Head, Portfolio Management, at Kotak Securities. 
"This strategy could enable him to reduce capital 
erosion in difficult markets," he continues. 

So, big is the way to go. The next question is: what 


E High performance portfolio E The sensex 30 portfolio 


Your Armchair Strategy | 
_Moving Money 
, Monthly Returns 


criteria should be used to assess how ‘big’ a company 
is? The commonly used ones are market capitalisation, 
sales, and net profit (also called ‘earnings’). Since 
market capitalisation is simply the sum of 
money required to buy all the shares at the 
prevailing market price, this figure could 
go wildly up and down in accordance 
with market vagaries. The sales fig- 
ure, thus, is a better indicator of 
the company's size as a busi- 
ness. But it is profit that at- 
tracts investors—so this is the 
main figure to look for. 

So here's the strategy: pick 
the big buck earners. Look 
through all the shares on a 


wide-ranging index, 
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such as the BSE 500, which 
features 500 most heavily 


THE 30 BIG BUCK EARNERS 


sectors where the growth is 
constant”. Under conditions of 


traded stocks listed on the j | stability in the operating envi- 
Bombay Stock Exchange, The 30 top net profit earners picked — ronment, that is. “But it may 
and list the top 30 ranked from the BSE 500. | give wrong results with cyclical 
by net profit. Buy these. COMPANY NAME stocks,” he cautions, “This is be- 


More specifically, put toge- i 
ther a portfolio with each 
stock represented in propor- 
tion to its profit figure, and — 
you could do very well over 7— $^, 
a three-four year span. NES 

By way of experiment, 6 GAIL (India) 
we made a theoretical back- 7 
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2 Indian Oil Corporation — — 


Oil & Natural Gas Corpo 





cause you have to buy these 
companies when the cycle is 
at its bottom, when most of 
the companies may be in loss or 
will have only very little profit." 
True. This is also why such a 
strategy works only for a well- 
diversified portfolio that in- 


selection of the 30 biggest 8 Bharat Petroleum Corporation cludes stocks both stable and 
profit-makers from the BSE 9  Hindustan Lever à volatile, non-cyclical and cycli- 
500 (see The 30 Big Buck 10 IGC Bank | cal. The top 30 earners serve as 
Earners). The weight given 11 WC — a fairly diverse portfolio. 

to each company was in pro- 

portion to its profit. The re- Refining The Strategy 
sults? You will need to pinch To take another extreme case, 
yourself: Rs 100 invested in the strategy could fail if a big 
June 2000 would have bec- 16 — Punjab National Bank bull frenzy ensues, profit 
ome Rs 264 now, as visible 17 Bank Of India size—our strategy’s basic 
from the accompanying 18 BankOfBaroda — idea—becomes an abiding ma- 
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chart, while Rs 100 invested — 19 Wipro 

in the 30 Sensex stocks in Tin 
would have grown to just 
Rs 107 (see Tbe Big Buck 
Earners' Performance). 





nia in the market, and the big 
buck earners become grossly 
overvalued. 

In actual likelihood, that 
could happen to some big 


That's awesome. a eee ere buck earners, not all. To mini- 
Does it Work? tia Ai ca arate leer 
The big egt auch a strat- 26 — Hero Honda Motors nci qur: (adf eo as] 
egy is whether it can be used 2] — Union Bank Of India uate the stocks you've ranked 
even now to make money. 28 — Oriental Bank Of Commerce by profit, and replace some 
For this, we must understand 29 Ranbaxy Laboratories — with others. The idea is to buy 


the strategy's success. The 
profit-orientation, first of all, 
keeps the portfolio to hard 
facts, instead of the hype 
that goes with phases of market exuberance. The turn 
of the millennium saw many stocks soar way beyond the 
prices justified by their earnings, but our strategy 
would have avoided that trap—since size here is defi- 
ned by actual money made, not fantasies. Beyond that, 
the actual big buck makers of 2000 are still the desired 
stocks of today, and that's how the strategy clicked. 
Yet, that still doesn't mean the strategy works under 
all circumstances. To take an extreme case, if there had 
been a tectonic shift in business, for instance, the big win- 
ners of 2000 may have turned out badly in 2004. 
According to Jyotivardhan Jaipuria, Head of Research at 
DSP Merrill Lynch, the strategy works well only “in 
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30 Bharat Heavy Electricals _ 


only ‘reasonably priced’ stocks. 

The basic issue, really, is 
what price you must pay for 
every rupee of earnings for 
the year, and this is captured by the price-earnings 
ratio (share price divided by earnings-per-share, which 
works out the same as market capitalisation divided by 
net profit). Of course, you buy the share once, but the 
earnings come year after year-and could keep rising too, 
sometimes dramatically, which is why growth sizzlers 
have such high P/E ratios. Still, as a filter, strike shares 
with p/es of over 30 off your list (an arbitrary cut-off; you 
could use any other), and move down the profit rankings. 

The beauty of the armchair strategy is its simplicity. 
Take the biggest profit-makers, replace the overpriced 
stocks with more reasonably priced ones, and then 
buy them in proportion to profits. 
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If the fund manager of your 
mutual fund moves, should 
your money move alongside? 
BY SHILPA NAYAK 


UTUAL FUNDS HAVE BEEN ALL THE RAGE FOR 
retail investors. They put top-notch invest- 
ment professionals on your job, no matter 
how small your kitty, and give you returns you could- 
n't dream of on your own. Some of these high per- 
formers, especially those known in industry parlance as 
‘fund managers’, have even achieved quasi-heroic sta- 
tus—with their individual talent the subject of many 
Dalal Street conversations. 
So what happens if your own heroic fund man- 
ager moves from your fund to another—should you 
move your money too? 


Movements 
Professionals. That's what most fund managers are. 
And like others of their ilk, they shift jobs. With 
over 30 well-known fund houses in the country, all in 
a state of bitter mutual rivalry, this is only to be ex- 
pected. High-profile movements make news, too. 
Nilesh Shah, well known as cio (Fixed Income), 
Franklin Templeton, has just moved to PrulCICI 
Mutual Fund as its Cio, in place of Dileep Madgavkar, 
and people are talking about it. Some other move- 
ments over the past few months have been Shyam 
Bhat (from Tata Mutual Fund to Principal Mutual 
Fund), Deepesh Pandey (from Templeton to PrulCICl) 
and Anil Sarin (from Kotak group to PrulCICl). 
There have been other shifts too, and if you aren’t in 
the habit of tracking who the managers on your funds 
are, perhaps it’s time you did. The newsletters and in- 
vestment updates that funds send out contain this sort 
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Nilesh Shah, CIO, PrulCICI Mutual Fund: 
High-profile mover 


of information. The pink papers do their own bit, too. 

But that's not to say you should panic if there's a 
shift. Nor should you consider yourself invested 
with individuals rather than mutual funds. The 
funds, after all, are brands in their own right—exp- 
ected to deliver consistent value regardless of the 
names behind it. Or so, at least in theory. 


Teamwork Stability 
"It is always better to invest in a process driven institu- 
tion than go by a single person's investment style. 
Over-reliance on one person is a weakness of an or- 
ganisation," says Rohit Sarin, Partner, Client Associates. 
making it quite plain that management systems differ. 
The biggest names amongst fund houses make it a 
point to sell themselves as institutions. These are 
champions of the team-driven fund, which features a 
chief investment officer heading the team as a lead 
manager, while investment decisions are made as a 
group, with all fund managers pooling ideas and 
working in tandem to craft a common strategy. If im- 
plemented properly, this approach works well. Even 
when a top professional resigns from your fund, the 
results stay relatively stable. “Though fund manage- 
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ment is about subjectivity, a good research base and a 
solid fund management team can take care of an 
exit from the team. This way at least the investors are 
not at the peril of one person," says Paras Edenwala, 
Fund Manager (Equities), Birla Mutual Fund. 

If that’s the sort of fund you have, stick with it. Also, 
remember that a high-performer of one fund may not 





ment. Even if the broad strategic parameters are 
common to all managers—such as whether to play an 
aggressive rapid-portfolio-churn game or take a 
conservative approach aligned with stock funda- 
mentals—what goes on inside the individual's head 
can make a reasonably big difference. 

Once a fund manager gains a reputation for getting 


work the same miracles else- his business right consistently, it 
where—since funds differ. The is FENES pos e fame 
skill sets required of, say, a blue and stardom that follows. In 
chips-only fund may be different GQ ESCM RULED the developed capital markets of 
from that needed of a midcap MANAGERS WITH CASH the West, some of these stars 
scheme. “In this case, one, as enjoy near rock-star recogni- 
an investor you may not be as ea), | | tion, but India is still to witness 
comfortable investing in mid- such a phenomenon (typically, a 
cap, and two, the fund manager — ern — po 
may not necessarily deliver the spread name r only after a 
kind of returns he did in his pre- run-in with regulatory authori- 
vious fund," warns Devang ties). *The stardom bit is actually 
Shah, Certified Financial Planner a global phenomenon," says 


and Director, Right Returns 
Financial Planners. *Hence, it's 
best to stick to a reputed fund 
house and look at factors like 
the track record of the promoter 
group, past performance of the 
fund and the service standards, 
rather than focussing on the 
fund manager." 

Nischal Maheshwari, Head 
(Private Client Group), 
Edelweiss Capital, echoes those 
views: “Even if an exit impact 
happens, it gets done with over 
one or two quarters, at most. 
This is because the features of a 
fund and investment parame- 
ters are pre-defined and known 
to investors through the 
prospectus." This, again, is the 
brand theory of Mrs. And re- 
tail investors in India seem quite 
comfortable with it. 

“In any case,” adds Mahesh- 
wari, “India has not yet reached 
that stage where investors move 
with the fund manager." 


But Individuals Matter 

Yet, it's hard to deny that individual talent counts for 
a lot of success in this industry. While institution- 
alised investment strategies are what every house 
claims to follow, the actual performance of some 
funds has indeed been affected by shifts in manage- 
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Edenwala, *and not really 
prevalent in our country as yet. 
The stardom of fund managers 
is a cyclical phenomenon. You 
see a fund manager do well for - 
a while and then not hear of 
him for a long time." 

Of course, the mutual funds 
market—in a competitive 
sense—has barely gone beyond 
infancy in India, and it's too 
early to mark out the few man- 
agers who have actually ridden 
the crests and troughs (not to 
mention storms) with the élan of 
seasoned surfers. Oddly enough, 
the Samir Arora episode may 
have something to do with it 
as well. Ever since sEBI's clamp- 
down on this famous one-time 
fund manager at Alliance, both 
SEBI and the Association of 
Mutual Funds of India (AMFI) 
have been discouraging funds 
from pushing their managers 
into the limelight. This suits 
funds too, since it is easier to re- 
tain talent shielded from the outside world's glare. 

Given all that, it is best, then, to treat your fund as a 
brand. But even here, it pays well to be extremely dis- 
cerning about its performance. So long as you keep a 
close watch, it really does not matter who exactly is run- 
ning the show. As for risk mitigation, diversifying your 
basket of funds would do the trick well enough. . E. 


Monthly Returns 





Are monthly income plans (MIPs) still worth your money? py SHILPA NAYAK 


MEL LLLLLLT T Ee ery, 


HE POINT OF THE 

monthly Income Plan 

(MIP), a specific kind 
of mutual fund, is clear: to 
deliver a salary-like flow of 
funds to the investor. It is a 
15-year-old idea pioneered 
by the Unit Trust of India 
(UTI). And it has, since in- 
ception, been an option for 
the safety-seeking investor. 
To be able to send regular 
cheques, debt and other 
fixed-income instruments 
were the preferred target 
of investment, with eq- 
uity used only to add 
some profit bounce. Over the last two years, several 
private fund houses have hit the market with similar 
MIPs, aimed at retired people and others in need of re- 
current returns, though with a ‘secondary objective’ 
of “long-term capital appreciation by investing a 
small portion in equity/equity related instruments”. 
Under regulation, 20 per cent of the monies col- 
lected for MiPs can be invested in equity. 

As expected, MiPs were sold on the plank of pru- 
dence, though with the added promise of better re- 
turns than pure debt funds. The houses knew that 
their equity plays would distinguish the perform- 
ance of one fund over another. And so it was. It 
worked well so long as the equity markets were 
buoyant. But the market turmoil since April has 
caught most MiPs in a severe bind—with some of 
them failing to meet their monthly commitments. 

Things are so bad that the very category has un- 
dergone a shift in its ‘risk’ image. An MIP is no longer 
seen as a bankable option. “One can recommend in- 
vesting in MIPs only after doing a detailed analysis of 
age and risk profile of an investor,” says Sharad 





Shukla, Head, Investment 
advisory services, ILFS 
Investsmart. “If a person 
has a stable job, and/or 
some inherited wealth and 
is middle-aged, he could 
look at MiP,” he adds, “But 
if retirees with no other 
source of income depend 
on MIPs for their day-to- 
day needs, they could take 
a hit when dividends are 
skipped in bad months.” 
Yet, there’s no escaping 
equity, since the debt out- 
look has worsened, 
“Considering the antici- 
pated rise in interest rates, debt funds would not of- 
fer the kind of returns they used to,” explains 
Hemant Rustagi, a Mumbai-based mutual fund ex- 
pert. Besides, equity is an ideal inflation hedge. 

The trouble, however, is that MiPs are no longer 
viewed as assured-return products (as the fine print 
sheepishly admits), and this has put people off the cat- 
egory, some perhaps for good. 

In the final analysis, it would perhaps have been 
so much better if investors were clear from the on- 
set about the risk involved. Even now, those who ex- 
pect total safety should stay away. Says Shukla, “If a 
person is looking for a monthly income without 
any risk of capital erosion its best to stick to small 
savings products from the Government of India 
like the postal saving schemes or RBI relief bonds. be- 
cause there is a sovereign guarantee on them.” Adds 
Rustagi, “To that extent MIP is probably a mis- 
nomer, though the product itself is not a bad option 
as a restrictive exposure for capital build-up for a 
conservative investor.” The category still has hope— 
but only if aimed accurately. 


AUGUST 1 2004 BUSINESS TODAY 111 





www.rd-india.com 


SPECIAL 
RECONNECT 
OFFER 

Exp eSave 40% 
EX e3 Free Gifts 


LIMITED PERIOD OFFER 





OL LT SS a E 
n z - E T O 7 FF .- VOPGSEER ae TIR ee "Y è m = 1 = » JA E 
ZEE d To ae rs: oer T hide à - ory : TW WrTY A "T : yj "w TAL" a. ee! 9? ~ | 





eM Fey 


Reconnect 


You listen CO your boss, | 


listen to your spouse, 


and even listen to Vour broker. ta 
It's time you listened to | 


your OWN self. | 


= 

£ 

3 

2 3 

$ 1 

Y | 

E 
t speaks a simple language. Yet, like a master storyteller, unravels the complexities of human nature with 
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SCHOOL CORPORATISATION 





Heads And Masters 


Residential school headmasters are being head-hunted like top execs. Why? BY AMANPREET SINGH 


O, WHEN ARE THEY GOING TO LIST ON THE 
stockmarket?" asked the old boy, in response to 
the ‘corporatisation’ of the hallowed school portals 
through which he had long passed, having successfully 
ensured that his education did not interfere much with 
his growing up. “...if that's what it has come to." 
Grant him his pique. Old boys of boarding schools 
are zealously possessive about the places of their zani- 
est memories, zippiest experiences and zygotic ado- 
lescences. They've ‘passed out’ years ago, but never re- 
ally left. In truth, though, there's nothing to be alarmed 
about. The 'corporatisation' refers to nothing more dras- 
tic than the use of headhunters to nab headmasters. 


Busting Bounds 

Still, accusatory fingers tend to turn towards The 
Doon School, Dehradun, which kickstarted it all— 
busting the bounds of convention by opting for a 
headhunter instead of the usual network of old hands, 
"the bizarre merry-go-round” on which “the same 
five to seven names keep circulating”, in the words of 
Derek Mountford, Headmaster, Assam Valley School. 
After the 2003 departure of Doon’s former headmas- 
ter John Mason, the board of governors took the lib- 
erty of getting a Delhi-based headhunter to find a 
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A boarding school’s principal needs to be a boarder _ 
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replacement. How come? “There is a scarcity of talent 
and poor response to advertisement,” explains Ronesh 
Puri, Managing Director, Executive Access, the search 
firm that took on the task. Indeed, such a school prin- 
cipal is expected to be something of a boarder himself 
(culturally speaking), as also a straightfaced academic: 
a rare hybrid. Such an individual, once traced, would also 
have to be persuaded—and that’s how Kanti Bajpai, ex- 
Dosco, JNU professor of International Relations and 
TV soundbite man, took charge as Doon’s headmaster. 

With a foot through the headmastership door, so to 
speak, Executive Access has since notched up a couple 
of other high-profile placements at India’s so-called 
‘public schools’: one, Dev Lahiri at the head of Welham 
Boys’ School, Doon’s one-time prep school in Dehradun, 
and two, Gautam Chatterjee at The Lawrence School, 
Sanawar, which is co-ed. Meanwhile, Ma Foi has placed 
Derek Mountford, the former shake-up man of Sanawar 
where the 33-year-old was acting principal briefly before 
Chatterjee took over, at Assam Valley School. 

If this is corporatisation, there’s no escaping it. 
The headhunters are in, and so is the process. “It gives 
the board a certain degree of unimpeachibility,” reck- 
ons Bajpai, who thinks “modern methods of hiring and 
firing need to come into practice”. 








Toy Time 
If executive headhunters have gained 
ground, it's also because they have 
done their professional homework on 
who can click and who cannot—in this 
specialised role. Bajpai, for example, is 
clear that after JNU, he's now addressing 
a “different idiom", an idiom of 500 
Doscos, not just students. Thankfully, 
the school's governing board is deeply 
involved—helping him toy with new 
ideas, for instance. And Bajpai is also 
comfortable with the corporate way 
his performance is judged. "There is an 
annual referendum in the form of board 
results," he says, “the results are equiv- 
alent to corporate balance sheets." 
Welham Boys’ principal Lahiri, 
who recently took over from the late 
‘Charlie’ Kandhari, has experimented 
with stints at “instant schools” such as 
SelaQui, Dehradun, and Heritage, 
Kolkata. But this, really, is different. 
There is no training for the “hot seat of 
the headmaster”, he says. In an age 
when students have to be taught to ac- 
cess knowledge rather than be fed it, a 
headmaster must play a multitude of 
roles—“from chief chowkidar to chief 
shoulder to cry on”. With Welham 
Girls’ School across ‘The Wall’, this 
requires special skills, no doubt. But 
on the whole, for Lahiri, the job is 
“about the imprint you leave behind”. 
“Only a public school man can run 
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a public school,” says Mountford, who 
feels age went against his being appoin- 
ted headmaster of his pined-for Sana- 
war, and is glad to be given “a long in- 
nings” at Assam Valley—with which 
he has synchronised his value system. 


Olive Time 
The test case of headhunter appoint- 
ments, however, is Sanawar—a school 
witness to much turbulence, punctuated 
by old boy interventions, ever since 
Andrew Gray's headmastership (2000- 
2003). The headmaster's appointment 
here is a tortuous process, as the board 
is chaired by the Union HRD Ministry’s 
Secretary of Education, and must always 
include a senior Armed Forces officer. 
So there was quite a flap when 
Chatterjee, appointed only in 
September 2003, resigned in January 
2004. “I love my job, and as long as | 
am here, I will take care of the school," 
says this US-returned academic, still 
busy “putting out one fire after ano- 
ther". Why did he resign? He speaks of 
an "alternate power centre" (though 
without mentioning the old boys' net- 
work). *When the board appointed 
me," he reflects, *I think they got the 
Ivy League and Ivory tower mixed 
up—much to their chagrin.” 

So, is this post being hunted for ag- 
ain? Maybe not. Last heard, the Sanawar 
board was offering an olive branch. 
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COUNSELLING 





| am a 24-year-old electrical engineer working as a technician 
with the Indian Railways for the last couple of years. This job 
is not offering me any opportunity for growth, and | want to 
make a switch to the corporate sector. But | believe | 
need additional educational qualifications for that. Should 
| go in for an MBA through correspondence from a good B- 
school? | am not in a position to consider a full-time one be- 
cause it is not possible for me to quit my job on account of 
financial constraints. Please advice. 

An MBA through correspondence will not increase 
your chances of getting into the corporate world. 
Ideally, you should have gone in for a full-time MBA. 
However, since that is not possible, you could apply for 
a job in the electrical industry. A position in the electrical 
maintenance department in a factory, for example, 
could be an option. That way, you would enter the cor- 
porate sector, and once there, you could work your way 
up. Remember, however, that it would not be easy, and 
you may be deprived of some of the benefits you are 
currently enjoying with the Railways. 


| am a 21-year-old commerce graduate, planning to do an 
MBA from a reputed B-school. Though | took the CAT last 
year and got calls from a couple of leading B-schools, | could 
not convert the calls to selection. Now | am confused about 
what I should do. Should | work for two years and then give 
MBA a try again, or should | go in for a course in inv- 
estment analysis since | am interested in finance. If | opt for 
the latter, what are the job options available to me after I'm 
done with the course? 

The fact that you got calls from A-grade schools reflects 
that you have the aptitude to get through a good B- 
school. However, since you couldn’t pass the interview 
stage, you would do well to brush up your communi- 
cation skills. If you have friends at relatively senior lev- 
els in the corporate world, ask them to give you mock 
interviews. MBA coaching classes could help as well. 
Don’t contemplate a change of discipline just because 
you couldn’t make it through the interview. Try again 
next year. In the meantime, if you get a job, start 
working so that you do not waste the year. 


HELP 
TARUN! 


| am a 23-year-old B-Tech (Computer Science) planning to 
pursue a post-graduate diploma in marketing manage- 
ment from a reputed management institute. | want to 
know what kind of job options would be available to me af- 
ter | graduate. If, however, | do not opt for this course, 
would joining a BPO firm that does off-campus tests for IT 
companies be a good option? Or should | take up teaching 
in a private engineering college? Would | need to get ad- 
ditional degrees or diplomas for these? 

It seems to me that you have lost focus. Before you even 
choose to take up a job, you need to have a good 
idea of what it entails. Private engineering colleges 
may not pay according to your expectations, but could 
give you job satisfaction if you really love teaching. 
However, BPOs would not provide avenues for growth, 
even if the immediate compensation and employment 
opportunity is high. You could, however, always go in 
for additional degrees or diplomas in rr or marketing to 
enhance your marketability. But ultimately, you would 
need to decide where your interest and aptitude lies, and 
choose a profession accordingly. 


| am a 25-year-old law graduate with a bachelors degree in 
economics from a reputed college in Delhi. For the past one 
year, | have been working with a high court advocate as his 
assistant. However, | want to switch to a job that does 
justice to my knowledge of economics and civil law, together. 
Is there any such job? What are the prospects available to me 
in the corporate world? 

Since you want your knowledge of economics and 
law to be of simultaneous use, you would do well to 
apply to the legal department in a medium-sized or 
large company, at the trainee level. Many such 
companies have legal personnel employed full time 
even if they go to established lawyers as and when 
special problems arise. Doing a course in company 
secretariship, though a long-drawn process, would 
also be a profitable option for you. The job of a 
company secretary, besides paying you well, would 
address your desire to dabble in both legal and 
economic issues at the same time. 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jhandewalan Extn., New Delhi—1 10055. 
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The Secretary 
Pageant 


Recognition for the unrecognised—it works. 





Gripping the nation’s attention: Jassi, the uncrowned 
secretary of Indian television 


po IDENTIFIED PUBLICLY AS SOMEBODY'S 
appendage all the time is no fun; ask the legions of 
secretaries in offices, who rarely have an identity 
independent of their boss’. So when they get recogni- 
tion—that too from the country's best recognised 'sec- 
retary'—it serves as a morale boost. 

Recently, in a scene straight out of Miss Universe, a 
Delhi ballroom was treated to the fanfare of Jassi, the 
bespectacled lady with the signature metallic smile 
from Sony's hit Tv show Jassi Jaissi Koi Nahin, crown- 
ing Neena Sharma, a GE Cap secretary, the winner of 
a ‘Secretary of the Year Contest’. 

Jassi, who Indian audiences can’t get enough of, 
plays the TV role of a plain-Jane secretary with star-like 
ambitions and a crush on her boss. Here, she played 
crowd and flashbulb magnet. Sharma, though, who 
won the contest by giving an impromptu speech on 
whether single women make better bosses (her answer: 
it makes no difference), was candid about not watching 
the TV show. “But I’ve heard it portrays secretaries in 
good light,” she said, approvingly. 

SUSHMA SUBRAMANIAN 
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Renewed 
Incursion 


Why the sudden jump in female IIM admissions? 


E GENDER RATIO AT IIMS HAS ALWAYS BEEN AN 
embarrassment. Suddenly, it’s less so. But the 
change doesn’t surprise Bakul Dholakia, Director, 
IIM-Ahmedabad, which boasts of 16.5 per cent female 
admissions this year, up from 12.5 per cent in 2003. 
"This had to happen," he says. Are women suddenly 
more interested in management, or has the CAT bias in 
favour of super-numerate engineering studs been ea- 
sed? “Neither,” replies Dholakia, “it is simply a ques- 
tion of the ratio of applicants. The number of women 
applicants has increased and ceteris paribus, the ine- 
vitable consequence—more women have qualified." 
As many as 3,588 girls (about 15 per cent of all 
female applicants) got IIM-A interview calls this year, up 
sharply from about 2,090 in 2003. Girls are evidently 
cracking the CAT with greater vigour—though their rel- 
ative lack of work experience still holds them back, says 
Dholakia. Career advisor Usha Albuquerque also sees 
the inevitability of progress at work. “Women are 
now aspiring to get into courses that were earlier co- 
nsidered male-dominated,” she says. How long, tho- 
ugh, before corporate boardrooms are stormed? Bl 
ANANYA ROY 





Rising numbers: More and more women are getting 
admission, but how far will they go in India Inc? 
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To Apply to these Jobs: Log on to www.jobsahead.com and type the Job Code 
PRODUCT SPECIALIST - MEDICAL DIVISION TELECOM INTEGRATION PROFESSIONALS. 
Astell Infotech Young Soft Technologies I Pvt Ltd 
Incumbent should have extensive product knowledge of medical We have immediate openings for telecom integration professi 


equipment and supplies and should be able to analyze the critical with very good system knowledge of GSM/GPRS and UMTS 


aspects of product specifications and features. He/She should bea cumbent should have have previous integration expertise in em 


science graduate with relevant experience. ded systems, preferably telecom. 


Job Code: 505600 Job Code: 508285 
PROJECT MANAGER MAINFRAME PLI 
Scape Velocity, Inc Softek Pvt. Limited 


th exposure to SDLC in We are looking for mainframe professionals having strong exp 
on PL1 language with relevant industry experience. He/She s 
ll as presentation skills. This: 


We are looking for project managers wi 
Microsoft / IBM technologies and experience in people manage- 


ment, process levels, documentation and efficiency monitoring te vols possess good communication as we 


from a professionally managed company. Job Code: 510615 ing will be based at Chennai Job Code: 511208 
WEB DESIGNER AND CONTENT WRITER MANAGER TECHNOLOGY 
H R Axis India Velankani Software 


Incumbent should be an experienced graduate with good exposure We are looking for a person with more than 10 years of expe 
to web designing skills in ASP/HTML, with DreamWeaver and with significant amount of experience in call center managemen 


Adobe Photoshop. This position requires excellent communication She should have the ability to supervise infrastructure team witl 
| and as well as presentation skills. Job Code: 511286 center operations. Job Code: 511354 
r 
PROJECT MANAGER 


|. QEEDEVELOPER 
i Blue Lotus Technologies Pvt Ltd Scape Velocity, Inc 
— Weare looking for a Java/J2EE consultant with relevant IT industry We are looking for project managers with exposure to software 


experience. The incumbent should possess excellent working knowl- opment life cycle in Microsoft / IBM technologies and expeti 
edge of Java and J2EE technologies. He/she should have excellent people management, process levels, documentation and efl 
coding and analytical skills. Job Code: 460836 monitoring tools from a professionally managed company. 


1 Job Code: 508222 
JAVA SPECIALIST C# SPECIALIST 
Scape Velocity, Inc Scape Velocity, Inc 


= Incumbent should be a Java specialist who will be responsible for The selected candidate should be a C# specialist with Offshore 


elopment projects with offshore projects exposure Development exposure using .NET framework and related te 


design and dev 
xperience of minimum 2 projects in ISO / CMM envi! 


using JSP, EJB, Struts in an ISO / CMM environment. Good com- gies. E 


munication and interpersonal skills are a must for this position. will be an added advantage. Job Code: 508232 


$ Job Code: 508228 
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To Apply to these Jobs: Log on to www.jobsahead.com and type the Job Code | 

"DIT ASSISTANTS ACCOUNTS & ADMIN EXECUTIVE 
ie Advertisers of New Indian Express Premier Instruments & Controls Limited 


e selected candidate will be posted as an audit assistant. The in- Incumbent should have 2 - 4 years of experience in accounts preferably 
inbent should be a commerce graduate with 3-4 years of experi- and should have worked under a chartered accountant. He/She willbe _ 





re in audit firms/ audit department of any concern. responsible for managing major branch accounts, maintaining stock. 

b Code: 511111 registers and making invoices.Job Code: 511713 

NKALYST SUPPORT ACCOUNTANT 3 

pid Global Business Solutions I Pvt Ltd Medwrite India 
| 


s position will be responsible for analysis support. Incumbent The incumbent should have a good knowledge of accounting, He/ 
uld be a commerce graduate with expertise in MS Excel, including She will be responsible for cash handling, bank transactions related 
zros, forms, reports and modules. Prior work experience of VBA work and statutory work including service taxes. | 
gramming language will be an added advantage. Job Code: 510345 Job Code: 506846 | 
ZCOUNTANT JOBCODE: NOS-01 ACCOUNTS ASSISTANTS 
zeon Tech e Services India Pvt. Ltd pioneer 
> have immediate openings for an accountant with an experience The selected candidate should be a commerce graduate with relevant 

5-10 years. He/She should be having work exposure in all ac- experience. He/She will be responsible for invoicing, receipt of stores 


anting packages as well as administration related work. from vendors, issue of stores to customers and updating the inven- 
»b Code: 506985 tory records. Job Code: 505223 
PERATIONS & UNDERWRITING EXECUTIVES ASSOCIATE APPLICATION SPECIALIST-FINANCE 

ICI PRUDENTIAL X Silica India Pvt Ltd. 


ae incumbent will be responsible for servicing of advisors and Incumbent should be a CA/ICWA with functional experience in any 
sstomers with respect to queries and status on pending proposals. finance module. Knowledge in Finance module of BaaN ERP and 
$/She will need to handle financial transactions and bank reconcili- proficiency in English or any foreign language will be a distinct advan- 
won and will have to do the screening and risk assessment of tage for this position. 


iplicants.Job Code: 505397 Job Code: 502989 
~COUNTANT FUNCTIONAL CUSTOMER SUPPORT 
karsan Technologies X Silica India Pvt Ltd. 


are looking for a commerce graduate with relevant experience Incumbent should be a commerce graduate with good exposure to 
o will be responsible for handling unit accounts. Incumbent the finance and accounting domains. He/She should have a mini- 
yuld be should be fully conversant with the latest version of Tally mum of 2-8 years of experience in a similar field. This position is 
1 should be well versed with statutory matters and taxation. based at Hyderabad. 

» Code: 501743 Job Code: 497418 
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To Apply to these Jobs: Log on to www.jobsahead.com and type the Job Code 
i BUSINESS DEVELOPMENT MANAGER - LIMS BUSINESS DEVELOPMENT EXECUTIVES 
.. Applabs Technologies Young India Films 


Incumbent should have a good understanding of the analytical labo- ‘The incumbent will be directly responsible for promoting and 
ratory and must be capable of dealing effectively with high-level per- oping a new market for a range of exciting and innovative pr 
. sonnel up to board level. He/She should be confident, self-moti- being launched for the first time in India. He/She will have to ic 


vated, organized and effective. new dealers and establish and sell the products to key accounts 
-= Job Code: 457557 Job Code: 469447 

_ AREA SALES MANAGER (RETAIL) SR. SALES & MARKETING MANAGER 

. ICICI Lombard General Insurance Company Infotech Global India Ltd 


The incumbent will be responsible for business development for the Incumbent should have 8-10 years of experience in the market 
retail products and home insurance. He/She will be responsible to software products. He/She will be responsible to develop sales 
~ entail direct retail sales through DST approach and should have hands tives, strategies and promotions to maximize sales and visit ke 
on experience of 4-6 years in direct retail sales. Job Code: 472625 kets to evaluate operations. Job Code: 474503 


TERRITORY MANAGER SALES MANAGER 
Bharathi Telecom Limited Metlife India Insurance Company Pvt. Ltd. 


This position will be responsible for channel/retail sales. The incum- The selected candidate will be responsible for recruiting a te 
bent should have relavent experience. i.c. in case of channel sales he advisors and generating sales from the team. He/She will h 
should have handled channel partners whereas for retail sales, people aggressively push numbers and drive the sales team. Incumbent: 
from FMCG background will be preferred. Job Code: 474670 have good business contacts. Job Code: 479927 


BUSINESS DEVELOPMENT MGR TERRITORY SALES MANAGER 

Astell Infotech Balkan Consulting 

This position requires good exposure in launching new products in The selected candidate should an MBA with 3-8 years of expe 
domestic and international market, preparation of business plans, preferably in Telecom/ISP/Computer hardware companies of 
project reports as new ventures, market development, competition 2-3 years should be in a team handling role. Functional knowle 





mapping and preparation and submission of reports. hardware and software will be a definite advantage. 
Job Code: 488987 Job Code: 500807 

SALES AND MARKETING PROFESSIONALS SALES ENGINEER - INSTRUMENTATION 
eQURA Atco 


Incumbent should be a graduate in any stream with excellent com- Incumbent should have experience of selling instrumentation 
munication skills and should have a flair for hardcore sales. He/She ucts directly to customers. He should be confident, self mo 
should be a confident and target oriented individual. This positionis with excellent communication, interpersonal and presentation 
based at Bangalore. Job Code: 507934 Job Code: 505605 
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To Apply to these Jobs: Log on to www. jobsahead. com and type the Job Code 
ONTROLLER OF EXAMINATIONS GENERAL MANAGER 
he Advertisers of New Indian Express The Advertisers of New Indian Express 


re incumbent for this opening will join as the controller of exami- The selected candidate will join as general manager and will be respon- a 
tions. The position is based in Hyderabad. Incumbent needs to sible for overall profitability management of property, establishing | 
ve excellent communication, interpersonal and presentation skills. community relations, record-keeping, employee recruitment/ train- - 


»b Code: 511036 ing, control and coping up with upcoming problems. 
Job Code: 508937 
REA MANAGER - PROJECTS DEPUTY GENERAL MANAGER CUSTOMER SERVICE 


cumbent will be responsible for timely completion of the projects We are looking for a deputy general manager with minimum of 10 
th optimal resource utilization and quality output. He/She is should years experience in customer servicing preferably from the telecom 
ve experience in planning , scheduling, organising and coordinat- industry. People from other sectors such as banking and insurance 


x. This position is based at Chennai. Job Code: 506475 with similar profiles are also welcome. Job Code: 503285 
J7 - HEAD - DELIVERIES DIRECTOR-ADMISSIONS & FINANCIAL AID 
yberKorp India Pvt Ltd Indian School Of Business 


his position will be responsible to head and take responsibility of "The selected candidate will be responsible for all activities related to 
eliveries of all projects of the company, to identify and build a good admission of students to the postgraduate program in management. 
chnical team comprising of Project Managers / Project leaders and He/She will formulate and implement the admissions strategy which 


» ensure complete quality aspects of delivery. will include identifying target markets. Job Code: 475268 
ob Code: 485045 

XECUTIVE STORES & PURCHASE CONFIGURATION MANAGER 

[EPC INDIA LTD Rapid Global Business Solutions I Pvt Ltd 


'e have immediate openings for graduates/ postgraduates with spe- We are looking for a person with excellent working knowledge of 
alization in stores /materials management with minimum 20 years Build and Release, Clear Case, Config manager with at least 7-10 years 
cperience in handling heavy engineering stores/ warehouse includ- of total IT working experience. The incumbent should have excellent 


ig use of computer controlled inventory. logical and analytical skills. 
»b Code: 471439 Job Code: 462326 
ANAGER - ENTERPRISE SALES CMM-I CONSULTANT 
visha Technologies Pvt Limited Sorix Solutions Pvt Ltd 


tis opening will be responsible to develop a specific vertical revenue Incumbent should have more than 5 years of experience in software 
owth plan that meets or exceeds corporate objectives. Incumbent quality management and process consulting covering areas of process 
ll need to identify and prioritize profitable, near term win oppor- definition and training. Experience in implementation of quality man- 
nities and to build price quotations accordingly. agement systems will be an added advantage. 

ib Code: 456668 Job Code: 423973 
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MULTINATIONALS 
New Delhi Excellent 
Metros Emoluments 











Puri Consultants & Associates have been retained by few Fortune 500 
Multinationals/Banks/Fls to recruit: 


General Manager (1), Manager (2) ( Central 
Excise, Corporate, Mercentile, Intellectual 
Property, Labour , Sales Tax and other 
Commercial Laws) 
Executive Vice Pres./ Vice Pres. (Supply Chain- 
I), Manager ( Purchase - Steel and Plastics-2), 
Vice Pres./Mgr — Materials (2). Manager 
(Packaging Dev.) 
Executive Vice Pres. ( Mktg- FMCG - 1), Vice 
Pres.(Sales),General Manager ( Mktg - FMCG - 
2), Regional Sales Manager ( FMCG- South), 
Brand Manager (2), Sales Managers (FMCG - 5, 
Consumer insight -1). Trade Mktg. Mgr. 
Manager ( Exports) 
Vice Pres. ( Finance — |),Plant Accounts Manager 
(2), Fin. Controller (3), Credit Controller (1), 
Collection Manager ( 1), Business/Fin. Analyst (3) 
Head (Online Sales —Internet -1), CEO/COO ( 
Circle / Regi. Heads — Telecom - 2), Vice Presi. 
(Mktg — 1),Manager ( Mktg — 2) , Vice 

Pres.( Broad Band — Sales — 2), Head — Internet 
ger (Broad Band — Sales — 3) 
Vice Pres.- HR, Head/Manager - Compensation 
& Benefits (1) General Manager, Manager Mgmt. 
Training -2, Sales Training-Lady 2 Male 1), 
Manager — IR ( 2) 












Supply Chain / 
Materials 
















Marketing / Sales MMS 



















Finance / Accounts 










Telecom / Broad 
Band / Internet 












Human Resources / 
Mgmt. 

Dev /Training / 
Compensation & 


MHR 
Benefits / IR 


Power MP 





Field Engineer ( Instrumentation — 4), Process 
Software Automation ( 4), Power Plant 
Performance Evaluation ( 2), 


C & | engineers Digital System Turbines 
Vice Pres.(Mfg-2), Manager ( Mfg-3),Manager - 





Manufacturing / 
Engineering 


Software / IT 


Construction / MD 
Infrastructure / 
Security 





Engg., Project Managers (3) 
C 10 (1) Chief Technology Officer ( 2) „Project 
Manager, Leaders, Developers, (. NET tech, ASP, 
JAVA, J2EE, Client Server, People Soft IBM 
Mainframes) , Systems/EDP Manager (MCA, 
B.Tech /BE essential) 
General Manager( Factory construction projects - 
2) Infrastructure Development (1), Project 
Manager (Security Systems 1), GM(Mktg - 
Security ) 
Investment Bankers — middle level -9 Sr.level -2. 
Retail Banking „Private Banking (2) Relationship, 
Credit Management ( 4) 
Manager ( 2), Manager ( Facilities — 2) 
Operations Manager, Exploration & Production, 
Well Engineers, Reservoir Engineer , Petro 
Chemical ( Chemical Specialist) Geophysicist, 
Geologist, Facilities & other Tech. M 
Sr. Vice Pres.-Corporate Level (Quality -1) , 
Managers ( 2) Management Process Engineering 
India ( Aerospace, Transportation, Chemicals ) 
Dubai ( prefer Director level Textile/similar 
(India/ Abroad) exp.).COO (consumer electronics), South America 
( knowing Spanish) 
Nursing School Principal, Busi. Dev. ( incl. PSU) 
GM(Mktg) , Product Development , Medical 
Services Managers, Project Manager 


Healthcare MHC 
( Engineering) 


MPO AII Management Levels 


We also maintain Data Bank for all management positions incl. Secretaries. 

Educational qualifications from IIMs, XLRI, TISS, other reputed Institutes and experience 
with Multinationals ts desirable. 

Interested candidates may please e-mail and post hard copy as well structured bio-data in 
strict confidence with address and contact phone no.s mentioning Code No. on envelop 
e-mail to the following address within 15 days to: 








Banks/Investment 
Banking 
(HongKong) 








Oil & Gas 
( India/Abroad) 


















Business 
Development 









C.5.Puri 


Puri Consultants & Associates 
Post Bag No. 8, P.O. Hauz Khas 
New Delhi — 110016 ; Phone : 91 11 26864377 


E-mail: searchnet @ mantraonline.com 


. Executive Search Consultants Worldwide 








TOTAL READERSHIP 


Magazine IRS'O3RI NRS'03 


Business Today 7.07 9.49 
Businessworld 3.04 3.25 
Business India 5.73 8.74 


(Figures in Lac 


Knocked down like nine pins. They wantec 


to play the game. We played. We won- 


again. Now, both the score-keepers, IRS 


and NRS, agree. Go ahead, pick up the ball 


one more time. We are always game. 
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School 
Coupons 


oo FUNDING OF 
education is always controver- 
sial. Almost nobody argues that it 
should not be done at all; since the 
time of the Greeks, public edu- 
cation for everybody’s long-term 
benefit has been considered a wor- 
thy project. Tempers flare when it 
comes to the ‘how’ part of it. One 
troubling issue is how to ‘target’ 
the public funds in a manner that 
would yield optimal results. 

Just spending money on educa- 
tion is not good enough. In fact, 
state-run schools in many parts of 
the world are so derelict that the 
policy has become a zone of high 
cynicism. “Why don’t we simplify 
everything and open guns and drugs 
exchanges instead?’ a TV comedian in 
America once asked. 

For long, some people argued 
that the government cannot be expected to run anything, especially for 
the poor, with the efficiency of the private sector. Since state-run 
schools are not directly accountable to the people (least of all, to the 
poor), they have little incentive to perform. So the only thing to do is 
make sure nobody you care about has to go to one of these schools. 

But then, somebody wondered why public schooling cannot make use of 
the key factor that makes private schooling so much better—competi- 
tion. And thus emerged the idea of school coupons. 

The logic? To educate the poor, empower parents. Give them the ca- 
pacity to behave like better-off parents: like people who have the means 
for education, and more importantly, the power of choice in schools. Use 
the public education budget to hand out fee-coupons (for schools to col- 
lect and the government to encash), and let parents pick schools for 
their kids. The schools, meanwhile, would be supplied by the market. 
Enterprising educators would go about identifying zones of opportu- 
nity, setting up schools, and then competing—on quality—with other 
schools for the coupons. This would maximise customer satisfaction, 
while directing the budget towards the actual need. 

It's a radical idea, no doubt. It asks the government to stop running 
schools, and to empower poor parents with the means to get their children 
educated. But then, the government would have to cede education itself to 
private entities, and that's another entire point of controversy. It took decades 
for parents to appreciate the ‘scientific temper’ rationale of Ts. E 
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As soon as 
everyone is on the 
bandwagon 


with one idea, A 
a leader should 


be working 
on the next one. 


Roger Enrico, Pepsico 
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No matter where your company is headed, - 


choose Seagate, the leader in hard drive 


I 


technology, as your partner. 
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Whether it's the 2.5" small form factor” 


enterprise hard drives that can increase 
levels of enterprise storage performance and - 


D 


reliability while using less data center space. 


Or serial ATA interface based hard drives that - 


make digital personal video recorders, 


4 
4 


jukeboxes and game consoles. We'll help you f 


select exactly the right drive for your needs - 
whatever that may be 


Seagate National Call Centre 
ow 1600 33 11 04 
www seagate com/india 

response .india@seagate.com 
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How do you take an American cultural icon and Indianise it? That's the 


| 


And here's how it managed the transition of Peter Parker to Pavitr Prabhakar 


TS THE LAST FRONTIER, AND p y 9 
true to form, the comic / . f LI 
book character with the ™ ' s > - 


A °@, h : 
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second most complex psy- 
che after Batman, power- 
. ful-yet-vulnerable, wrac- 
ked-by-self-doubt, Spidey aka 
Spider-Man is exploring it first. 
It's a long way from New York, 
where the original comics are 
based to Mumbai, where the 
Indian one will be, especially 
given the route Gotham 
Entertainment Group, the US- 
based company that is the licensee 
for a range of comics—think DC, 
Marvel, Dark Horse, MAD, 
Warner Brothers—in South Asia, 
has chosen to take. That route 
isn't translation, although the 
company has done that in the 
past, with several characters. This 
comes with a risk all its own—the 
cultural context is all wrong and 
the dialogues sound downright 
ludicrous in some cases—altho- 
ugh Gotham's success in India 
(it sells around 500,000 comics a 
month, boasts an estimated read- 
ership, monthly aggregate if you 
must know, of five million, and 
publishes in more than 10 Indian 





` 


G. PAWAR 


DEEPAK 





E dl 





































^N 
- 


N 





INDIAN WEB 


challenge Gotham India faced with Spider-Man. 


BY VENKATESHA BABU 


languages, including Hindi, Tamil, 
Gujarati, Bengali, Telugu, Punjabi, 
and Malayalam) indicates that the 
company has its measure. 

What Gotham has chosen to 
do, and this must surely be a first, is 
convince Marvel Comics, the com- 
pany that owns Spider-Man (that's 
the right way to spell the super- 
hero's name) to agree to a culturally 
relevant adaptation. Put simply, 
that means Spider-Man will be rec- 
reated in an Indian context layer 
by layer. So, Pavitr Prabhakar gets 
his powers after he meets with and 
is blessed by a Hindu holy man, 
unlike Peter Parker, who got his 
after being bitten by a radioactive 
spider. He will wear the more-Ind- 
ian-than-Indian attire of a dhoti and 
jhootis and swing his way around 
the Taj Mahal, Gateway of India, 
and Qutab Minar. Parker, for the 
uninitiated, swung his way around 
the high-rises of New York. And 
the Green Goblin and Mary Jane of 
the original have become an evil 
Rakshasa (read: demon) and Maya. 

This, then, is new territory for 
Gotham too, a company founded 
by two comics-obsessed men Sharad 
Devarajan, a 28-year old US citizen 


of Indian origin who is President 
and CEO and Suresh Seetharaman, a 
45-year old Indian who is the Chief 
Operating Officer. The duo, and 
the company they founded, are in 
the super-hero business, and are of 
the firm belief that comics of the 
kind they publish have a future 

in a world increasingly domi- 
nated by 24-hour television, 
PS2, X-box, Gamecube, the 
net, and other varied at- 
tractions. Super-heroes 
fight the good fight, 
points out Devarajan, 
and in a complex and 
uncertain world, they 
provide a safe place of 
sorts. Good always tri- 
umphs, he adds. 
There's no denying the 
logic of Deverajan's ar- 
gument, not when 
Gotham sells around 
500,000 comics every 
month. Nor is there a 
flaw in the company's 
business model. *Five 
years ago, we realised 
that the comics segment 
in the country was 
under-served," says 




















Seetharaman. "There was a huge 
opportunity waiting to be tapped — 
poor quality drawings, over-em- 
phasis on historical and mytholog- 
ical characters, unsophisticated plots 
and high price deterred growth." 
Jeevan Kang, the chief artist of 
Gotham, is the man who will de- 
sign the Indian Spider-Man 
comics. *Until now, we have 
only been translating comics," 
says Devarajan. "This is the 
first attempt to trans-create a 
character." Marvel will still 
have to sign off on the 
comic, he adds, but the 
look will definitely be 
Indian. 

The world over, most 
comics aren't doing too 
well, although the tradi- 
tional niche readership 
of adult comics (adult 
as in serious, not 
pornographic) and 
graphic novels is 
swelling. India, then, 
represents the great 
white hope for 
comics companies 
and Gotham has been quick 
spot the opportunity. The 


69 INTIL NOW, WE HAVE ONLY BEEN TRANSLATING COMICS. THIS IS THE 


UJ FIRST ATTEMPT TO TRANS CREATE A CHARACTER" 
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PHOTOGRAPHS BY VIVAN MEHRA 


metros may still have enough chil- 
dren who are comfortable reading 
the original Spider-Man in the orig- 
inal context, but if it is a mass mar- 
ket play that is on Gotham's mind 
then the Pavitr Prabhakar approach 
Is bang-on. “There is also a large 
ethnic audience in the US that will 
identify with him (Pavitr)," says 
Devarajan, who hopes to take the 
series—the first issue is out in 
August—global. And keeping in 
mind the phenomenal success of 





the two Spider-Man mo- 
tion pictures (the first had 
box office takings of $821 
million, and the second 
earned more than $40 
million on the day of its 
release), Bollywood is def- 
initely on his mind. 
Gotham, explains 
Seetharaman, wants to 
create a comics culture in 
India. *The market needs to be seg- 
mented and categorised," he ex- 


WATCHMEN REDUX 








plains. “If the drawings 
are good, the plot so-. 
phisticated and the price 
smart, there is every pos- 
sibility of attracting 
adults." The company's 
long-term goal is to have 
its own portfolio of char- 
acters. "You will see ac- 
tion in December," 
promises Devarajan. But 
first comes August, and the Spider- 
Man experiment. Will it swing? 


The inside story of how India's Parliament managed the transition from a 


low-tech high-security / fortress to a hi-tech, high-security one. 


Attempt 1: A white Ambassador 
with a MP (Member of Parliament) 
sticker displayed prominently tries to 
steal into the premises housing 
Parliament House. It is stopped at 
the entry gate and the driver duly 
produces a RFID (radio frequency 
identification) enabled card for the 
vehicle; however the photograph of 
the two drivers that comes up on the 
screen (and submitted by the mem- 
ber in question) doesn’t match his. 





A veritable fortress: (From left to right) Bristling with cameras such as the one above, perimeter fences reinforced with tyre 
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The car, despite the fact that it is 
ferrying a member protesting vehe- 
mently against the indignity of it all, 
is turned away. “You can proceed 
on foot, sir,” says the guard. 


Attempt 2: Parliament House is in a 
flurry. A bomb threat has been re- 
ceived and an evacuation is being 
carried out. The problem: a senior 
minister, one not exactly known 
for his nimbleness is missing. 





Fortunately, his last read location, 
courtesy his RFID-enabled card, is 
available in tbe central database. 
He is found asleep in one corner of 
the canteen. 


LL SEATS OF POWER ARE 
A fortresses of sorts. India’s 
Parliament House too is, alt- 
hough on December 13, 2001, five 
terrorists managed to breach the 


complex’s defenses with a mixture 





of Trojan-horse-style deceit and 
plain old-fashioned luck. Soon after, 
the government constituted a 10- 
member Joint Parliamentary 
Committee to review issues related 
to the security of Parliament House. 
Like other committees of its ilk, 
this one visited the US, UK, France, 
and Germany (all study trips). And 
unlike other ones, its recommen- 
dations came quickly and have been 
implemented as speedily. Members 
of this, the 14th Lok Sabha, have 
been issued the RFID-enabled cards 
referred to in the opening anec- 
dote (the first of two made-up 
ones). Developed by public sector 
firm ECIL, which did not speak to 
Business Today for this article, the 
card is a must for anyone, or any- 
thing (cars, say) wanting to enter the 
complex or the building. Everytime 
a member passes a checkpoint, and 
there are several, all information 
regarding him, including his picture 
pops up on à screen; a mismatch 
automatically bars the gates and sets 
off an alarm. RFID addresses the 
small but important matter of es- 
teemed members of Parliament hold- 
ing out their cards to a lowly po- 
liceman (one reason why proof of 
identity has never gone down well 
with MPs); today, they just need to 
carry the card, or wear it around 
















their neck; the readers do the 
rest. With cards for the Mrs 
(those for members of the Rajya 
Sabha are just being issued), 
for some 8,000 work- 
ers, and for journalists 
covering Parliament pro- 
ceedings, it has also now 
become possible to make 
entry to various parts of the 
complex completely need-based. 
RFID isn't the only hi-tech 
thingamajig on display at Parliament 
House. The complex now boasts a 
perimeter protection system instal- 
led by Ibex Gallagher, a Bangalore- 
security company, which essen- 
tially comprises electrified fencing of 
the variety that, apart from giving int- 
ruders an unpleasant shock, sets of 
an alarm, and even informs the cen- 
tral computer about which one of its 
30 zones has been ‘compromised’. 
Then, there are sophisticated road 
blockers, tyre killers, and barriers 
imported from the US and Germany 
and integrated by ECIL into a multi- 
layered access system (the public 
sector company served as a system 
integrator of sorts for the entire 
project, which cost Rs 108 crore). 
The details: only four of the 
nine gates to the complex are used 
for entry. Each gate has two con- 
trols: one at the gate itself, and the 


other 
in the cen- 
tral control ro- 
om. The first check 
is a barrier that is linked to 
the RFID reader. If this is breached, 
the second check, a set of 24-inch 
spikes (tyre killers) is automatically 
raised. And the third check is a 
road-blocker that is designed to up- 
turn vehicles. Will these help the 
cause of security? Yes, but only if, as 
in the first anecdote, members with- 
Out RFID cards are turned away. For 
the record, they still aren’t. “It is af- 
ter all their house and nothing that 
can trouble them will ever work.” 
explains Ajay Chadha, Joint 
Secretary, Watch and Ward Service 

of Parliament. So there. ibt] 

SUPRIYA SHRINATE 





killers and road blocks to halt would-be intruders, and RFIDs at each checkpoint, India's MPs are safer than ever before 


AUGUST 1 2004 BUSINESS TODAY 127 


bt bookend 





KamaSutra: The campaig! 


Imaginatively 
Overstretched 








An anthropologist deconstructs Indian advertising, a consultant urges 
childhood wisdom and a taxman combats money laundering. 


OBEL PRIZES FOR ADVERTISING, 
N: ever awarded, should go 
to ad practitioners. Spec- 
ifically, to those who master the 
art of surviving the ‘good-grief brief 
from the client—terabytes of big 
words printed on tonnes of paper 
featuring everything the founder 
ever said, right down to the rules of 
body exposure—well enough to 
express their non-awe. And that 
too, with originality and relevance. 
One trick is to finger-jab the 
text randomly for stuff to use as 
creative inspiration, and fly with 
that. Done on this good-grief book, 
Shoveling Smoke: Advertising and 
Globalization in Contemporary 
India, you are at peril of choking 
on ‘Derrida’, ‘auto-orientalism’, 
‘historical materialism’, ‘abstrac- 
tion of capitalism’ , ‘Achilles’ heel’ 
and the like. It’s a taxing read, to 
make an understatement. The au- 
thor, William Mazzarella, is an 
aaarrgh... anthropologist at the 
University of Chicago. 
But there's also ‘sex’. Overstretc- 
hed, yes. Cheesy, no. So dig in. Mo- 
reover, there's another incentive. 
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This book hints at spilling beans 
on the antics of Indian *post-colonial 
cultural producers’ of ‘commodity 
images’. And if that includes you, 
the adperson, don’t be put off by 
the parts that sound Greek or 
Aramaic or whatever. Read. 

The title’s explanation is amus- 
ing. It’s taken from a 1949 JWT 
memo to India trying to focus a 


SHOVELING 
SMOKE 

By William 
Mazzarella 
Oxford University 
Press 

PP: 365 

Price: Rs 595 





young moderniser’s mind on the 
“task at hand"—selling stuff instead 
of shoveling smoke—as a way to 
achieve *modernity', as conceived. 
And on this, Mazzarella portrays 
himself well as an unbiased global 
observer. He rejects marketing as a 
project to turn everybody into glob- 
alised clones, and so too the ‘virgin 


birth’ of modernity in Europe—"a 
long and ongoing attempt to deny 
an actuality of miscegenation". 
The book features much intel- 
lectual auto-eroticism too, but does 
a good job of presenting Indian ad- 
vertising as a “compelling point of 
mediation" between the local and 
the global, concrete and abstract, 
particular and universal. These ten- 
sions have grown acute after the 
post-1991 influx of global market 
forces, and the ad industry has 
played a good role in keeping it 
all cool. The usual stories of MTV, 
McDonald's and Coca-Cola hav- 
ing to ‘Indianise’ themselves are all 
there, but the most illustrative case 
is that of the 1991-launched 
KamaSutra that repositioned the 
condom as a sexual stimulant for 
mutual pleasure (“Nooo! It wiiil be 
sex!" Alyque Padamsee insisted), 
instead of a state imposition for 
population control. In Mazzarella's 
story, this was a "distilled response" 
to the frustrations of central plan- 
ning per se. This imaginative piece of 
so-called *auto-orientalism" worked 
by fusing ancient local tradition 
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PHOTOGRAPHS BY A. PRABHAKAR RAO 


BACK OF THE BOOK 


OLYMPIC FACTORY 


World-class multi-sport training facilities spread over 400 acres 
in India? IMG Academies may, in fact, be open for admissions in 
September 2006 in Hyderabad— provided the new state government 
doesn't throw a spanner in the works. BY E. KUMAR SHARMA. 





IMG's India point man Ahobala "Billy" Rao: Some of the future world champions could well be from India 


HAT DO MARIA 
Sharapova, Anna 
Kournikova, Andre 
Agasse, Monica Seles, 
Jim Courier and Pete Sampras have 
in common, apart from the game 
of tennis? All of them graduated 
from the Nick Bolletieri Academy 
at IMG Academies in Bradenton, 
Florida. Kournikova, for instance, 
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was just 10 when she enrolled at 
the IMG-owned Bollettieri Tennis 
Academy. And it is not just ten- 
nis. The International Management 
Group, (or IMG) Academies have, 
since 1978, trained and "finished" 
some of the best-known sports 
champions of the world at its 200- 
acre sports academy. 

Now, it wants to recreate a 


similar sports nursery in—no, not 
the Middle East or the Far East 
that it initially checked out, but— 
Hyderabad. Last month, IMG unv- 
eiled its master plan to build its 
first such venture outside the US 
to churn out Wimbledon champs 
and Olympic medallists from 
Hyderabad's Gachibowli enclave. 
The venture, billed IMG Academies 


OLYMPIC FACTORY — PANCREAS PLUS 


Bharata, will be spread over 400 
acres near the Indian School of 
Business at Gachibowli, in the first 
phase will cost at least Rs 500 crore 
to build, and will boast of world- 
class sports-training facilities (See 
Plenty of Play). The project also 
has a second phase, spread over 
450 acres near the proposed inter- 
national airport at Shamshabad and 
will cost an additional Rs 200 crore 
at least. Unlike the first phase that 
will provide specialised sports train- 
ing, the second phase would be 
aimed at providing sports, enter- 
tainment and leisure to the masses. 
When fully built—that'll be some- 
time in September 2006 for phase I 
and mid-2007 for phase II—the 
complex will even have retail and 
commercial space, two airport ho- 
tels and an additional golf course, 
besides the state-owned stadium 
complex. Says Ahobala “Billy” Rao, 
an IIT and Columbia University 
alumnus, and IMG's point man for 
the India project: “It will be a first- 
of-its-kind sports facility in India." 

But why did IMG pick Hyderabad 
when it had the whole wide world 
to choose from? “It is one Indian city 
that has risen quite rapidly from be- 
ing a quiet city to a leading tech- 
nology one with its rT and pharma 
companies," says Andrew Krieger, a 
48-year-old US businessman and 
the man behind the project. It also 
helped that Krieger is an Indophile. 
À long-time student of Sanskrit (he 
reads the Upanisbads in original) 
and South Asian culture, Florida- 
based Krieger has been to India 25 
times, each time primarily to visit his 
spiritual guru, Mataji Indira Devi, in 
Pune. “We hope to see it as a 
destination that can produce many 
Sania Mirzas and world champi- 
ons," says Krieger. 

How do the IMG Academies 
work? It will enroll students 
between 10 and 18 years of age 


TREADMILL. PEOPLE 


PLENTY OF PLAY 


From tennis to sports medicine, the 
academies will have all. 


€ IMGB Nick Bolletieri Tennis 
Academy 


€ IMGB David Leadbetter Golf 
Academy 


€ IMGB Basketball Academy 
€ IMGB Soccer Academy 
€ IMGB Cricket Academy 


6 IMGB Aquatics and IMGB 
International Performance 
Institute, which features physical 
training, mental conditioning and 
nutritional programming, and a 
sports medicine centre offering 
physical therapy and injury 
rehabilitation service 











(300 of them to start with and 
1,200 eventually) and prepare grad- 
uates (typically on scholarships) for 
college through sports and educa- 
tion. That apart, IMGB will develop 
and train a large network of coaches 
and trainers to work with children 
and young adults within India. The 





Uncertain future: IMGB's office at 
Jubilee Hills, Hyderabad 


goal: turn athletes into potential 
champions. Says Rao: “The first 
semester will commence sometime 
in September 2006.” 

The change of administration 
in Hyderabad, however, may throw 
a spanner in the works. The 
Chandrababu Naidu government 
had agreed to offer land to IMGB 
at a concessional price of Rs 50,000 
per acre. But the new government 
has decided to review all projects 
that were approved starting last 
year and where land allotted is in 
excess of five acre. A cabinet sub- 
committee is currently examining 
the deal. Will IMG agree to pay 
more for the land if need be? 
Krieger isn't willing to comment 
save to say that, “many countries of- 
fered us land for free knowing that 
a project such as this would invest 
hundreds of millions of dollars and 
obviously we need some incentives." 

For the sake of hundreds of as- 
piring champs, let's hope that India's 
potential Olympic factory doesn't 
shutter even before it has had an 
opportunity to crank up one. E 
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TREADMILL 
TARGETING THE TA 


T LEAST HALF THE PEOPLE WHO WRITE IN TO ME FOR TIPS, ADVICE, AND 
A suggestions are worried about their mid-section. Not surprising, because 

how to get a flat tummy is something that anyone keen on fitness is 
concerned about. Not only does a flat middle make you look good, 
research has time and again shown that people, especially men, with 
bloated middles are more prone to heart-related ailments. But getting a thin 
waist is not just about doing hundreds of crunches or sit-ups. The real foc- 
us of any exercise for getting perfect abs should be aimed at tightening the 
*natural corset" or the horizontal muscle band underneath the top layer 
of abdominal muscles. This is the Transversurs Abdominis. Although 
I’ve said it before, l'll say it again: this is the single-most important mus- 
cle to target if you want to get your six-pack. 

Here's an exercise (you can call it the Rollback) to target your TA. 
It's derived from the Pilates method of body conditioning, developed in 
the 1920s by Joseph Pilates, a reputed physical trainer who founded the 
Pilates Studio. The Pilates (pronounced puh-lat-eez) Method claims to im- 
prove body flexibility and strength without building bulk. 

The exercise l'm going to 
describe here may seem dec- 
eptively like the conventional 
sit-up but is different and, if I 
may add, way tougher (just try 
it!). Sit with your knees bent, 
heels on the floor and torso 
upright, shoulders back, arms 
parallel to the floor (illustra- 
tion A). Inhale (while keeping 
your belly pulled in) and roll 
backwards till your upper back 
almost touches the floor (illus- 
tration B). Hold for a few sec- 
onds at this point, then exhale 
and return to the starting posi- 
tion. In the beginning, you may not be able to go all the way down to the 
floor but with practice, it will be easier. Believe me, it's a tough exercise, but 
try and do five reps of this one every day. Oh, and remember, while doing 
the Rollback, keep your belly tucked in by squeezing your muscles, forcing 
your navel towards your spine. Hold that position throughout the exercise, 
while inhaling and exhaling. Because that's what makes it more effective. 
Tip for the fortnight: Want to bench press more in the gym? During the last 
rep in your last set, identify the point at which you feel the weakest. Now, ad- 
just the rack so that the barbell rests at this weak point. Load more weight on 
the bar than you can press. Then, lie down and hold the bar as if you are go- 
ing to do a rep but just do 10-12 contractions against the bar instead—that is, 
push, relax, push, relax, etc. Doing this once or twice a week will strengthen 
your muscles at the weak point and hence enable you to lift more. 

MUSCLES MANI 





RAJAT BARAN 





Write to musclesmani@intoday.com 
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Excellence UNIVERSITY. 
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(Distance Learning) 








Highlights 
» Duration : 2 years > Training Classes at 100 Study Centers 
> Quality Courseware > Soft Skills Training and IT Training 
> Electives in Marketing, Finance, HRM, ai 
Operations, IT & Systems, International — ^ Web support on 24 x 7 basis 
Business, Banking, Insurance & Investments > Examinations 4 times a year at 
» Case Study Focus 67 Test Centers 


Eligibility » Graduates (any discipline) 


For Details & Prospectus, please contact ICFAI Study Centers at (Ph. Nos): 


: 0353098775], Ahmedabad: (2656-3042/2458), Ajmer: (2622707); Allahabad: (242-0255/1098), Amravati: (2663312). Amritsar: (5005221 053168); Anantapur: (249334), 
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Barrackpore: (25924235); Bareilly: (2420034/37); Belgaum: (2424074); Berhampur: (2225790); Bhopal: (5277253, 2576975); Bhubaneswar: 2513-346/347: Calicut: (2722660) 
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Kolkata: € AJC Bose Road: (228-73161/17745/17802) € Lake Town: (2534-1172/4723); Kottayam: (2561131); Kurnool: (249811); Lucknow: (220-4205/4558) Ludhiana: (2772523, 3097022) 
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The most anticipated spat of the year is here. 
Business Today Crossfire, presented by 
Royal. Challenge. Where the decencies of 
debate do not. proscribe the use of verbo! 
missiles, logical WMDs,. and analytical pince! 
manoeuvres. Enjoy a ringside view of some o! 
the finest minds in Indian marketing and 
advertising locking horns over contentious 
issues and watch more than just words fly. And 
do notforget to bring your flak jacket along. 


Date City 

July 2, 2004 Bangalore 
July 9, 2004 Mumbai 
July 23, 2004 Chennoi 
July 30, 2004 Kolkata 
Aug. 6, 2004 Hyderabad 
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Back In Currency 


ORE THAN A YEAR AFTER HE WAS UNCEREMONIOUSLY 
Mioa from his hi-profile job at Britannia 
Industries, Sunil Alagh is slowly moving back into 
the spotlight. The 57-year-old Alagh, who set up his 
own consulting firm, SKA Advisors, after 29 years at 
Britannia, the last 14 as its CEO and MD, is said to be 
consulting for his old friend Kiran Mazumdar-Shaw’s 
company, Biocon. Alagh, whose outfit offers consul- 
tancy services in marketing and brand building, has also 
joined the board of Gati, a logistics and express cargo 
firm. How's life as a consultant after years of market- 
ing FMCG? Alagh couldn't be reached for comment, but 
one would imagine that he's missing all the print 
space he'd hog as Britannia's CEO. (However, he seems 
to be making a comeback of sorts there too; he was 
sighted on a page three recently). Another thing that 
Alagh would probably be missing is the company ex- 
pense account. But, then, we'd rather not talk about it. 


Still The Bete Noire 





NFOSYS MUST LOVE TO HATE ITS ONE-TIME PROTÉGÉ, 

Phaneesh Murthy. Not only did the 41-year-old give 
the venerated software company its first taste of a sex- 
ual harassment suit, but now as the CEO of iGate, 
Murthy just can't seem to keep his hands off Infosys 
employees. In a span of nine months, he poached 
five senior Infosys executives, including one in charge 
of the Canada operations. Now he's lured over Srinjay 
Sengupta, Infy's head of European operations. This 
should hurt Infy a bit. Sengupta used to head a 1,500- 
member team that fetched nearly 18 per cent of 
Infosys' revenues. Poaching Infy employees is one 
thing, creating another Infy, quite another. 
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Ready For War 


Ls LAST MONTH, WHEN THE CHAIRMAN AND 
Managing Director of IDBI, M. Damodaran, hosted 
a dinner for industrialists and bankers after the board 
meeting, he was sending a clear signal to all that IDBI is 
back in business. And lest there be any doubt about it, 
he even gave the audience a memorable quote: “We'll 
give SBI a run for its money," is what he told his guests. 
(In case you didn't know, starting July 1 IDBI turns a 
bank.) *What I meant was we can take on the largest 
bank (SBi) in terms of cost competitiveness and range of 
services," says Damodaran. Beating SBI is a long, long 
shot. But expect Damodaran to give it all he's got. 


is 


E 
v. 


O NLOOKERS MAY BE TIRED OF INDIA'S “MILKY WARS". BUT NOT 
Verghese Kurien, Chairman of GCMMF (read: Amul) or his 
one-time protégée Amrita Patel, Chairperson of NDDB. Almost two 
years after their battle first erupted, Kurien and Patel have routinely 
found one thing or another to squabble over. This one: taking 
NDDB's lone nominee director off GCMMF's board. Patel, however, 
claims that GCMMF hasn't fully settled its dues so the director stays 
put. Kurien disputes the claim, and says that "since NDDB has en- 
tered marketing, we don't want our plans to be exposed to it". 
Funny that GCMMF and NDDB should call themselves cooperatives. 
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- CEO-Guru? 


VERYBODY KNOWS THAT ANNUAL GENERAL MEETINGS 

(AGMs) of companies are great occasions for small 
shareholders to get up close and personal with the top 
brass. But turning an AGM into a workshop in the fine 
art of managing? That's what M.S. *Vindi" Banga, 
Chairman of the FMCG behemoth Hindustan Lever Ltd 
(HLL), did at the recent AGM, when he delivered a 
masterly treatise on *reinventing distribution", re- 
plete with buzzwords such as "competitive advan- 
tage", "distribution paradigm", and “3-way con- 
verge". But the 2004 AGM was hardly the first time 
Banga, HLL's first MBA chairman, yielded 
to his management urges. Two 
years ago, his theme at the AGM 
was outsourcing—on how a $5-bil- 


lion outsourcing opportunity P D 
awaited India and HLL. Obviously, ay ay 
he spoke too soon, because the | 
next year he delivered a | UESS WHO'S HAPPIEST ABOUT CENTURION BANK'S 
more introspective | aes No, not the private sector bank’s 
speech on how to managing director, but Chairman Rana Talwar. 


drive growth by Why? Because, Talwar. formerly global CEO of 
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focussing on HLL’s | Standard Chartered, is also a big investor in the 
so-called power | bank. Last year, his global fund Sabre Capital, along 
brands. Going by with a few other investors, picked up a 48 per cent 


HLL's perform- | stake in the ailing Centurion Bank. And since then. 
ance, though, Talwar had been spending more time in Mumbai than 
what shareholders | London, helping with a turnaround. The hard work 
may be looking seems to have paid off. In the quarter ended June 30, 
for is not so | Centurion reported a Rs 3.15 crore net profit—its first 

much a Marke- | in eight quarters. “We are at the end of the beginning. 
ting 101 as some Now it is the beginning of the main chapter." Once 
real growth. a banker, always a banker? Œ 


CONTRIBUTED BY VENKATESHA BABI , 
SHAILESH DOBHAL AND ROSHNI JAYAKAR 
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UMESH GOSWAMI 


| Take Responsibility 


R.V. SHASTRI, Chairman & Managing Director, Canara Bank 


LEADER IS ONLY AS GOOD AS HIS TEAM. A 
good leader recognises the worth of 
all his team members and makes them 
realise that their contributions are invalu- 
able to the organisation’s growth and success. 
Appreciation gives team members greater con- 
fidence in their abilities, thereby making them 
more willing to be creative and take chances. 
Besides rewarding their teams for the 
work they do, leaders should also inspire 
them to reach their full potential. It is beyond 
doubt that actions speak louder than words 
and to be able to motivate their teams to 
grow and improve, leaders should constantly 
strive to better themselves. They should set 
examples for their subordinates, earning res- 
pect by practicing what they preach. 
Leadership involves two steps: helping 
subordinates take advantage of their talents, 
and then fine-tuning their performance 


should the need arise to do so. But there are 
always times when a leader’s intentions don’t 
translate into reality. When this happens, a 
leader must not blame his team members 
and on the other hand take the entire credit 
when the team is successful. 

Good leaders always take responsibility 
for both the success and failure of their 
teams. While subordinates might want to 
pass on the blame to others in case of mis- 
takes, leaders have to ultimately claim all 
responsibility for them. A successful leader 
is also one who knows that while he may 
head the team and be responsible for its 
performance, far more is achieved through 
teamwork than through solo efforts. 

Leaders also possess a lot of power, but a 
good leader is one who realises the fact that 
power should be exercised judiciously to 
turn their dreams into a reality. @ 
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superhero 


IBM recommends Microsoft 
Windows XP Professional 
for Business. 


IBM ThinkCentre A50 deskt 
(Part No. 819631A) 

Distinctive IBM innovations: 

e Rapid Restore Ultra’ 


e IBM Embedded Security Subsystem 
secret weapon 


|| 


| 
| 


e Access IBM 


e System Migration Assistant 


System features: 
e Intel? Pentium® 4 Processor with HT 
Technology 2.8 GHz (800 MHz FSB) 

» Microsoft? Windows” XP Professione 
¢ 256 MB DDR (333 MHz) 

2 e Intel” 865G Chipset 

-— + 40 GB HDD 7200 RPM 

e 48X CD ROM Drive 
e 381 cm (15 in) colour monitor 


e IBM Embedded Security Subsystem 


e Three-vear limited warranty 


Faster than a speeding bullet, more powerful than a scheming 
hacker. It's the most secure PC available. Only from IBM. Special Price: RS. 45,490/-* 


i - à; ! 
Who needs a mask and cape when you can get a pow erful, new IBM PC with the Embedded Security Buy now: 


Subsystem:. It gives an extra layer of protection to passwords and confidential data. That means extra Special price for limited period on 
peace of mind. IBM PCs are powered by the Intel? Pentium? 4 Processor with HT Technology, which 
helps keep your data secure by letting you run virus scans without disrupting productivity. Sleek, powerful, 


hacker-resistant IBM technology Hev, even superheroes need a sidekick think protection 


Call 1600 446767 or go to ibm.com/shop/in 


to buy direct, locate an IBM reseller or for more information 
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uf Samsung phones have been styled 
wr by world famous designers. 
ORLD  * Fully loaded yet feather-weight 

* Packed with features... 2000 phonebook 


memory, Java, GPRS, WAP... 
STYLING * Easy to use phone menus 


INDIA'S FIRST 
MULTI-LINGUAL 
PHONES 
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SMS in these lanauaae: 


e Hindi, Tamil. Marat! 
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UNMATCHED 
TFT TECHNOLOGY 
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Samsung is colour 

e See images come alive with brilliant 
true to life colours 

è No other range of phones gives the 
richness of 65,000 to 2,62,000 colours! 
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From The Editor 


HAT MAKES THE LODHA VS. THE BIRLAS 
imbroglio intriguing is not the fact that 
Priyamvada Birla, the head of the MP Birla 
group, seems to have bequeathed her estate to long-time 
group loyalist and confidant R.S. Lodha. After all, Lodha 
has been closely associated with the group for years and 
is even co-Chairman of one of its companies. Rather, 
what makes this affair curious is how it has overnight 
brought the otherwise disparate branches of India’s 
best known business family together. Since the mid- 
1980s, when the Birla group was split up, the family’s 
factions have operated independently. But the moment 
it seemed that a non-Birla was about to inherit the est- 
ate of one of the branches, all the Birlas rallied together. 
Bequeathing an estate valued at Rs 5,000-crore to an 
‘outsider’ is well nigh unprecedented in India’s corporate 
world. And, if that estate happens to be part of the Birla 
group, it becomes a screaming headline. While Lodha 
has, perhaps smartly so, decided to remain silent, the 
Birlas have not been too discreet with their indignation. 
They’ve appointed a PR agency to feed information to the 
media and even made press state- 
ments about their views on the 
controversial will of the late Ms. 
Birla. The family feels that will 
may not be authentic and that it 
goes against the grain of what the 
late M.P. Birla wanted. According 
to the family, the late Birla always 
wanted that proceeds from his 
estate eventually should go to char- 
ity. That is why the Birla family says it is challenging 
Lodha’s claim to the estate. The matter is in court and 
could take years to be resolved. But, as BT’s Arnab Mitra 
writes in our cover story, there are several twists in the 
tale. Could there be an out-of-court settlement? Are there 
hidden motives that have triggered at least some of the 
members of the Birla family to challenge the will? And 
how exactly did Lodha get so powerful and close to Ms. 
Birla? For answers to these questions, see Page 32. 
There’s a whole lot of couture happening right un- 
der our nose but most fashion companies seem to be ig- 
noring it. Priya Srinivasan of BT found that triggered by 
movies and television, high fashion is going mass mar- 
ket. Everyone, from your friendly neighbourhood jan- 
itor in boot-cut, distressed jeans to the maid in lime 
green Capri pants, is tuning in and turning on to high 
fashion. Read her story (Fashion for All on Page 64) to 
see how big an opportunity this is for marketers. 
From Bangalore, Venkatesha Babu brings you a 
report on how ex-Infoscian turned entrepreneur 
Phaneesh Murthy is trying to make his new com- 
pany, iGate, into a software powerhouse. 
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of slowing down. Should we be worried? 
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Breach Of Trust 

Global Trust Bank's investors can take hope 
from the bank's merger with OBC, but this 
saga is far from over. 
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A téte-à-téte with Y.H. Malegam on his 
report to SEBI on disclosure requirements 
in offer documents. 
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The answer may not be straightforward, despite 
heady Q1 numbers from 318 companies. 
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BT on his plans for India. 
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64 Fashion For All 


Inspired by the movies and television, 
high fashion goes mass market. And a 
marketing opportunity goes abegging 
as companies ignore the commercial 
fallout of this sociological 
phenomenon. 
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this year. But it's not just the farmers 
who'll suffer. 
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This time last year, partly driven 
by l'II-show-them feelings, 
Phaneesh Murthy engineered the 
merger of his company, Quintant, 
with iGate, and emerged CEO of 
the new iGate. A year later, here's 
a progress report. 
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bt letters 


Bang On Target 

Apropos your cover story A Mixed 
Bag (BT, August 1, 2004), Budget 
2004 has managed to correctly read 
the Indian economy's pulse. It is 
true that India cannot 
shine given the dismal 
state its agricultural sector. 
The Finance Minister's 
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move to introduce pilot projects in 
cooperative farming with the gov- 
ernment’s help, will go a long way in 
helping the rural sector shake off its 
low-growth jinx. However, this 
needs to be backed by a proper 
mechanism to check the leakage of 
funds allocated to the rural sector. 
The rural thrust in this Budget is a 
big step forward towards getting 
India up on its feet in the true sense. 


SANTOSH SINGH YADAV, through e-mail 


Apropos your cover story, the Fin- 
ance Minister has given agricultural 
development the importance it des- 
erves through his Budget initiatives. 
Poor delivery mechanisms, failed 
monsoons and loan sharking by ru- 





A Step In The Right Direction 
From your editorial The 15 Paisa 
Trickle (BT, August 1, 2004), one 
can gather that despite the efforts of 
the government, it is too much to ex- 
pect that the benefits will percolate 
down to those for whom it is inten- 
ded given the porous delivery mech- 
anism we have in the country. How- 
ever, encouraging corporate partic- 
ipation in the agricultural sector by 
making it mandatory for big business 
houses to adopt villages and work to- 
wards their development could go so- 
me way in helping solve the problem. 


SIDDHARTHA RAJ GUHA, through e-mail 


Apropos The 15 Paisa Trickle (BT, 
August 1, 2004), the UPA govern- 
ment should take strict steps to en- 
sure that all major currency tran- 
sactions are routed through banks, 
making it impossible for unscru- 
pulous people to indulge in corrupt 
practices during such transactions. 


MADHU AGRAWAL, through e-mail 


A Change For The Better 


Small Towns, Big Business (BT, July 
18, 2004) does well to reinforce the 
fact that real development in the 
country can come about only if its B- 
class cities progress. It is heartening 
to see the change in the lifestyle of 
people residing in small-town India 
and the consequent positive change 
in consumer demand. 

R. KAUSHIK, through e-mail 


Corrigendum 

In the Trends item We Are Not 
Looking Forward to July 8 (BT, July 
18, 2004), Surat Special Economic 
Zone was incorrectly mentioned as 
having “imported more than it ex- 
ported in 2003-2004". The actual 
figures submitted to tbe Development 
Commissioner of Kandla, bowever, 
state the contrary, witb exports bav- 
ing surpassed imports in the said fin- 


ancial year. The error is regretted. 
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For White-Collar Honesty 


TEAL A LITTLE AND THEY THROW YOU IN PRISON, 
steal a lot and they make you king,” drawled 
America’s bard. This was long before a PR con- 
spiracy tried to thrust that awful outdated title— 
‘king’—onto that hapless creature otherwise referred 
to as the ‘customer’. Just as well that the enlightened 
customer has preferred being a sort of equal-citizen, no 
more, no less: insistent on the right to information. 
If there have been people who have tried to exalt 
* themselves above the law, thwart the flow of infor- 
mation, and cushion themselves beyond all bounds of 
moral justification, a shocking number of them are to 
be found in positions of high authority at the top of 
business hierarchies. The worst of them have played 
havoc with the well-being 
' of customers, employees, 
shareholders and assorted 
business associates, often 
leaving a painful trail of 
bankruptcies in their wake. 
But they still seem to be- 
lieve that if it's crime you 
must commit, make sure 
it's white-collar. 

The sad part: this is 
something you can say 
again. If it's crime you must 
commit, make sure it's 
white-collar. The sadder 
part, still, is that in a coun- 
try as legally self-muddled 
as India, this is something 
you need not just say again, 
you can actually thrive on 
it, laughing all the way to the... whatever. There is safety 
in the knowledge that few people have enough finan- 
cial and business knowledge to make a clear distinction 
between guilt and innocence. 

Accountability questions typically arise long after the 
worst excesses are buried under so much paper, that 
just picking the trails could be a nightmare for the best 
of detectives. Global Trust Bank had forfeited the lit- 
eral meanings of the words in its name long ago. 
Ramesh Gelli, the main force behind this private sec- 
tor bank, was faced with various allegations, including 
a 2001 stock-rigging plot involving the infamous mar- 
ket operator Ketan Parekh, that wrecked the bank's 

merger prospects with UTI Bank. Circumstantial or not, 
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the indications back then were of a bank that would go 
bust. So it has. Legally culpable or not, Gelli surely has 
much to account for. 

It is about time white-collar crime in India got the at- 
tention it deserves. It is also about time that the coun- 
try broke the inverse correlation between the severity of 
punishment and the guilty’s financial standing. 

While the US is no paragon of virtue on matters of 
justice, given its unedifying treatment of non-American 
prisoners, it is a country that still tends to demand high 
standards of probity from its own rich and powerful. 
Martha Stewart, the celebrity businesswoman, has re- 
cently got five months in the slammer for transgressions 
that sound laughable in India: saving a few thousand 
dollars by selling shares on 
a tip-off, and then trying 
to mumble her way out in 
defence. Under the glare 
of actual law, she found 
herself guilty of not just 
‘insider trading’ but also 
‘obstruction of justice’. 
Lying under oath is a seri- 
ous felony, regardless of 
collar colour. 

Sure, one could argue 
that Stewart's case was too 
simple not to reach con- 
viction. But even the most 
complicated of white-collar 
crimes can be unraveled 
once investigators put their 
mind to it. For years, 
Enron was regarded as 
some sort of innovative superhero—till it imploded, and 
Andrew Fastow's intricate off-the-books deals found no 
further place to hide. Even less open-and-shut was 
the case of Nick Leeson, the Singapore-based ‘rogue 
trader’ of Barings Bank who destroyed his firm by tak- 
ing what may be regarded as careless rather than 
criminal gambles on the futures market. But Leeson was 
nabbed for a wilful pattern of internal data falsification. 

White-collar crime can be stopped. It’s just a mat- 
ter of people recognising the long-term danger 
posed by slipshod justice to the economy. Preachy 
but true: prosperity cannot be sustained, let alone be 
generated, if the country’s rich and powerful see too 
little risk in flouting the law. @ 


RAJAT BARAN 
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India’s mobile telephony market is clearly slowing down. 
Should we be worried? BY KUSHAN MITRA 


rv 
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Everyone's got one: That seems to be the problem 


HERE ARE A MILLION REASONS 
for India's mobile teleph- 
ony companies to be wor- 
ried—1.04 million, actually—but 
no one is pressing the red button 
just yet. Since June 2003, these 
companies have added at least five 


million new subscribers every three 
months (quarter in D-street's lan- 
guage). Indeed, between October 
and December they added close 
to 6 million ones, almost as much 
as they did in all of 2002-03. 
However, between April and 





June 2004, they added 3.96 mil- 
lion subscribers. 

This, as even a cursory perusal 
of the graphic on the next page 
will show is the lowest growth in 
over a year, both in terms of ab- 
solute numbers and percentages. 









Yet, most experts are strangely 
sanguine. "The first quarter is used 
.. by most operators to churn out 
their most unprofitable cus- 
tomers,” says Kobita Desai, 

Principal Analyst (Telecom), 
Gartner India, a technology re- 


search firm. “In fact, if you look at - 


the numbers, some companies 
have seen a decline i in their sub- 
scriber base as they have tried to 


A Quarter Does Not A Year Make 


| But it still is a strong indicator. 
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would do well to understand the 
concept of net new additions: 
these numbers indicate that 
companies have studiously 
pruned their subscriber base— 
after all, the lower numbers have 
been achieved despite adding 
new customers. 

An executive at one of India's 
largest mobile telcos argues that 
the boom of the past 18 months 
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a Mobil subscriber base Growth over tt ito 


stabilise user revenues.” —. 
Between May 2004 and June 
2004, Idea Cellular saw its sub- 


scriber base in Delhi shrink from 


5,14,271 to 5,00,863; Bharti 
Mobinet in Chennai, from 
4,02,474 to 4,02,064; and 
Escotel in Haryana, from 


1,40,016 to 1,36,850. There are 


more examples and those tend- 
ing to doubt Ms Desai’s word 


“was s engibeeréd by the companies 


themselves: in response to Reliance 
Infocomm's entry into the mar- 
ket, he explains, they launched a 
gamut of promotional schemes 
aimed at the trade which, inad- 
vertently;, motivated dealers to 


“book these temporarily activated 
- phones into their numbers". Some 
of the numbers being pruned, he 


adds, may well belong to cus- 
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tomers who never really existed. 

The general response among 
companies, however, is to pooh- 
pooh suggestions that the market is 
slowing down. “Mobile phones 
are not a luxury but an essential 
service," says Atul Bindal, Director 
(Mobility), Bharti Tele-Ventures, 
“People need to stay in touch and 
growth will continue.” 

The stockmarket isn't quite 
as cheerful as experts and execs 
at telcos: on July 23, Bharti 
Tele-Ventures declared its re- 
sults for the three months 
ended June 30. Its revenues 
have increased 67 per cent 
(over the same period last year) 
to Rs 1727.58 crore, and net 


profits 11 times to Rs ; 239. 04 . S 





crore. Yet, on D-street, 
Bharti stock took a beating. 
fell by 7.5 per cent the d: 
results were announced. 
market, apparently, had b 
expecting better results. . 
The real number to we 
about, according to Gartner 
Desai, is average revenue p per 
user (ARPU), which, despite dec- 
lining steadily over the years, 
is, at Rs 400 à month, around 


income of the ty pical mobile 
customer. “That’s an absurdly 
high number,” she says, adding 
that the corresponding figure 
for developed markets is 
2-3 per cent. 

With ARPUs set to fall further, 
telcos have to look at value-added 
services, reasons Amit Bose, 
President (Telecom), Tata Teles- 
ervices. “Voice tariffs have reached 
rock-bottom; now, mobile opera- 
tors have to look for revenues from 
non-voice based applications.” And 
pray that the April-June quarter 
is just an aberration. 


! s revenue per user, which is, at Rs 400 a month, | 
around 5-15 per cent tofthe monthly income ofthe typical mobile customer | 
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Exit MNCs, 
Enter Candico 


Well, it’s not exactly that, but the Delhi-based confectionery company 
does have a contrarian approach to globalisation. BY SAHAD P.V. 











HANA IS A WEST AFRICAN COUNTRY 

not particularly known for democ- 

racy or political stability. Coups are 
a way of life, and after a series of dictators 
(mostly from the armed forces), the country 
has settled into an uneasy democracy over the 
past three years under its first elected 
President John A. Kufuor of the New 
Patriotic Party. Kufuor’s time has been spent 
more on preventing another coup—the main 
opposition leader, Jerry Rawlings, is a former 
military dictator and a known instigator of 
coups—than anything else. The result is an 
environment that isn’t exactly a magnet for 
foreign investors. Yet, the Delhi-based 
Candico, a confectionery company, is trying 
to forge a joint venture with a company in 
Ghana that will manufacture and distribute 
confectionery in the country. 

No, Candico doesn’t know anything about 
Ghana, or Kufuor, or Rawlings that the rest 
of the world doesn’t. It is just that countries 
like Ghana, explains Karan Gupta, Director, 
Candico India, who is spearheading the com- 
pany’s global foray, fit very well into its strat- 
egy. The articulated part of that is to use 
low-cost world class manufacturing expertise 
and local distribution networks to make the 
company a global (read: Third World) brand. 
The unsaid part is to eye countries that multi- 
national confectionery companies have exited, 
or which they will not consider entering, 
largely because of the unstable political, or 
economic environment (or both). Candico’s Gupta: Going where MNCs don't dare to 
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That could explain why Nigeria 
and Cameroon are the other coun- 
tries on Candico's radar. The first 
is a country that has flirted with 
democracy in between longer stints 
of dictatorships; its generals, and 
their corrupt ways, are legendary. 
The second was ranked eighth in a 
listing of the world's most cor- 
rupt countries (Bangladesh was 
first, and India was ranked 51) 
put out by Transparency Interna- 
tional, a German non-govern- 
mental organisation (NGO). 

Candico's intent to conquer mar- 
kets in Africa and West Asia is evi- 
dent in the décor of its office in 
South Delhi's Mohan Cooperative 
Estate: a glass-and-wood armoire in 
one corner displays confectionery 
from countries like South Africa, 
Tanzania, and Dubai. Some of these 
(especially the big sellers) have been 
dispatched to Candico's R&D lab in 
Nagpur where they are being re- 
verse engineered to identify tastes 
and flavours that the local market 
enjoys; the company will then de- 
velop products for these markets. 
It has already done this for the South 
African market, where its plant, set 
up as a joint venture with a local 


CURIOSITY > 


A global presence can only help reduc 
that is increasingly being dom 








Candico's Globalisation Plan 


Candico has taken the Third World-route to establish itself as a global brand. 





^ Works in progress 


w Existing operations 


company, will start churning out 
confectionery sometime in 2005. 
South Africa is an exception to the 
company's “‘out-multinationals” 
route; every MNC of note, including 
Wrigley's, Cadbury, and Nestlé has 
a presence in the $5.6-billion market. 

Tapping markets in West Asia 
and Africa is an imperative for the 
Rs 150-crore Candico, which has a 
manufacturing capacity of 45,000 
tonnes a year in India (in Nagpur). 
It is one of the few surviving local 
players in India's Rs 2,000-crore 


Biometric Passport 


What is this? 
A biometric passport. 


It's a passport that has a 2-dimensional barcode 


Who is interested? 


The Indian passport office is, as is the American 
embassy in New Delhi. The Indian government, 
some reports say, could soon make biometric 


passports mandatory. 


(1-2 KB capacity) on the page where the pass- 


port holder's photograph and details are. The 
barcode will contain all details of the person, a 
photograph, even a biometric image of his finger. 


Why? 
A biometric passport will make the visa process 


Is there a market? 


that much smoother, especially for entry to the US. 
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e Candico's dependence on a domestic market 
inated by MNCs such as Wrigley's and Perfetti 


Sudhir Rao, the managing director of the 
Hyderabad-based Bartronics India, that has 
developed this technology, estimates the size of 
the market at Rs 50-60 crore. He adds that he 
will be happy with a 10 per cent share. 


Egypt UAE Pakistan 


organised confectionery business 
(the unorganised sector contributes 
another Rs 2,000 crore) and a 
global presence can only help reduce 
its dependence on a domestic mar- 
ket that is increasingly being domi- 
nated by MNCs such as Wrigley’s 
and Perfetti. Circa 2004, interna- 
tional operations account for an in- 
significant proportion of the com- 
pany’s overall revenues; by 2006, 
reckons Gupta, this will increase 
to 25-30 per cent. As long as there 
is political unstability in Africa. 


A PRABHAKAR RAO 


E. KUMAR SHARMA 
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Trust Betrayed 


A For some time now, GTB was a disaster waiting to happen. 


Hope: GTB & OBC 
: heet will look a lot better for GTB 
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HE RESERVE BANK OF INDIA'S JULY 24 MORATORIUM ON GLOBAL TRUST 

Bank may have caught its depositors unawares, but hardly industry 
watchers. For, more than two years now, the Ramesh Gelli-promoted 
bank had been teetering on the edge of a precipice, waiting to come crash- 
ing down. Bad loans—to stockmarket scamster Ketan Parikh, among oth- 
ers—had eroded the bank's capital, but GTB led its shareholders and de- 
positors to believe otherwise. In fact, GT8's audited annual report for 
March 31, 2002 showed a positive networth of Rs 394 crore, but RBI's 
own investigations revealed a negative networth. (GTB was then au- 
dited by Lovelock & Lewes.) GTB hasn't yet put out its 2003-04 results. 
Last month, there were reports of NewBridge Capital, a private equity 
firm, picking up stake in GTB, but before the deal could make any 
headway, the RBI announced a three-month moratorium on GTB, barring 
its depositors from withdrawing more than Rs 10,000 from their accounts 
(except for emergency purposes). Two days later, on July 26, even as 
panic-striken depositors queued up outside GTB branches, the central bank 
announced that GTB would be merged with the Oriental Bank of 
Commerce. Will the merger help? It should. ogc, which is largely a North- 
centric bank, gets a footprint in South and West India. Strategically, the 
merger is a coup of sorts for OBC, coming as it does at a time when the 
RBI has issued restrictive guidelines on M&A in the banking industry. For 
example, in its draft guidelines issued recently, the central bank has re- 
stricted ownership in other banks to between 5 and 10 per cent. Post- 
merger, GTB investors may get zilch because the merger does not involve 
any stock swap, but the depositors have the RBI’s assurance. Not sur- 
prising—for another reason. After all, it was PM Manmohan Singh who, 
back in 1994 as the finance minister, had inaugurated the ill-fated bank. 
E. KUMAR SHARMA 
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Box-O 
Benefit 


HE MAN ABOVE, AAMIR KHAN, 

pictured in his Mangal 
Pandey avatar (that's the 
character he plays in Ketan 
Mehta's historical motion pic, 
The Rising), must be praying 
the film does well at the UK 
box office. That's because his 
contract guarantees him 10 
per cent of the UK box office 
revenues, provided the total 
crosses a certain mark; he 
has also been paid Rs 7 
crore, but the cut could ex- 
ceed that amount. The UK, 
after all, is a market hungry for 
Indian films, and The Rising is 
about The Sepoy Mutiny. 
He isn't alone. Anil Kapoor 
gets a proportion of the takings 
(he gets paid nothing up front), 
of K. Sera Sera Productions’ 
Murder In Shri Krishna 
Building. Ash Pamani, the 
New York-based Chairman of 
the company says he is also 
discussing similar ventures 
with Saif Ali Khan and Ajay 
Devgan. The trend, says 
Komal Nahata, the Editor of 
Film Information, a trade 
journal, is unlikely to catch on. 
The risk is too high, he explains, 
and there's little transparency 
in the business. Still, actors 
daring to take this route can 
take heart from the fact that 
Alec Guiness (for Star Wars) 


and Jack Nicholson (for Bat- 


man) have done this and how! 
SWATI PRASAD 


No.1 Equity House once again in 2004. 
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MARUTI 
Oil and Natural Gas ICICI Bank Indian Petrochemicals Maruti Udyog Limited 
Corporation Follow-on Offering n Limited Initial Public Offer i 
Offer for Sale Rs. 32.46 billion Offer for Sale Rs. 9.93 billion i 
Rs. 105.58 billion ith Rs. 12.06 billion ses i 
Book Running Book Running Book Running Book Running 
Lead Manager Lead Manager Lead Manager Lead Manager 
March 2004 April 2004 February 2004 June 2003 
ESL eas She cia E tH 
GD * z 
S Biocon 
— — UC GRON 
mi mputer j ' 
Zero Coupon Systems Limited IBP Co. Limited Biocon Limited - 
Convertible Bonds Initial Public Offer Offer for Sale Initial Public Offer | 
US$ 100 million Rs. 4.30 billion Rs. 3.57 billion Rs. 3.15 billion } 
Joint Global Co-ordinator Book Running Book Running Lead Book Running Lead 
and Joint Book Runner Lead Manager Manager Manager 
May 2004 February 2004 February 2004 March 2004 
Ed © a 
Dredging Corporation 
Indian Overseas Bank UCO Bank Bank of Maharashtra of India Limited 
Follow-on Offering Follow-on Offering Initial Public Offer Offer for Sale 
Rs. 2.40 billion Rs. 2.40 billion Rs. 2.30 billion Neo ie billion 
unning Lead 
Lead Manager Lead Manager Lead Manager Manager | 
September 2003 September 2003 September 2003 March 2004 i 
Y a [£V] — 
c CE DAY= * 
New Delhi Television 
Micro Inks Limited Indraprastha Gas Limited TV Today Network Limited Weste 
e Initial Public Offer Initial Public Offer 
Rights Issue Initial Public Offer " 
* x: Rs. 1.38 billion Rs. 1.09 billion 
Lead Manager Book Running Lead Manager Manager Lead Manager 
October 2003 November 2003 December 2003 April 2004 


In the Financial Year 2004, like in 2003 and 2002, we have retained the No.1* position as Book 
Runner/Lead Managers for Equities in India. We raised $3.61 Bn of Equity for the Government, Banks and 
the Corporate Sector, which accounts for 8296 of the total Equities raised from the primary market. 
We thank our clients for trusting us with the responsibility to execute complex global size deals successfully. 
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*Source: Equity league tables for Book Runners/ Lead Managers published by Prime Database. 
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The Next M&A 


It's Tyco Global Network. 


HE TELECOM 

business is set to 
see another mega over- 
seas acquisition (the 
last one being 
Reliance's buyout of 
FLAG Telecom). This 
time around, VSNL and 
Reliance Infocomm 
have emerged the most 
serious contenders for 
Tyco Global Network 
(TGN), the undersea ca- 
ble business owned by 
Tyco Telecom, a divi- 
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Comfortably Cordless! 














z sion of the $10-billion | 
2 Tyco International | Exchange your current workplace for 
$ (that's right, the same Comfort, Elegance and Convenience. 
s Tyco once headed by Using the Combos from Logitech are an | | 
> $ experience by itself. You can use them from Anitact 
= The Kozlowski). TGN | upto 6 feet away with the freedom to click, «J 

Ratan Tata: In the is reportedly valued at | type and scroll in total comfort. 


M&A mode about $200 million. 

The process has been 
rolling for *a good part of three months now and 
likely to close anytime", according to an investment 
banker. The Mumbai-based investment bank DSP- 














Merrill Lynch is understood to be representing -— Cordless Fieedoi Borsas 
VSNL, but execs at the firm were not willing to | - hicar ite dadlidir nit thara uitia MER MN 
comment on the deal. Other suitors for TGN include LZ LU oe aga and out Tha tanita | 
Singapore Technologies and private equity firms — Cordiees fretdom Express ts simple to sut up 
Trinity Ventures and Pivotal Private Equity. For MRP: Rs. 3850/- combination of features Vet will elle yes 
VSNL and Reliance Infocomm, the bid is clearly Special Price: Rs. 2850/-* '"?'eetaent 

an indication that it makes sense to buy, not build. 

"TE would COST much more than $200 million to Cordless Internet Pro Desktop | 
build capacity from Chennai to the US through eee Enjoy the styte, freedom and performance that | 
Singapore,” says an executive at a telco. “TGN al- | g home or office. The dark, spill resistant | 
ready has most of this capacity in place." Tata Eoi z congerie io 
Indicom already has the Chennai-Singapore ca- MEN ELSE Neie VLOA araile ODay 
pacity in place and this acquisition would complete Special Price: Rs. 2975j- 

the rest of the route at one shot. For Reliance 

Infocomm, the acquisition would mean capacity on Cordless MX ' Duo 

the Pacific route. The Atlantic route (read: where i evening 3 s Han gnO axtreordinan 
FLAG operates) is overcrowded with SEAMEWE2 - Logitech Cordless MX™ Duo, an advance 
and SAFE, both of which have landing points on MRP: Rs. 59504 

India's West coast. TGN's capacity on the Pacific Special Price: Rs. 4950)-" 

route (it would land on India's East coast) will en- 

able both players to cater to the lucrative tech and 
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ceotoons 


by Saurabh Singh 


Vijay Mallya of UB announces plans 
of launching a low-cost airline... 


„Ratan Tata of Tata Sons finally launches the „K.K. Singh of Rolta India is hauled up by 
much-awaited TCS IPO.. = .. SEBI for accounting violations... 








..Ratan Jindal of Jindal 
Stainless acquires a plant 
in Indonesia... 






„and Deepak Parekh of HDFC picks up stake in a BPO. 
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“Excessive Disclosure 
Is Counterproductive" 


AT. AFTER THE Y.H. MALEGAM 
Committee on disclosure req- 
uirements in offer documents sub- 
mitted its report to the Securities 
and Exchange Board of India (SEBI), 
Business Today’s Roshni Jayakar 
met up with Malegam. Excerpts: 


What made you suggest the dele- 
tion of some 58-odd requirements 
from the existing guidelines? 

We found that sei had issued, 
over the years, 302 standard ob- 
servations applicable to all offer 
documents. We studied these and 
listed those that we felt redundant. 
The broad guiding principles were: 
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the concept of materiality, the 
need to balance benefits to the in- 
vestor with the cost to the issuer, 
the beliefs that excessive disclo- 
sure is counterproductive and clar- 
ity and unambiguity. 


The promoters seem to have come 
in for special consideration. 

You can't put an obligation on the 
merchant banker without putting 
the primary obligation on the pro- 
moter. And one has to have a rea- 
sonable definition of a promoter. 


Isn't it important to institute 
stringent punishment norms for 








defaulting merchant bankers? 

If there is a breach of regulation, 
then punish the merchant banker 
by withdrawing his registration. 
This is a big deterrent. 


Was there a disagreement on 
the extent of disclosure about 
litigation? 

Our majority view was you can- 
not disclose everything about lit- 
igation as it would put an un- 
fair burden on the honest pro- 
moter. The minority view was 
to disclose everything. We set 
out our arguments and decided 
to let SEBI take a view. 
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— ls India Inc On A Roll? 


i Results for Q1 are good, but the answer to the original question isn't a straightforward one. 


A: THIS MAGAZINE GOES TO 
press, 318 companies 






have declared their results for 01-2002 

: the April-June quarter and Net Sales 39,285 
what numbers we've seen! Other Income 1,956 2,892 3,170 
Aggregate sales have increased —— Exe Ordinary Income ^ 86 302 DONT 


by 33 per cent (over the same 





period last year), and aggre- PBDIT 14,764 16,349 18,664 
| gate net profits by 41 per cent, Operating Profit Margin (%) — 38 37 
“The initial numbers were ex- Interest Expenses 9,220 8,702 8,282 
ceptionally strong for sectors Depreciation 1,412 1525 aaa 
y like banking, technology, and Tax Provision 1,083 1,629 2,484 
metal, and we expect this PAT 3,048 4,492 Ero M 
strong performance to con- — Net Profit Margin (%) 7.75 10.26 10.89 
| tinue in the coming quarters gs PARS QURE less menitiunád aifenitee 


as well," says Nilesh Shah, 

| Chief Investment Officer, 

Prudential ICICI Mutual Fund. He's right: even after -nies that do well declare their results much before 

| making allowances for the first-comer bias (compa- those who have done badly, or traditionally do badly), the 
results are nothing short of staggering. 

N Still, it isn't as if India Inc. is at its 

rosiest ever. Here's why: the aggregate 

I à operating profit margin of the sample 

B IN DEX has declined from 37 per cent to 32 


per cent. That would mean companies 











bs | are gaining revenues at the cost of mar- 
| Waiting To Exhale gins. If that is yet to affect their net 
aoe mum | A profits (net profit margins have actu- 





ally increased from 10.26 per cent to 
10.89 per cent), blame it on falling in- 
terest costs. And with companies yet 
to make fresh investments in capital 
equipment (the investment boom is just 
beginning, reckon analysts), there has 
been practically no change in depreci- 
ation. With an increase in capital 
expenditure (and ergo, depreciation) 
and interest rates imminent, net profits 
could also come under some pressure. 
Prudential ICICI’s Shah, however, be- 
lieves this will not happen this financial 
year. The 52-per cent increase in tax 
provision (it is based on the projected 
profit for the entire year and it indicates 
that profits too will increase) shows 
that India Inc. shares this belief. 
So far, so good. 

NARENDRA NATHAN 
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Should You Buy TCS? 


The IPO is on as you read this and here is what four experts have to Say. 


Parag Parikh Nischal Maheswari 
Chairman, Parag Parikh Financial | Head (Pvt Clients), Edelweiss Capital 
Advisory Services o As the prospective price-earn- 
The price band of Rs 775- | | Ings multiple (based on the esti- 


Rs 900 is good and retail 
investors should go for it. It is 
priced in such a way that all in- | it is fully priced and investors 
vestors in this company will | should not expect an upside 
make money. immediately after listing. 


Motilal Oswal K.R. Choksey 

Chairman and Managing Director, Chairman, K.R. Choksey Shares & 
Motilal Oswal Securities Securities: Looking at TCS’ 

1 As the price band is only prospects (like large infrastruc- 
i around 20 times the expected ture, prized customer base, 
March 2005 earnings, it is brand value), Rs 900 is a fair 
quite attractive. price and investors should 
subscribe to the IPO. 

COMPILED BY NARENDRA NATHAN 


mated 2005 profit) of around 
21 times is close to that of Infosys, 
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The Young Inventor 


Science fairs have become magnets for VCs, patent lawyers, even military scouts. 


ADHAV PATHAK HAS MADE A 
business of winning science 
fairs. He's won a trip to the United 
States, a Pentium 4 computer, à 
solid gold medal, and Rs 60,000. 
He has two patents to his name; 
researchers are working on proto- 
types of two of his inventions; and, 
oh, yes, he has a planet named after 
him. And Pathak is just 17 years old. 
Science fairs are no longer about 
trophies and blue ribbons. Today, 
they are talent-spotting arenas for 
venture capitalists, patent lawyers, 
companies, even military scouts, 
who make it a point to visit the an- 
nual Intel International Science and 
Engineering Fair (ISEF), the World 
Cup of these events. 

Pathak, the son of a homeopath 
mother and a surgeon father, got 
his start in the science fair business 
at ISEF 2002. He invented “the 
front-faced Braille slate" to help 
out his uncle, who is blind. Pathak 
saw his uncle writing in Braille 
by punching into a slate with a 
stylus in reverse and from right to 
left so the dots stand upward. He 
modified the Braille slate so his 
uncle could write in the 
same direction he reads. 

Pathak didn't win a 
prize at ISEF, but after be- 
ing voted victor of the first 
annual Diamond Jubilee Award 
for Inventions by School Children, 
instituted by India's Council for 
Scientific and Industrial Research 
(CSIR) the same year, his project 
was patented; now, Rs 200,000 
and two years later, he has a work- 
ing prototype (designed with the 
help of the research staff he was 
‘awarded’ by CsiR) which he plans to 
sell to the Indian government. 

The iseF and Diamond Jubilee 
experiences seem to have made 
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Madhav Pathak: Science fair junkie 


Pathak a science fair junkie. 

Such competitions, he says, “mo- 
tivates us to invent more." Last 
year, he won fourth place in the 
second edition of csià's Diamond 
Jubilee awards with a project to 
prevent soiling of railroad tracks. He 
thought up the idea while traveling 
on a train from Jabalpur to Pune 
without a ticket to his name. 
Afraid of getting caught, he 
hid in the toilet for almost 
four hours. 

The toilets in Indian 
trains follow a simple dis- 
charge system: on to the tracks. 
That may be all right in the wilder- 
ness, but it creates a problem near 
stations. In his four hour stay in the 
train's toilet Pathak envisioned a 
simple flap attached to the bottom 
of the discharge pipe that is pushed 
up by air pressure when the train 
slows down or stops. India's 
Western Railway has already ap- 
proved the invention. 

Remember lame model volca- 
noes (one part vinegar, one part 


baking soda, if you didn't know) 
and the stinky brain mock-ups con- 
stituted from last night's dinner 
that were once all you got to see at 
science fairs? That's what Dr A.K. 
Bhatnagar, a professor of botany at 
the University of Delhi expected to 
see when he started judging sci- 
ence fairs five years ago. Last year, 
he was a judge at ISEF and he admits 
that he was wrong. He has seen 
plant fiber bags as strong as ones 
made of polythene, a working 
model of an electronically oper- 
ated touch-screen for Rs 400 and a 
home plastic-recycling machine. 
Bhatnagar's favourite, how- 
ever, is a cow-pregnancy-testing 
kit developed by a boy from 
Bangalore (the test inmvolves using 
a cow's urine to germinate seeds 
of wheat and barley; if the cow is 
pregnant, fewer seeds germinate). 
Today, Varun Kumar Nagaraja’s 
project has been patented and is 
being used by farmers in Karnataka; 
there are few vets in such regions 
(only one in five villages has one). 

Stories of science projects mor- 
phing into business opportunities are 
legion. But just as common are proj- 
ects judges find questionable. 
Cheating happens. Contestants like 
Nagaraja and Karan Sharma (ISEF 
2003) admit it themselves. One judge 
was so shocked Sharma’s glider 
booster system was built by a school- 
child that he asked him where he 
downloaded it. (He didn’t.) 

But skepticism aside, these 
kids grew up file sharing, crushing 
videogame aliens and browsing 
the net. They’re at the age when 
ideas are fungible, and they’re 
thinking big. And four hours hid- 
ing in train’s bathroom can re- 
sult ina big idea. — 

SUSHMA SUBRAMANIAN 
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“We Plan A Push In Consulting" 


JORN-ERIK WILLOCH IS VP 

with Capgemini and Director of 
the firm’s Global Consulting Services 
practice, which includes 7,000 pro- 
fessionals and generates Euro 1.2 bil- 
lion (Rs 6,736 crore) in revenues. On 
a recent visit to India, he revealed his 
ambitious plans for Capgemini in 
India to BT's Priya Srinivasan. 


You claim that contrary to popular 
perception, Capgemini in India is 
much more than just a back-office 
operation. Can you elaborate? 

One of the reasons I am here is that we have actually 
shifted our global knowledge management practice 
here, which basically means that we capture the knowl- 
edge from individual projects and then process it to 
make it available to consultants the world over to sup- 





This is largely back-office stuff. Do 
you have other plans for India given 
the expertise you have found here? 
I am so impressed with what I have 
seen so far that we have decided to 
participate in the February 2005 
placement season in top Indian B- 
schools to recruit graduates that we 
could actually send on global con- 
sulting assignments. 


What about the domestic consult- 
ing market? You have no presence 
there. 

I am assessing the domestic market. Also if I need to 
play this market I need to play it with local talent 
and not expatriates. We definitely plan a big push in 
domestic consulting as well. We will initially recruit 
30-50 consultants and then grow the consulting 


plement consulting assignments. 


Another Dog Fight 


business out of India. 


It's Enemy Ace redux as India's full-service carriers lower fares to combat low-cost airlines. 


HEY CAN DENY THEY ARE 

worried, pretend that the lower- 
than-before fares they have an- 
nounced are just part of a seasonal 
promotion, and generally go pink in 
the face from the effort involved in 
both, but fact is, executives at India's 
full-service carriers (read: Jet, 
Sahara, Indian Airlines) have resor- 
ted to the oldest trick in the book to 
combat the threat of low-cost air- 
lines like Air Deccan—lower prices. 
And so, Jet has announced a 
Monsoon Super Apex 30-day ad- 
vance fare on metro routes (a one- 
way Delhi-Mumbai ticket would 
cost Rs 2,500 under the scheme) 
and special point-to-point fares on 
other sectors. Indian Airlines has 
unveiled a Metro Non Metro 
scheme that allows for travel from a 
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metro to a non-metro (but through 
another metro) for a mere Rs 1,000 
more (a Mumbai-Agra ticket costs 
over Rs 1,000 less thanks to this). 
And Sahara has announced discount 
fares for up to 5 per cent of the 
seats on most of its flights (a Delhi- 
Mumbai return ticket would cost Rs 
4.444 under the scheme). “All pro- 


motional fares we have announced < 


are only valid till mid-October when 
demand picks up," says Saroj K. 
Datta, Executive Director, Jet 
Airways. And Air Sahara's new CEO 
Rono Dutta says the company's de- 
cision was prompted by the fact 
that air travel in India would take 
off only when *people were brought 
out of trains on to planes". That had 
better happen fast: if all the low-cost 
airlines announced in the past few 


VIVAN MEHRA 





See the crowd? Well, you soon will 


months take wing, capacity on most 
sectors will increase by at least 50 
per cent. “It will be difficult to ab- 
sorb that sort of capacity even with 
low fares in such a short time," says 
Jets Datta. Well, consumers will 
enjoy the fruits of war for once. 
KUSHAN MITRA 
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€ North Delhi : Mangal Paridhaan, Shakti Nagar, (011) 27451175, Rajauri Garden (011) 51446598, Lajpat Nagar (011) 57721178, Shivam 
Apparels E-27, Connaught Place (011) 23416068 e Gurgaon : Mangal Paridhan (Only Apparels), DLF Mall (022) 5068240 
€ Indore : Cotton Heritage, South Tukoganj (0731) 2515516, Harshdeep Marketing Agency, Sneh Nagar (0731) 2460900/2461841 
€ Kanpur : Kotts 'N' Kool, Tialk Nagar (0512) 3092722 € Ghaziabad : The Century Shop, 75 Ambedkar Road , (012003945877 
€ West Mumbai: Mangal Paridhan : Worli (022) 24385403, Thane (022) 25393366, Worl Trade Centre, Cuffe Parade (022) 22184495. Near 
TV Centre, Worli , (022) 24934246, Kalbadevi, (022) 22077089, Shri Jagdamba Emporium, Malad (W), (022) 28890662, Jolly World of Cotton 
Mulund (W) (022) 25643024, Bandra (Only Apparels) (022) 26465622 € Ahmedabad : Cotton Palace, Mardia Plaza, C.G. Road (0709) 
6403499 @ Rajkot : Riddhi Siddhi, Dr. Yagnik Road (0281) 2693344 @ Pune : 354. Narayan Peth, laxmi Road (020) 4024645 
@ East Kolkata : Shyam Paridhan, 25B Camac Street,700016 € South Bangalore :181, Commercial Street (080) 51238511 e 


Secunderabad : Jai Ganesh Clothing, M. G. Road (040) 55337171/55337272 e Hyderabad : Auro Apparels, Punjagutta (Cell) 9848 0142 21 
FOR BUSINESS ENQUIRIES & FRANCHISE : CENTURY TEXTILES AND INDUSTRIES LIMITED. Tel 022-24957000, Fax: 91-22 24309491 
e-mail: centextho@centurytext.com 
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The story so far: M.P. Birla Group matriarc 
Priyamvada Birla dies, leaving a will that makes 

| long-time confidant, R.S. Lodha (left), a chartered 

T accountant, the main beneficiary and the executor. 
A shocked Birla clan closes ranks and launches a 
legal campaign to oust the outsider. Now, read on. 
BY ARNAB MITRA 
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AMP BIRLA IS 

preparing to 

launch an all-out 

attack to regain 

control of Fort 

M.P. Birla. And 
the defenders in Camp Lodha 
are not sitting idle. 

The Birlas, who had filed a 
series of caveats in the Calcutta 
High Court to prevent R.S. 
Lodha from obtaining ex-parte 
probate of Priyamvada Birla’s 
will, may actually end up repen- 
ting at leisure for what they'd 
done in haste. Fox & Mandal, 
the 108-year-old law firm repre- 
senting Lodha, has challenged 
the locus standi of K.K. Birla to 
file a caveat. A lawyer explains 
that only persons who would 
have inherited the estate in the 
normal course—if there had been 
no will—can file caveats. 

"They're just testing the wa- 
ters," says an individual watching 
the happenings in Camp Lodha. 
“If the court sets aside K.K. 
Birla’s caveat, they could try the 
same line of attack with the other 
caveators." Only the caveats filed 
by M.P. Birla's sisters, Laxmi 
Devi Newar and Radha Mohta, 
are on firm ground. The others, 
including the one filed by 
Yashovardhan Birla, would seem 
to be in a grey area legally. 

By challenging these caveats, 
Lodha hopes to kill two birds 
with one stone. Since the testa- 
mentary suit cannot proceed till 
the line-up of defendants is prop- 
erly defined, he gains crucial time 
to consolidate his grip over 
Priyamvada Birla's estate (as exe- 
cutor of Birla's will, he will rem- 
ain in command unless other- 
wise ordered by the court; and 
the court is unlikely to pass any 
orders while the locus standi of 
his opponents is under question). 
Secondly, he's hoping that by 
eliminating the Birla males from 
the linc-up of his opponents, he 
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THE SAGA OF AN EMPIRE - 


An outline of the events leading up to the present impasse. 
Pe July 30, 1990: M.P. Birla dies 

Ed B^ August, 1990: Priyamvada Birla takes over as chairperson of M.P. Birla 
= Group after the mourning period is over 


& 1994: R S. Lodha joins the board of Birla Corporation 
Šp Ni 1994: M.P. Birla's trusted aide and MD of Birla Corp J.R. Birla dies 


2001: R.S. Lodha appointed co-chairman of Birla Corp, 
starts taking active interest in company's affairs 

2002: Priyamvada Birla discontinues practice of meeting senior group ex- 

ecutives. R.S. Lodha becomes the pointsman for all future interactions be- 

tween Priyamvada Birla and group executives 

June 25, 2004: Priyamvada Birla's last meeting with her brothers- 

in-law at her residence 


June 28, 2004: Priyamvada Birla suffers heart attack and is admitted to 
Belle Vue Clinic, Kolkata, where she slips into coma 


July 1, 2004: G.P.-C.K. Birla Group take over management control of 
Indian Smelting & Refining Company Ltd in which they have a 60 per cent 
Stake from the M.P. Birla Group which had management control till then 


July 3, 2004: Priyamvada Birla dies. Last rites performed near Kolkata’s 
Kalighat temple by Yashovardhan Birla. All Birla family members attend 


July 12, 2004: R.S. Lodha goes to Birla Park, reads out Priyamvada Birla's last will and tes- 
tament, to among others KK. Birla, S.K. Birla, G.P. Birla, B.K. Birla, C.K. Birla, Yashovardhan 
Birla and Nandini Nopany, and leaves 

July 13, 2004: Birlas close ranks and decide to contest the will 

July 14, 2004: Khaitan & Co, solicitors representing the entire Birla 
family, fires the first salvo, issuing a notice to R.S. Lodha asking him to 
furnish a copy of the will. Khaitan & Co files caveats on behalf of KK. Birla 
and M.P. Birla's two sisters, Lakshmi Devi Newar and Radha Mohta to 
prevent R.S. Lodha from probating the will without notice to them. 


July 15, 2004: End of mourning period. R.S. Lodha, accompanied by son ! 
Harsh, attends the function held in Birla Park to mark the occasion. Rumours surface of R.P. 
Goenka being roped in as a mediator in the Birla-Lodha dispute. Sanjiv Goenka denies the ru- 
mours. S.K. Birla also denies the rumours. Story of a second will, reportedly made by M.P. 
Birla, giving his widow only life interest in his estate, surfaces. Birlas issue a statement Say- 
ing they don't want a rupee of Priyamvada Birla's assets and are interested in securing her 
estate for charity. 

July 16, 2004: Yashovardhan Birla files caveat in Calcutta High Court. 


July 19, 2004: R.S. Lodha files an application seeking probate of 
Priyamvada Birla's will. 

July 20, 2004: Two witnesses to the will, P.L. Agarwal and Dr Madan 
Vaidya, recant, claiming that they weren't witnesses to Priyamvada Birla 
affixing her signature to the document. Birla Corp board meeting is held at 
a five-star hotel in Kolkata. It is R.S. Lodha's first public appearance since 
the controversy 
daughter of K.K. Birla, who also sits on the board, Despite expectations of fireworks, the 
meeting, with Lodha in the chair, is a business as usual affair. First of several versions of the 
will surfaces in the media. | 

July 21, 2004: Other versions of the will are published in various newspapers. 

July 22, 2004: Corporate trouble-shooter Gurumurthy wades into the battle on the Birla side. 
July 23, 2004: Fox & Mandal, R.S. Lodha's solicitors, files a petition against K.K. Birla 
claiming that he has no /ocus standi in the case and that the caveat filed by him is 

meant to harass his client. Court issues notice to the Birlas on Lodha's probate application 
asking them to file their objections within eight days. 

July 23, 2004: Khaitan & Co gets to inspect the will for the first time, raises objections about 
absence of some crucial documents. 

July 26, 2004:Matter (GA 2721 of 2004) comes up for hearing before Justice Shubhro Kamal 
Mukherjee, who declines to hear the matter and releases it from his list on the grounds that 
he had represented the Birlas during his career at the bar 























broke. It also brings him face to face with Nandini Nopany, 
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can turn the proceedings into a 
straight fight between himself and 
M.P. Birla’s sisters. 

A bureaucrat, who worked 
closely with Lodha during his term 
as director of Oriental Insurance 
Company, says: "He's one of the 
smartest cookies in the pack. He 
knows exactly when to bow down, 
when to strike back, when to smile 
and when to glare. The Birlas have 
committed a blunder by allowing 
him an opening like this." 

The Birlas, meanwhile, are also 
priming their gunpowder. They've 
retained a battery of heavyweight 
lawyers. Led by the redoubtable 
N.G. Khaitan of Khaitan & Co, 
Team Birla includes Ram Jeth- 
malani, Fali Nariman, Arun Jaitley, 
K.K. Venugopal, Harish Salve, Kirit 
Rawal, Abhishek Singhvi and 
Siddharta Shankar Ray. Interes- 
tingly, several of them are known as 
much for their legal acumen as for 
their political standing. 

Then, this is not just a legal bat- 
tle. And the Birlas are clearly pre- 
pared to take the battle into the 
political arena. That much became 
apparent when they roped in the 
Swadeshi Jagran Manch's S. Guru- 
murthy. K.K. Birla and his grand 
nephew Kumar Mangalam, are 
working their connections. The 
Birlas have already met Prime 
Minister Manmohan Singh, Finance 


A FAMILY ALBUM 











Minister P. Chidambaram and 
Congress President Sonia Gandhi. 
To return to the legal arena, 
Camp Birla has already fired a salvo 
across Lodha's bows. Two of the 
witnesses to the will have reportedly 
said Birla had not signed the docu- 
ment in their presence, that they 
affixed their signatures as witnesses 
on a signed will brought to them. 
And finally, the family is exp- 
ected to produce an old will signed 
by M.P. Birla himself in which he 
gives his wife a life interest in his es- 
tate and clearly expresses his de- 
sire to use his assets for charity. 
*He signed internal documents with 
the Sanskrit couplet Twadiyang 
vastu Govinda tubbyameva samar- 
paye (From God we receive, to God 
we offer). Isn't it natural for such a 
person to want to leave his estate for 










LAWYERS’ DAY OUT: N.G. Khaitan (left) 
represents the Birlas who have also hired 
heavyweights such as Fali Nariman and Harish 
Salve. Debanjan Mondal represents Lodha 





charity?” a person close to the fam- 
ily says. “And that is what the Birlas 
are determined to ensure.” 

The Birlas have time and again 
stated that this isn’t about money. 
“The family is very upset over the 
breach of trust,” says the same 
friend of the family. Still, questions 
remain over the management con- 
trol of M.P. Birla group companies 
if the Birlas do manage to stop Lod- 
ha. Beyond a few vague statements 
Camp Birla hasn't said much. 

The credibility of the plan would 
depend crucially on the identities of 
the family members who will be 
involved in running M.P. Birla’s 
companies. It is no secret that some 
branches of the family aren't do- 
ing too well, and, so control of all or 
even part of the M.P. Birla group 
would come as a lifeline for them. 
Coincidentally, the branches which 
are closest to M.P. Birla in terms of 
bloodline are also the ones facing 
the most difficult times. 

But we'll have the answers to 
these and several other questions 
only after the judicial review is over. 
That will take time. Already, one 
judge who was scheduled to hear 
the matter has recused himself from 
it as he had represented the Birlas 
during his career on the bar. 
Meanwhile, both sides will try to ex- 
tract every ounce of advantage from 
even the most trivial of things. 


HAPPIER DAYS: (Clockwise from left) M.P. and 
Priyamvada Birla; Priyamvada with a just-born 
Aditya Vikram Birla; Priyamvada with Nandini Nopany 
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HOW THE BIRLAS PLAN TO ATTACK 


HE BIRLA CHALLENGE 
T is expected 


to centre 

around the | 
argument that 
Priyamvada 
Birla's will is an 
"unnatural" 
document. 
According to 
sources close to 
the family, the will 
has several logical 
inconsistencies. 

"For example, 
it talks of her be- 


} 
ing an instrument 


of God's will and 
of managing her 
estate as a trustee; 
it adds that she 
wants the 
charitable work 

to continue after 


her death. Wouldn't | 


it be logical then 

to set up a trust for 
the purpose than to 
hand over the estate 
to one person and 
then on to his son?" 
they ask. 

Taking this argu- 
ment forward, the 
Birla legal eagles 
are expected to 
argue that nowhere 
does the will bind 
R.S. Lodha to a 
covenant of charity. 
“All it contains 
are hopes and 
wishes, which 
he can well ignore 
if he so desires," 
the source said. 


the will with the 
highlighted portions 
showing the Birlas' 
likely line of attack 


| 
| 
i 


i 
l 
| 
| 
| 
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| 
A purported copy of bs | 














OM 


I, Priyamvada Devi Birla, aged about seventy one years residing at Birla Park, 

18, Gurusaday Road, Calcutta 19, hereby make this last Will and Testament on this 
auspicious day on Akshaytritya, i.e., the 18th of April 1999, Any Will made 

prior to this date stands cancelled. 


| make this Will and Testament in full possession of my sincere and good health 
with a full and complete understanding of the dispositions, directions and 
statements made herein. 


God Almighty has showered his grace on me and my late beloved husband Syt. Madhav 
Prasad Birla an 

in the industrial and economic arena and for providing education, health and 
employment opportunities for the needy. Conscious of this after the demise of my 
beloved husband Syt. Madhav Prasad Birla, 





and workers. 





Therefore, to continue the administration of all 
the businesses, properties, rights, and interests after my death, I, by this Will and 
Testament nominate Shri Rajendra S. Lodha (son of the late Jaswant Singhji Lodha and 
presently residing at 8, National Tower, 13, London Street, Calcutta 17) a devoted friend 
of the family and a Chartered Accountant of repute to take over the 
management, administration, financial, legal and every other aspect relevant to 
complete ownership, control and full management of all businesses and properties 
possesed or owned by me either directly or indirectly and the entire right title and the in- 
terest of all of which, I hereby bequeath to him with the following directions. 

(i) He will exercise all powers, rights and duties and responsibilities in respect of the 
business concems, properties and institutions to the extent I have been exercising 

(ii) He will take such steps as are necessary for overseeing of and the control and 
management of all industries and investment companies owned and managed by me 
when I was alive. 






I am confident that the management of our companies shall accordingly rise to 
the occasion and run their concerns with interest efficiently (under) overall control and 
guidance of Shri Rajendra Lodha. 

(iii) 


O—————P—— M ——P a E O el 


Esse 


THE WILL — 
——————MÀ—————————— 


` (iv) He will give financial and administrative support to the charitable institutions main- 
tained by me when I was alive. 

i (V) He will also endeavour to afford and expand the reliefs for the needy and poor 
regardless of religion, community, caste or creed in the fields of education, health and 
other objectives of general public utility, construct schools, colleges and technical 
institutions in important centres, establish and maintain libraries useful for scholars that 
should inter alia contain books on our ancient wisdom in vedas, vedantas, 
upanishads, shastras and works of great saints and sages, and provide adequate 
research facilities in all branches of knowledge useful to society. 

(vi) He will have power to seek guidance, advice and such assistance as he may 
consider necessary from any eminent person or group of persons in specialised fields 
and acknowledged expertise. 

5. (i) Shri Rajendra S. Lodha has expressed his desire to ultimately devote more time 
to philanthropy and for public causes in the years and specifically once he reaches the 
age of 65. It is my keen desire and wish that notwithstanding what has been stated 
hereinabove as and when this happens his son Harsh Vardhan whom I have been 
personally grooming since sometime forthwith takes the place of his father in full 
measures set out in para 4. hereinabove as and when and in such manner as 
Shri Rajendra S. Lodha so decides and with the hope and wish that in such event 
he continues his active involvement with our charitable and philanthropic institutions. 
(ii) | hereby appoint Shri Rajendra S. Lodha as the Executor of this Will. 


In witness whereof I have signed this Will at Calcutta on this 18th day of April 1999, 


| Smt Priyamvada Devi Birla 


In the presence of us all three being present at the same time and at her request subscribed 
our name hereunder as witnesses. 


1. Dr Madan S. Vaidya Sd/- 
4, Lord Sinha Road 
Calcutta-16 


2. P.L Agarwal 
Khaitan & Co. Solicitors 


9 Old Post Office Street 
Calcutta- 1 

3. Mahabir Prasad Sharma 
64, Syed Amir Ali Avenue 
Calcutta- 19 


(To preserve the authenticity of the above document, it has not been edited. 
Only very obvious spelling mistakes have been corrected.) 








"Would Priyamvada 
Birla be likely to take a 
chance like this?" they 
question. "There's no 
mechanism to enforce 
her wishes in case 
of deviation." 

Legal circles also 
question the portion 
on Nandini Nopany's 
involvement. "Taking 
orders from an aunt is one 
thing... but taking orders 
from an outsider? Nopany 
was like the daughter 
Priyamvada Birla never 
had. It is very difficult to 
believe that she would 
subject such a dear person 
to this," they said. 

And finally, they are 
expected to argue that 
the will is a very craftily 
drafted document that the 
simple and little 
educated Priyamvada 
would have had trouble 
understanding. "It 
seems to give an 
impression that the 
estate is being left 
for charity when 
in actual fact it is a 
bequest which benefits 
only one person," 
sources said. 

Since the preamble and 
the general impression it 
creates is at wide variance 
with the operative portion 
of the will, the Birla team 
feels it can be challenged 
on the grounds that the 
testator could have been 
misled into believing that 
she was leaving her estate 
for charity when she was 
actually bequeathing it to 
an individual. 
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THE LIKELY SCENARIOS 


The question on everyone's lips is: Who'll win? Will R.S. Lodha succeed in wresting control of 
the M.P. Birla Group? Or will the Birlas finally prevail? We spoke to several lawyers about the 
ifs and buts of the case and came up with the following scenarios: 


Scenario 1 

.S. LODHA IS THE EXECUTOR OF PRIYAMVADA BIRLA'S 

will. He'll be hoping to remain in control of the 
group while hostilities are on. The Birlas, on the 
other hand, are expected to seek the appointment of 
an administrator over the estate. Lawyers point 
out that there are precedents in support of both. 
There are several instances of executors remaining 
in control while a testamentary suit (a civil suit 
over a will) is on; and there are examples of court- 
appointed administrators taking control of the estate 
during the pendency of legal proceedings. 

If the court accepts Lodha as executor and lets 
him remain in command, he will definitely have 
won the first round. For one, incumbency has its own 
advantages. Secondly, the Birlas will have to fight the 
case as rank outsiders. No one doubts their where- 
withal to do this but the going will get decidedly 
tougher in such a scenario. 

The pendulum will swing the other way if the 
court appoints an administrator. Without control, 
and with the Birlas applying the squeeze in other 
spheres, Lodha may be willing to cut his losses 
and settle out of court. 

But both these scenarios would be in the nature 
of early skirmishes and may not really have much 
bearing on the final outcome of the case. 





















Scenario 2 

p upholds the sanctity of the will. That'll be the 
end of the matter. Lodha will have won deci- 

sively and the Birlas will have little else to do than pon- 

der about the one that got away. 


Scenario 3 
Bees sets the will aside. This would mean the 
end of the road for Lodha, at least with regard to 
the M.P. Birla Group. But it wouldn’t by any means 
settle the matter decisively. If a judicial verdict 
does quash the will, Priyamvada Birla will be deemed 
to have died intestate (without leaving a will). In 
such an event, the provisions of the Hindu 
Succession Act, 1956, will come into play. This 
opens up a range of possibilities. 
According to Sections 15 and 16 of the Act, the 
property of a female Hindu—which she acquired 
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from her husband or father-in-law—who dies issueless, 
will go to the heirs of her husband. 

Since Birla had no children, her estate would pass 
to the heirs of late M.P. Birla. Schedule 8 of the Act sets 
out the order of succession. First up are the claims of 
the Class I heirs: son, daughter, widow, mother, chil- 
dren and grandchildren of any predeceased children 
and widow of a predeceased son of a predeceased 
son. All these people have an equal right over the es- 
tate of the deceased and the property will have to be 
equally divided amongst them. No relative or heir 
of late M.P. Birla satisfies these criteria. 

Therefore, we come to the next category of in- 
heritors: the Class II heirs. There are nine sub-cat- 
egories of Class II heirs, such that those in Entry I 
are preferred over those in Entry II and so on, but 
those ranked within the same entry enjoy similar 
privileges. The search for the heir ends as soon as 
highest ranked heir is identified. 


The nine categories are: 
I) Father. 
STATUS: Rameshwar Das (died before M.P. Birla). 


II) (1) Son's daughter's son; (2) Son's daughter's 
daughter; (3) Brother; (4) Sister. 

STATUS: M.P. Birla's brother Gajanan was disinherited 
and ostracised from the family in 1935 and died on 
August 21, 1961. Two of his sisters, Laxmi Devi 
Newar and Radha Mohta, are alive. According to the 
provisions of the Hindu Succession Act, 1956, they 
have first claim over the estate if Priyamvada Birla's 
will is declared null and void. If they exercise this right, 
the search for heirs will end with them and no one else 
will be entitled to anything. However, if they re- 
nounce their rights, the search will start once more. 


IIT) 1) Daughter's son's son; (2) Daughter's son's 
daughter; (3) Daughter's daughter's son; 

(4) Daughter's daughter's daughter. 

STATUS: No such persons exist in M.P. Birla's case. 


IV) 1) Brother's son; (2) Sister's son (3) Brother's 
daughter; (4) Sister's daughter. 

STATUS: Gajanan Birla’s son by his first marriage, 
Ashok Vardhan Birla died in a plane crash on February 14, 
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1990. But Ashok's sister Asha falls in this category and is 
definitely in line to succeed to M.P. Birla's estate. 
Gajanan also had three children from his second mar- 
riage: two daughters Gita and Anjali; and a son 
Madhukar. Madhukar died a few years ago, but Gita and 
Anjali are alive and have a legal claim over the estate. M.P. 
Birla's sisters also have sons and daughters. Asha, Gita, 
Anjali and M.P. Birla's sisters’ children will inherit the est- 
ate equally. They will have to renounce their claims if the 
search is to proceed to the next level of heirs. 


V) Father's father; Father's mother. 
STATUS: No such persons exist in M.P. Birla’s case. 


VI) Father's widow; Brother's widow 

STATUS: Gajanan Birla’s first wife Gopi Devi is dead. His 
second wife Sumitra Devi, whom he married in 1946 
is still alive and is next in line to inherit the estate. 


VII) Father's brother; Father's sister. 
STATUS: No such persons exist in M.P. Birla’s case. 


VIII) Mother's father; Mother's mother. 
STATUS: No such persons exist in M.P. Birla's case. 


YASH IS OUT, OR IS HE?: Yashovardhan Birla, 
according to the Hindu Succession Act, 1956, is 


not an heir to Priyamvada’s estate 





IX) Mother's brother; Mother's sister 
STATUS: No such persons exist in M.P. Birla's case. 






Scenario 4 


The Birlas claim that they are a Hindu Undivided 
Family (HUF) and guided by the Mitakshara school of 
law. Hindu succession takes place in accordance with 
two schools of law: Dayabhaga, which operates only 
in Bengal and Assam; and Mitakshara, which operates 
in the rest of the country. If the Birlas can prove that 
they are an HUF, Mitakshara laws will apply as they will 
be deemed to have carried the customs prevailing in 
their native land (Rajasthan) with them. 

But lawyers say this line of argument is legally 
untenable. *M.P. Birla was the absolute owner of his 
properties and other assets. To now claim that he 
wasn't, and that he was merely the karta (head) of an 
HUF would be a flawed argument which no court will 
entertain," a top lawyer said. Also, it's not possible to 
create an HUF with retrospective effect. So this line of 
argument is clearly a non-starter. 
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A ALLE AL ER 


WHERE DOES THE M.P. BIRLA 
FOUNDATION STAND? 


Priyamvada’s will puts the vehicle that was to realise Madhav Birla's dreams in a limbo. 


non-official documents by writing “From God we 

receive, to God we offer” in Sanskrit (see main 
story), it was perhaps natural to want to leave his estate 
to charity. With this end in mind, he set up the M.P. 
Birla Foundation as the vehicle for his grand design. 

To start with, the plan was to bring all the hospitals, 
educational institutions and trusts under the umbrella of 
the foundation. At a later date, Madhav Prasad, who was 
the founding chairman of the foundation, also planned 
to transfer his industrial and financial assets to it. 

The structure of the M.P. Birla Foundation was 
revealing. Apart from himself, there were to be 
four life members: Kashi Nath Taparia, Priyamvada’s 
brother and his confidant, and K.K. Birla’s three 
daughters, Nandini Nopany, Jyotsna Poddar and 
Shobhana Bhartia. He also wanted to involve emi- 


Fe A MAN WHO OFTEN SIGNED INTERNAL, 


ee 
-— — 
-ou 


— WHAT IS AT STAKE? 


nent persons and senior group executives in the 
running of the trust. In the former category, he 
chose R.S. Lodha and Dr Gauri Shankar besides 
Taparia. In the latter group came trusted aides like 
J.R. Birla, V.D. Jain and S.L. Prasad. 

But he died before he could implement his plan 
fully. Some charitable institutions were transferred 
to the M.P. Birla Foundation but the major part of 
his estate remained dispersed across various trusts 
and companies. 

Now, Priyamvada Birla's will has thrown a huge 
question mark over the foundation. J.R. Birla is dead 
and Jain and Prasad are no longer with the group. 
K.K. Birla's daughters are still there, of course, as are 
Taparia and Lodha. But with the estate itself caught 
in legal wrangling, what will happen to M.P. Birla's 
cherished dream remains anyone's guess. 


- Rs 5,000 crore, say some, but the break-up isn't exact. 


HE M.P. BIRLA GROUP CAN BROADLY BE DIVIDED 

into three categories: corporate assets, 

trust assets and personal assets. The to- 

tal assets of the M.P. Birla group companies 

Birla Corporation and Universal Cables and its 

associate companies adds up to about Rs 

2,000 crore. Since most of these companies 

are quoted on the stock exchanges, their 

- figures are fairly easily accessible and the val- 
uations are open and transparent. 

A bulk of the estate, however, is locked up in chari- 
table, education and medical trusts. For example, the group 
owns the Bombay Hospital near New Marine Line in 
Mumbai and Indore and the Belle Vue Clinic in Kolkata. 
Besides, the new M.P. Birla Eye Clinic is coming up on an 
18,000 square feet plot adjacent to Belle Vue. Then, there 
is the South Point School and the M.P. Birla Foundation 
Higher Secondary School in Kolkata, the M.P. Birla 

Institute of Management, Bangalore and the M.P. Birla 
Industrial Training Institute in Rewa. The M.P. Birla 
Planetariums are also located in prime areas in their re- 
spective cities, According to M.P. Birla Group execu- 
tives, all these institutions are sitting on 30-40 acres prime 
real estate collectively worth Rs 600-700 crore. The 
three houses that M.P. Birla owned in Kolkata, Mumbai 
and Delhi are together worth at least Rs 100 crore, they 
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. added. Thus, assets of Rs 2,700-2,800 crore 
can be accounted for. In addition, Priyamvada 
Birla was known to own priceless jewellery 
whose value cannot be ascertained. 

This is the point at which the going becomes 
difficult and estimates, guesstimates and even 
fanciful number calling takes over. Birla insid- 
ers admit they don't really know the extent of as- 

sets owned by the unlisted companies and 
trusts of the M.P. Birla Group. "We know that 


some of his trusts and unlisted companies had huge real 


estate holdings and other assets. But in the absence of bal- 
ance sheets and other documentary evidence, it would be 
speculative to either list or put an exact figure on them," 
they said. But conventional wisdom and the corporate 
grapevine have it that the rest of the assets could well add 
up to another Rs 2,000-crores or so. 

The only person who possibly knows the real an- 
swer to this question is R.S. Lodha. He is chairman of 
all the trusts and now executor of Priyamvada Birla's 
will. But he isn't speaking. 

According to a senior lawyer, this question can be an- 
swered with certainty only if the court orders an inventory 
of all assets left behind by Priyamvada Birla and then ap- 
points a valuer to appraise them. Unless that happens, the 
actual figure could well remain secret forever. 
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The Material Impact 


R.S. Lodha is supposed to have started running the M.P. Birla Group's companies in 


NET SALES 





Birla Birla Vindhya Birla js 
Corporation Kennametal Telelinks | Corporation Kennametal 
Birla Ericsson Universal Birla Ericsson Universal 
Optical Cables Optical Cables 
Figures are in Rs crore m 1999-2000 m 2003-2004 
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HIS ONE ISN'T GIVING THE BIRLAS 

any sleepless nights. 

They don’t seem particularly 
worried about the prospect of R.S. 
Lodha ending up with a 25 per cent 
block of shares in Pilani Investments, 
erstwhile holding company of the 
once undivided Birla Group, if he 
succeeds in wresting control of 
Priyamvada Birla's estate. 

"What can Lodha do with 25 
per cent?" asks a Birla insider com- 
batively. "The Birlas still hold more 
than 60 per cent. As the non-fam- 
ily shareholders will definitely back 
the promoters, he can't even block 
special resolutions. So the ques- 
tion of him grabbing a seat on the 
board doesn't arise." 

Sources close to the family say 
Pilani's importance has waned. 
"Over the years, the Birlas have 
managed to disentangle their maze 
of cross-holdings in each others' 
companies," a highly placed 
source says. 

Except for B.K. Birla flagship 
Century Textiles & Industries Ltd 
where Pilani holds a 36 per cent 
stake, its shareholdings in other 
group companies aren't big enough 
for it to play spoiler. For example, it 


| THE CROWN JEWEL? 


Lodha could end up with 25 per cent in Pilani Investments but the Birlas aren't worried. 


The Shareholding Pattern: 


Pilani Investments 
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the late 1990s. There's little to show for this. 
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Optical Cables 


also owns small stakes of 1-2 per 
cent in a host of other Birla companies 
like Zuari Industries Ltd, Jayshree Tea 
& Industries Ltd, Cimmco Birla Ltd 
and other listed and unlisted compa- 
nies. “These stakes are too small for 
anyone to be able to do anything with 
them," a source says. 

Miniscule and dispersed, they may 
be, but the holdings are still worth a 
fortune. According to a family member, 
the quoted price of the shares alone 
add up to about Rs 1,400 crore. 
"Since the shares of several companies 
like Century, Cimmco and Zuari are un- 
dervalued, the intrinsic worth of Pilani 
is a lot more," he says. Some esti- 
mates place the value of Pilani's hold- 
ings in listed and unlisted companies at 
more than twice the official figure. 

That means Lodha, if he gets 
M.P. Birla's 25 per cent, would be 
richer by Rs 350-700 crore on the 
Pilani shareholding alone. But he 
may find it difficult to cash out. The 
Birlas have made it clear that they're 
in no mood to buy him out. And with 
no hope of gaining control—and little 
opportunity to exit—outside investors 
are unlikely to be interested. 

So, in the case of Pilani at least, it 
seems Lodha—assuming he wins— 


holds about 5 per cent each in Grasim Industries Ltd will just have to remain satisfied being the paper owner of 


and Kesoram Industries Ltd, 2.5 per cent in Hindalco. It 


a huge mountain of wealth. 


TOW mme TAH NE eee mm 


TNVd INVNI4 





By Sanjoy Narayan 


BIRLAS: A MAGIC THAT FAILED 


OU CANNOT FIND AN 

Indian business family 

that is more bound by 
tradition than the Birlas. 
Younger Birlas, no matter which 
branch of the family they rep- 
resent, always defer to the views 
of the senior members of the 
family. And, although the 
group’s businesses were amicably 
divided in the mid-1980s and 
the different branches are set- 
tled across three cities, Kolkata, 
Mumbai and Delhi, even today if 
a Birla scion visits another city on 
work he is expected to call on 
the elders residing there. That’s 
probably all there is to the unity 
of the Birla group. Each of the 
branches, whether it is the biggest 
and the most successful A.V. Birla 
group, now steered by the young Kumar Mangalam, 
or the small and ailing S.K. Birla group, run by S.K. and 
his son Siddharth, does its own thing and neither in- 
terferes nor collaborates with the others. Family get- 
togethers are restricted to events such as weddings and 
funerals. But a will and a man named Lodha seem to 
have changed all that. Small, medium and large, Birlas 
with business empires of all sizes have rallied together 
to challenge what they think is an attempt by an out- 
sider to usurp some of the family’s assets. The battle, 
now in the courts as well as out in the open, will 
take its course. Given that such things can take time, 
the Birlas and Lodha may even decide to opt for a ne- 
gotiated settlement. Or be prepared to wait out a 
messy and long-drawn legal tussle. 

But the real issue thrown up by the battle for M.P. 
Birla’s legacy is more fundamental. As long as Indian 
business families do not successfully separate owner- 
ship from management of their companies and busi- 
nesses, they will frequently face problems such as the 
one the Birlas are embroiled in today. None of the rep- 
resentatives of the Birla family has made the shift 





from ‘owner-cum-manager’ to 
‘owner plus professional manager’. 
Whether it is the octogenarian B.K. 
Birla or the thirty-something Kumar 
Mangalam, Birlas are always the real 
babus of their businesses, the exec- 
utive head and owner combined. 
There’s nothing wrong with that as 
long as it works. And whether it 
works depends on the Birla you 
have in charge. If the Rs 27,000- 
crore A.V. Birla group has thrived, 
it is because both the late Aditya 
Vikram and his son Kumar 
Mangalam proved to be successful 
owner-managers. But cast an eye 
on the other branches—the GP- 
CK or SK or even KK Birla groups. 
Many of their group companies 
are deeply in the red and, over the 
years, persistent lack of vision and 
missed opportunities have inhibited growth. Would it 
have been the same if the owners had inducted pro- 
fessional managers to run their businesses? 

The Birlas are so steeped in tradition that some of 
their practices can seem hidebound. Businesses are run 
on near-feudal lines with managers judged more on loy- 
alty to the babu rather than performance. Few managers 
are empowered to take independent decisions and old 
retainers (Lodha is one) are beneficiaries of the owner's 
munificence. True, some of the younger Birlas— 
Kumar Mangalam is an outstanding example—have at- 
tempted to professionalise the way their companies are 
run but, in general, it is the tired magic of the surname 
that the family relies on to run its businesses. 

The inheritance controversy at the MP Birla 
group should serve as a lesson for other Indian 
business families, which are long used to naturally 
pass on control, ownership and management to 
each successive generation of the same family. 
What if the next generation doesn't produce good 
enough managers? Or worse, as in the M.P. Birla 
group, there is no next generation? 


THE REAL ISSUE thrown up by the battle for M.P. Birla's legacy is this: As 
long as Indian business families do not separate ownership from management, 
they will face problems such as the one the Birlas are embroiled in today 
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Pirojsha Godrej, 23 
Son of Adi Godrej, 
Godrej Group 


eSchauna Chauhan, 27 
Daughter of Prakash l 
Chauhan, Parle 


Malvinder Singh, 31 
Son of late Parvinder 
Singh, Ranbaxy 
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GeNext 


Across India's family-run business empires, 
a new generation of d men and 


women is being groomed 


or the top job. 


What's different? This time around, the job 
isn t theirs for the asking. sv sana» vv 


N THE MIDDLE OF JUNE THIS YEAR, 23-YEAR-OLD 
Pirojsha Godrej paid a visit to the Rs 4,500- 
crore Godrej group's sprawling Vikroli complex 
in north Mumbai. It's a 56-year-old facility 
that the medium-built Pirojsha knows only too 
well. After all, ever since he was a school boy, 
he's been a regular visitor to the facility, which 
also houses his father and Godrej group Chairman, Adi 
Godrej's office. But that day of June, Pirojsha wasn't vis- 
iting Vikroli as the Chairman's son. Rather, he was one 
of the 10 freshly minted management trainees who had 
joined the locks-to-refrigerators group. 

In a different day and age, Pirojsha may have walked 
out of school or college into an office right next to 
papa's. But this is the 21st century, where managing a 
global business isn't just complex (think international 
currency risks, intellectual property rights, environ- 
mental and technology issues, and regulations that 
change from one market to another), but is watched 
over by hawk-eyed investors, who insist on nothing but 
the highest standards of corporate governance. So 
Pirojsha, who has a graduate degree in economics 
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from the Wharton School and a Master’s in interna- 
tional relations from Columbia University, must—like 
his sisters Tanya and Nisa who are Director of 
(Marketing) and Manager (Corporate Development), 
respectively—work his way up the corporate ladder. 

After a three-week induction programme involving 
introduction to the Godrej way of doing things, tactory 
visits, and outbound programmes on leadership, Pirojsha 
will start work at the Rs 20-crore Godrej Properties. 
Although he can already find people treating him a bit 
differently because of his surname, don’t expect that to 
cut any ice with the man who matters. Says Adi Godrej: 
“Pirojsha’s career will depend on his performance, as it 
would for any new entrant in the group.” 

Pirojsha's case is typical of what's happening across 
Indian business families—the Bajajs, the Kalyanis, the 
Murugappas, the Piramals, the Munjals, among others— 
where a new generation of men and women is all set to 
take over the reins from their fathers and, in some cases, 
even professional CEOs. Profiled in these pages are 25 
of them. Obviously, this is not an exhaustive listing, 
simply because it is not meant to be one. Instead, the 
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Even a decade ago, the emphasis was on 
on-the-job training of the heirs. 





HE BEST OF BUSINESS GROUPS HAVE ALWAYS BELIEVED IN 
T oan their scions through their paces before 

handing them a groupwide role. Take Reliance, for 
example. When Mukesh Ambani returned from Stanford 
with an MBA in 1981, he was packed off by father 
Dhirubhai Ambani to oversee the construction of the 
petrochemicals facility in Patalganga. Similarly, when Anil 
Ambani joined the family business in 1983 after an MBA 
from Wharton, he was sent to work in the group's tex- 
tiles business at Naroda in Gujarat. After Dhirubhai 
had a stroke in mid-eighties that left him partly 
paralysed, the brothers took on greater responsi- 
bilities. Ambani Sr, however, would still spend 
two to three hours every afternoon discussing im- 
portant issues with his sons and senior execu- 
tives. Obviously, the sons learnt well. Reliance 
group today is the largest conglomerate in the 
country with interests in petroleum and telecom, 
besides petrochemicals. 

Like the Ambani brothers, Kumar Mangalam 
Birla was mentored first-hand by his father. 
Unlike the late Aditya Vikram Birla, who 
was a technocrat, Kumar Mangalam is a 
chartered accountant, and an MBA from the 
London Business School. "A lethal combina- 
tion to make a fellow a good manager," is how his 
father had once described him. In true Birla tra- 
dition, Kumar Birla spent his initial years of 
grooming as Aditya Birla's understudy, sitting 
in on meetings and watching him handle various 
complex issues and learning the nuances of 
the Marwari 'parta' system. Yet, since 1995, 
when he took over as Group Chairman, Kumar 
Mangalam has brought in his own pro- 
fessional style of managing the group and 
stayed sharply focussed on commodities. 
ROSHNI JAYAKAR 
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idea is to look at the larger business groups and find 
out who's getting groomed for the top job and what 
they bring to their respective groups. 

Like elsewhere in the world, the Indian business 
families want their son or daughter (typically, the 
eldest) to inherit their empires, but they are not will- 
ing to hand it to them on a platter. The privilege 
must be earned and credibly so. It's not just.a sense of 
propriety that's behind it, but good business sense. 
Should an ineffective scion run the business to the 
ground, it's the family, as the primary shareholder, that 
suffers. For that reason too, some patriarchs such as 
Azim Premji of Wipro would rather let the most 
competent professional run their enterprise than 
hand it to any of their offspring as a matter of right. 

Certainly not by chance, the ageing Chairmen and 
CEOs of India Inc. have a better putty to work with 
than what their fathers probably had, say, 40 or 50 
years ago. The new generation of CEOs-in-waiting is 
professionally qualified (68 per cent of the 25 profiled 
have a master's degree; See GeNext By the Numbers), 
has worked outside their own group companies (two- 
thirds have work experience in excess of five years), has 
a global mindset besides being technology-friendly, and 
in some cases has of its own accord put off moving 
into the corner room for the sake of garnering more 

of the appropriate experience. Like Krishna 
Mahesh, son of Sundaram Brake Linings 
Chairman and Managing Director, K. 
Mahesh. Krishna spent some two years 
working with Toyota in the US and last 
year decided to get an MBA from 
Harvard before joining SBL next year. 
Says Mahesh: “In my time, I also 
passed out of IIT, went to work in 
England, but my role (in the group) 
was pretty much chalked out and 
we were tradition bound. In 
Krishna's case, he made all the de- 
cisions—the kind of higher studies 
he needed and the kind of work 
exposure he needed." 

If you are part of a business fam- 
ily, your grooming starts almost as 
soon as you are born. Strategies are 


Anil (L) and Mukesh Ambani 
Sons of Dhirubhai Ambani 
(Reliance Group), Anil, 45, VC & MD, 
and Mukesh, 47, Chairman & MD, 
respectively, were put through =S 
their paces before they got larger ss 
responsibilities at the group ~“ 
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drawn up and important issues discussed at every 
available opportunity: the morning breakfast, the 
evening dinner, or a family gathering. Like that of a 
guru and his disciple, the transfer of knowledge be- 
tween an entrepreneur father and his son is random, 
but continuous and seamless. You learn not just how 
to beat a technology supplier down on price, but also 
which politicians and bureaucrats to cultivate to take 
care of everything from project approval to finan- 
cing to industrial relations. 

While managing the external environment may 
be less of a critical skill today, there are other far 
more complex skills that an aspiring CEO-scion must 
acquire. In a market where technology and products 
are changing faster than ever, he or she must be adept 
at managing not just short-term versus long-term 
strategies, but other issues such as employee motivation, 
shopfloor technologies, quality systems, corporate 
governance, among others. In the ultimate analysis, run- 
ning a business is about smart decision-making. That's 
the reason why some, say, Indian two-wheeler man- 
ufacturers haven't just survived but thrived post break 
up with their foreign collaborator, while some others 
have found it hard to claw their way back up. 

A vastly more complex business milieu has 
prompted several of the business families to put in for- 
mal systems of grooming. The finest example of it is, 
perhaps, the Chennai-based Murugappa Group. P.5. 
Pai, an outsider who heads the group's corporate 
board, keeps tab on the family members (mainly the 
younger generation) working within the group and 
gives regular updates on their progress to board 
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Ashish Bharat Ram 

Elder son of Arun Bharat Ram (SRF), 
Ashish, 36, worked with Toyota Motors 
before joining flagship SRF 
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Navin Munjal 

Son of Vijay Munjal (Hero Group), 
Navin, 32, is the CEO of the 

Rs 204-crore Hero Exports 


members, who comprise senior family members (the 
group refused to share greater details of its grooming 
process). It is said that Pai spends quality time with the 
youngsters at least once a quarter, creating a clear 
and two-way communication channel. 

Other groups such as Ranbaxy or Hero Honda 
or TVS may have different styles of grooming, but they 
have one thing in common: all of them are more or less 
effective. Their objective is also identical, and that is to 
ensure that none of the scions gets any group re- 
sponsibility greater than his or her competence. And on 
that count, this generation has gone out of its way to 
prove itself. Says Arun Murugappan, a fast-climbing, 
37-year-old scion of the Murugappa group: "It's very 
difficult being a family member and trying to convince 
that you are as much a professional as the rest. If 
you get promoted, there's a general perception that this 
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was on account of favouritism. (As a result), one has 
to work harder to get to the same level of recogni- 
tion that the others get.” 


It's A Long Haul 
Rajiv Bajaj, older of the two sons of Bajaj Auto Chair- 
man, Rahul Bajaj, would more than agree. He joined the 
company in 1990 as an officer on special duty. Three 
years later, he became a general manager (products) and 
two years thereafter, Vice President in the same division. 
In 2000, he was named the company President and last 
year appointed as the Joint Managing Director. Next 
year, he will take over as the Managing Director. 
[sn't 15 years a terribly short time to go from an OSD 
to MD? Maybe. But in Rajiv’s case, it’s apparent that he 
has earned the job. When he started off, Bajaj Auto 
faced competition in the scooters business from LML. 
Then, it was confronted with the problem of scooter it- 
self as a segment shrinking and motorcycles, espe- 
cially the four-stroke variety, becoming popular, while 
Bajaj was caught in the two-stroke market. It was 
Rajiv, then, who was responsible for Bajaj’s launch 
of successful four-stroke mobikes such as Boxer, Pulsar, 
and CT100. While rival Hero Honda wrested the 
No. 1 two-wheeler maker slot from Bajaj four years ago, 
Rajiv, a master of science from the University of 
Warwick, seems determined to reclaim the top slot. 
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* Rajiv Bajaj 
* Elder son of Rahul Bajaj (Bajaj Auto), 
Rajiv, 37, will take over as Managing 
Director next year 


Having emerged as the new leader of the group, 
Rajiv is being helped by his young brother, Sanjiv, 
who did a brief stint at Bajaj as a management trainee 
in 1992 and then joined the company's finance 
department as the Vice President in 1997. Over the last 
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Not all business families believe in primogeniture. Some even put the son-in-law above the son. 





T'S NOT JUST SONS OF BUSINESS FAMILIES WHO GET TO TAKE THE CORNER 

room. In some business families, it’s the son-in-law who has the 

place of prominence. Take G.V. Prasad, for example. Son-in-law 
of Dr Reddy's Labs founder, K. Anji Reddy, Prasad is the Executive 
Vice Chairman and ceo of the company, while Reddy's son Satish is 
the mo and coo. Both are professionally qualified. Prasad, 43, has 
a Bachelor's degree in chemical engineering from Illinois Institute of 
Technology and a Master's in industrial administration from Purdue 
University, and is credited with the company's transformation from 
a bulk drugs manufacturer to a research-driven global firm. Satish has 
a Master of Science degree in medicinal chemistry from Purdue 
University. In the Bangalore-based BPL Group, it's son-in-law 
Rajeev Chandrasekhar, 39, who's the public face, although founder 
T.P.G. Nambiar's son Ajit is the cmo of BPL Ltd., the consumer elec- 
tronics business, and Rajeev heads the telecom business. The Rs 





Sons-in-law of TPG. Nambiar 


4,500-crore Godrej Group too has a son-in-law, Vijay M. Crishna, 59, (BPL Aerei and K. Anji Reddy 
who today is the mo of two group companies—Lawkim Private (Dr. R 
Limited and Godrej Upstream. In Chennai, N. Venkatramani of dcos bear Prasad play 


India Pistons and T.K. Balaji of TVS are two other prominent sons- 

in-law who play key roles within their groups. But just like in the case 

of sons, competence is a key requirement of the sons-in-law too. 
SAHAD P.V., SWATI PRASAD, AND E. KUMAR SHARMA 


a crucial role in their groups 
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| OFFER OPENS JULY 29, 2004 
j| OFFER CLOSES AUGUST 5, 2004 


Public Issue of 55,452,600 Equity Shares of Re. 1/- each 
for cash at a price of Rs.[ + ] per Equity Share aggregating Rs.[ « ] million. 
There will also be a Green Shoe Option of 8,317,880 Equity Shares of 
Re. 1/- each. The Offer and the Green Shoe Option aggregate Rs.[ + ] million. 


PRICE BAND: Rs.775 TO Rs.900 PER 
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The Offer Price would be 775 times of the face 
value at the lower end of the Price Band and 
900 times at the higher end of the Price Band 


The issue is being made through the 1009; Book Building Process 
Book Running Lead Managers to the Issue Registrar to the Issue 
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seven years, Sanjiv has been heading costing, account- 
ing, corporate finance and internal audits. The 35-year- 
old Sanjiv gets help when needed from Bajaj Sr., who 
used to also oversee corporate finance. Ask Bajaj why 
he waited for so long before elevating Rajiv to the 
MD's post and he shoots back, “I didn't want to appoint 
an MD who'd come to me for everything." 

Some families, like the Murugappas, require their 
scions aspiring for a role within the group, to go 
through an elaborate grind. Arun Murugappan, for exa- 
mple, started off as a shift supervisor in Tube Products 
in 1992, moved to Parry Confectionery as a sales officer 
and then to TI Cycles where he spent five years work- 
ing as a sales manager handling CRM, in the process re- 
vamping customer service at the cycles company. 
When he joined TI, it used to take as much as two 
months for customers to get spare parts. Arun brought 
in a 24-hour replacement concept, which generated a 
Rs 25-crore parts business in the very first year. Soon 
after, he became the regional head for Karnataka, 
Kerala and Goa, and last year delivered the region's 
highest ever sales for TI Cycles. As a reward, the fam- 
ily has finally given him an independent charge—of 
Porodite Corrosives, *a Rs 20-crore company without 
any systems worth talking about,” says Arun. “I think 
I can make a difference here,” he adds. 

Another key member of the younger Murugappa clan 
is Arun Alagappan, whose father M.A. Alagappan heads 
group NBFC Cholamandalam Finance. For the past five 
years, Arun has been working with the Parryware divi- 
sion of EID Parry, another group company. He started 
as Senior Manager (Commercial), then moved to the HR 
department and has risen to be its head. That apart, the 
28-year-old Arun is in charge of sourcing and new 
projects at Parryware. According to people in the know, 
Arun, just like his manager-peers, goes through regular 
performance appraisals and on top of that is also scru- 
tinised by the family board. In due course of time, 
Arun should end up as CEO in a group company. 

But if you thought it was the manufacturing groups 
that get their inheritors to rough it out, think again. 
Immediately after he joined the family business in 
October 2001, 27-year-old Jayanta Roy, son of S.K. 
Roy, Managing Director of para-banking power- 
house Peerless Group, spent a year-and-a-half trav- 
elling to the interiors of India, visiting 62 villages 
and 31 district centres across north and south India, 
besides West Bengal. “I wanted to meet as many of our 
network agents and customers as possible to get their 
feedback on the company,” says Jayanta. Today, as the 
group corporate coordinator, Jayanta watches over the 
market, the agent-driven sales system, and customer's 
response to brand Peerless. It may be several years be- 
fore Roy Sr. hands him the reins. 
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Harish Lakshman 

Son of L. Lakshman (Rane Group), 
Harish, 30, is VP (Operations and Export) 
of Rane-TRW Steering Systems, and is 
credited with putting together the 
group's strategic planning process 


Cutting Teeth Elsewhere 


For a variety of reasons, a whole lot of India Inc.'s 
young inheritors, especially those who have professional 
degrees from universities abroad, don't want to start off 
in a family business. They would rather work in a large 
global organisation before they head home. There 
are several advantages to doing so. One, the scale on 
which a global corporation operates is vastly bigger 
than what the GeNext's own companies back home 
probably do. The systems and processes that a large 
MNC employs are exactly what the scions would need 
when they get down to scaling up their own operations. 
So, a stint outside the group is an inexpensive way of 
picking up vital experience. 

For instance, Malvinder Singh, older of the two 
sons of Parvinder Singh and CEO-in-waiting at Ranbaxy 
Laboratories, worked initially with American Express 
in Delhi and later with Merrill Lynch in Singapore. “It 
was a 100-hour-a-week job," says Malvinder of his 
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investment banking days at Merrill. “My objective 
was to prove myself outside (Ranbaxy).” With his fa- 
ther’s health failing, he had to cut short his Merrill 
stint. But Malvinder is hardly the only one who felt 
the need to “prove” himself outside of the family busi- 
ness. Harsh Piramal, the 30-year-old son of late 
Ashok Piramal, spent a year at IndOcean Chase in 
Mumbai before joining uncle Ajay Piramal’s pharma 
business. Among the southern business groups, besides 
Krishna Mahesh of the TVS family who worked 
with McKinsey for two years and in 2001-02 with 
Toyota Supplier Support Centre in the US, Harish 
Lakshman of the Rane group put in time with 
collaborator TRW for two years after getting his 
master’s degree in management from Purdue 
University. After he came back to India, Harish 
joined the Rane-TRW joint venture and helped put 
together a strategic planning process system across 
group companies. “Of course, I am on a fast track, 
but performance is a necessary criterion to ensure 
that,” points out Harish. 

Another scion who sports Toyota on his resume is 
Ashish Bharat Ram, the 36-year-old son of SRF's Arun 
Bharat Ram. In 1989, he joined the Japanese auto 
major in Tokyo and grew to be part of the team that 
launched the Lexus range of vehicles in the Middle 
East. At SRF now, Ashish heads finance and strategy. 
Similarly, Amit Kalyani, who incidentally is married to 
Ashish's sister and is the heir to the Rs 700-crore Pune- 
based Bharat Forge, worked in the US for a while after 
he graduated from Bucknell with a degree in mechan- 
ical engineering. Amit, who walks the shopfloor twice 
daily, is now in charge of Bharat Forge's global strategy 
and overseas operations. That's a critical role, considering 
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Amit Kalyani 

Son of Baba Kalyani (Bharat Forge), 
Amit, 29, is responsible for the company’s 
global strategy and operations 


Arun Alagappan 

Son of M.A. Alagappan (Cholamandalam 
Finance), Arun, 28, is head of sourcing 
and new projects at Parryware 





that the company in November 2003 acquired a 
German forging company, CDP, for Rs 162 crore, 
and Chairman Baba Kalyani’s stated ambition is to 
make Bharat Forge the world’s largest forgings company 
by 2008. Escorts Group scion Nikhil Nanda too put in 
a brief stint with UK’s earth-moving equipment maker 
].C. Bamford after his graduation from Wharton. 
Some industrialist fathers can be harder to please 
than others. Like Onkar S. Kanwar of Apollo Tyres. 
After his younger son Neeraj returned to India in 
1994 after a brief stint with American Express in the US, 
Kanwar was not willing to start him off at the tyres busi- 
ness straightaway. So for a year, he was made to work 
in the investment banking division of Global Finance, 
a family-owned finance company. When he was 
brought over to Apollo Tyres in 1995, Neeraj had to 
hustle tyres dealer to dealer and even sell to individual 
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Family versus theprotacsionals 


Kinetic Engineering is an example of how business families grapple with this tricky issue. 





VEN IN THE BEST OF FAMILY-MANAGED GROUPS, BALANCING THE 
interests of owner-managers and non-family professional 
managers is always a tricky issue. Promote a family member 

over a professional and you run the risk of demotivating the pro- 
fessionals, especially if the elevation is perceived as undeserved. The 
Arun Firodia-promoted group had to contend with such an issue last 
year, when more of the Firodia scions took up key functions in the 
group. Sulajja Firodia Motwani was already the Joint Mo of Kinetic 
Engineering, when younger sister Vismaya, 29, and brother Ajinkya, 
25, were given corporate communication and marketing, respectively, 
to head. Although Ajinkya worked with JP Morgan in New York for 
two years before joining Kinetic, the moves weren't received well by 
some key professionals in the group. Arun Pande, Kinetic's Mo, and 
Ajay Kapila, Senior vp (Marketing), quit within a span of eight 
months last year. (M.P. Khera, a professional, is still the Joint mD of 
Kinetic Motors). But now, the morale seems to have improved. Says 
a former employee who quit Kinetic recently: "In any family-run busi- 
ness, a free hand is never given (to professionals). But in this regard, 
Sulajja is better than even her father." The 34-year-old Sulajja, an 
MBA from Carnegie Mellon, is said to communicate regularly with her 
team and has inducted a number of mid-level professionals. But obvi- 
ously it will take more to attract top-notch professionals to Kinetic. 


fie Firodia Motwani 
Daughter of Arun Firodia (Kinetic Group) and Joint =. 


MD of Kinetic Engineering, Sulajja, 34, has roped > 
in a lot of mid-level professionals f 


r 
t 
l 
b 
i 





nsvu IWOHS 


his first big break within Ranbaxy. That was when 
Brar asked Malvinder, or Malav as he is known with the 


truck owners. “I even dropped my surname to avoid be- 
ing identified as the CEO's son," says Neeraj, who has 


since become the Chief Operating Officer and is being 
seen as a CEO candidate in the future. 

Schauna Chauhan of the Parle group has a similar 
story to narrate. Soon after she joined father Prakash 
Chauhan's business in 1999, she got involved in the 
company's infrastructure-related work. And, of course, 
there was no cabin office either. But within four years, 
Schauna, 28, had proved herself and was taken seriously 
enough for Parle to launch a new product, Frooti 
Green Mango, that she suggested. *Nobody had 
thought of introducing an unripe mango drink, but to- 
day it's a hit," says Schauna, pleased as punch. For her, 
the next big challenge is to take Parle's other brands 
Frooti, N-joy and Appy to markets abroad. 

Ranbaxy's Parvinder Singh too put the firm above 
family when he handed over the reins of the pharma gi- 
ant to his able deputy D.S. Brar and not to son Mal- 
vinder. The young man had to wait till 2001 even to get 
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group, to take charge of global licensing and business 
development. It was then that Malvinder swung 
his first big deal (worth $42. million) for outlicensing 
RBX 2258, a potential urology drug, to Germany's 
Schwarz Pharma. With the management gaining 
confidence in Malvinder, he was made the head of 
India operations late 2002. Result: marketshare 
jumped. *It was more like a Hindi movie ending 
(read: happy),” says Malvinder, who is set to take 
over from the current CEO, Brian Tempest, in 2007. 
No doubt, the other scions are working to a 
script too. Will all their stories end like a Hindi 
movie? Hard to say. If some do fail, it won't be bec- 
ause they lacked the opportunity. It would be because 
they lacked the competence. 
ADDITIONAL REPORTING BY ROSHNI JAYAKAR, 
SWATI PRASAD, ABIR PAL, KUSHAN MITRA, ARNAB 
MITRA, NITYA VARADARAJAN, & E. KUMAR SHARMA 
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Scions 


1 Aditya Agarwal 


s Emami Group AGE: 29 


EE 





EDUCATION: B.Com from 
St Xavier's College, Kolkata 


CAREER MAP: Worked in the 
group's Ayurveda division, Sona 
Chandi and AMRI Hospital 


CURRENT J08: Director, Emami 


THE GROUP: Emami Group. A family-held FMCG 
marketer, it focuses on personal care products, 
and has recently stepped up its marketing push. 


Arun Alagappan 
2 


»Murugappa Group AGE: 28 


EDUCATION: Schooling in Lovedale 
and an MBA from Cardiff 
University in the UK 

CAREER MAP: Has been working 
in EID Parry for five years. 
Started as Senior Manager (Commercial), then 
moved to HR and became its head and graduated 
to sourcing. Also worked for one-and-a-half years 
with GE Capital in India. 


CURRENT JOB: Head (HR and Sourcing), Parryware 


THE GROUP: Murugappa. The Chennai-based group 
makes everything from cycles to machine tools to 
sugar to fertilisers, and fetched more than 

Rs 5,266 crore in revenues last year. 


Rajivranjan Bajaj 
« Bajaj Auto AGE: 37 
EDUCATION: BE (Mechanical), 
University of Pune; Master 
of Science in Manufacturing 
Systems Engineering from the 

- University of Warwick 
CAREER MAP: Joined Bajaj Auto as an officer on 
special duty in December 1990; became General 
Manager (Products) in 1993; Vice President 
(Products) in 1995; President between 2000-03. 
Took over as the Joint Managing Director in 2003. 
To take over as the Managing Director in 2005. 


CURRENT JOB: Joint Managing Director 


THE GROUP: With sales of Rs 5,580 crore, Bajaj Auto 
is the second-largest manufacturer of two-wheel- 
ers in the country. It also makes three-wheelers. 






4 Sanjivnayan n": 
» Bajaj / Auto 

EDUCATION: BE from ees 
College of Engineering, University 
of Poona, MBA from Harvard 
University, Master of Science 
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from the University of Warwick 


CAREER MAP: Joined Bajaj Auto as a management 
trainee in 1991-92. As a member of the 
“Streamlined Manufacturing Systems” team, 
worked in different production and service depart- 
ments within the company, including the shop 
floor. Became Vice President (Finance) in 1997. 
CURRENT J08: Executive Director, Bajaj Auto 

THE GROUP: With sales of Rs 5,580 crore, Bajaj Auto 
is the second-largest manufacturer of two-wheel- 
ers in the country. It also makes three-wheelers. 


5 Ashish Bharat Ram - 
» SRF AGE: 35 


EDUCATION: Doon School, 
Bachelor's in Economics (Hons) 
from Hindu College, University 
of Delhi, MBA from 

Johnson Graduate School of 
Management, Cornell University, USA 


CAREER MAP: Worked as a management trainee 

in Toyota Motor Corporation, Japan, American 
Express Bank, DCM Toyota Ltd., SRF Overseas 
Ltd., Dubai, before joining SRF Ltd., India, 

where he initially worked on launching the BPO 
venture. Has now moved over to head the 
Finance and Strategy function for the entire group. 


CURRENT JOB: Head (Finance and Strategy), SRF 


THE GROUP: SRF. The Rs 1,150-crore group has a 
presence in nylon tyre cord and refrigeration gases. 










6 Kartikeya Bharat Ram 
« SRF AGE: 33 


EDUCATION: Bachelor of Science 
in Commerce, Santa Clara 
University, Masters in Business 
Administration from Johnson 

cA 3 - Graduate School of Management, 
Comell University, USA, 

CAREER MAP: Joined the group as Assistant Manager 
(Strategic Planning ) and moved to Manager 
(Vision Care Division), COO (SRF eBiz Ltd.) and 

VP (Corporate IT & HR), SRF 

CURRENT JOB: Vice President (Corporate IT & HR) 
THE GROUP: SRF, a Rs 1,150-crore group with 
presence in industrial synthetics, chemicals 

and polyester films. 


] Schauna Chauhan 
[.Pe — à m2 


EDUCATION: Bachelor s Degree in 
International Management from 
the Business School of Lausanne 
CAREER MAP: Joined Parle in 1999. 
Was involved in the launch of 
Frooti Green Mango 

CURRENT 308: Executive (Operations) 

THE GROUP: Parle International. The Prakash 
Chauhan outfit is a big player in the tetrapack 
beverages market. 


8 Pirojsha Godrej 
EDUCATION: Bachelor's degree in 
Economics from Wharton School 
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and Master's in International Relations from 
Columbia University 

CAREER MAP: Summer internships during graduation 
at Hillary Clinton's senate office in New York in 
2001 as research assistant and in the Ministry of 
External Affairs, New Delhi, in 2003. A new entrant 
in the Godrej group, Pirojsha has joined as a man- 
agement trainee and is likely to join Godrej 
Properties in August this year. 

CURRENT J08: Management Trainee 

THE GROUP: Godrej group. With a turnover of 

Rs 4,500 crore, the group has interests in 

personal care, home appliances, real estate, 
machine tools, among others. 


i 9 Manish Goenka 
. EDUCATION: MBA from 
Cardiff University 

À CAREER MAP: Worked in the 
group's Ayurveda division, Sona 
Chandi and AMRI Hospital 
CURRENT J08: Director, Emami 

THE GROUP: Emami Group. A family-held FMCG 
marketer, it focuses on personal care products, 
and has recently stepped up its marketing push. 


AGE: 30 


1 Shrivardhan Goenka 
EDUCATION: MBA from Kellogg 
School of Management 

CAREER MAP: Worked in tea 
packaging division, planning, 
strategy, HR and budgeting 
CURRENT J08: Head of tea packaging division 

of Duncan and Unimer Ltd 

THE GROUP: G.P. Goenka Group (also known as 
Duncan Goenka Group). It has an annual turnover 
of Rs 3,500 crore and has interests in tea and 
fertilisers, among others 


1 1 Amit Kalyani 

« Bharat Forge AGE: 29 
EDUCATION: Bachelor's degree 
in mechanical engineering 
from Bucknell University, 
Pennsylvania, USA 
CAREER MAP: After working for a 
brief period in the US, joined Bharat Forge in 1999. 
Initially played the role of an IT head and set up IT 
systems and processes. Then he moved to 
manufacturing operations. 


CURRENT JOB: Vice President and Chief Technology 
Officer, Bharat Forge 


THE GROUP: Bharat Forge (sales: Rs 689 crore), a 
leading auto parts company, it acquired 
a large forgings company in Germany last year. 


| 12 Neeraj Singh Kanwar 
| EDUCATION: Bachelor of Science in 
Industrial Engineering with 
Specialisation in Management 
Systems from Lehigh University, 
Pennsylvania, USA 

CAREER MAP: Joined as management trainee in 
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American Express in 1993. Became Chief 
Investment (Banking Operations) of Global Finance 
Limited, a group company. In 1995, joined Apollo 
Tyres as Manager (Product Planning and Strategic 
Planning), later moved up the ranks, first as Chief 
of Manufacturing and in 2002 became Chief 
Operating Officer. 

CURRENT JOB: Chief Operating Officer and 
Whole-Time Director, Apollo Tyres 

THE GROUP: Apollo Tyres is the second-largest tyre 
manufacturer in the country with Rs 2,320 crore 
in revenues. 


| 113 eee a 


EDUCATION: Economics (Hons) 
from St. Stephen's College; 
Post-Graduate Diploma 
Automotive Engineering, from 
Cranfield University, UK: M.Sc in 
Automotive Engineering, Leeds University, UK 
CAREER MAP: CEO Royal Enfield Motorcycles in 
2001. Before that he had a long career in 

Eicher. Established the GIS and Digital Maps 
Division. Head of Product Marketing and 
Development in Royal Enfield and Marketing 
Manager in Eicher Tractors. 

CURRENT JOB: Chief Operating Officer, Eicher Group 
THE GROUP: Eicher Group. The biggest part of its 
business is tractors, although it also makes 
motorcycles and automotive components. 







1 Harish Lakshman 
s Rane Group AGE- 30 


EDUCATION: DAV Higher Secondary 
School, Chennai, BE (Mechanical) 
from BITS, Pilani. Masters 

in Management from 

Purdue University. 

CAREER MAP: Worked with TRW in the US for two 
years and joined Rane TRW JV as Assistant 
General Manager in 1998. Moved up to General 
Manager and became Vice President (Marketing) 
in 2002 before shifting to operations and 

exports the same year. 

CURRENT J08: Vice President at Rane TRW 

Steering Systems 

THE GROUP: Part of the Rs 865-crore Rane Group 
that manufactures a range of auto ancillaries. 


15 AGE: 29 


EDUCATION: Schooling from Don 
Bosco and P.S. Senior Secondary 
School, Chennai. BS and MS 
from Stanford University 

= CAREER MAP: Worked for two years 
with McKinsey (1998-2000), worked in Toyota 
Supplier Support Centre in US (2001-02). 

Currently pursuing MBA at Harvard. 

CURRENT JOB: Assistant Manager at 

Sundaram Brake Linings (on sabbatical) 

THE GROUP: Part of the Rs 9,000-crore TVS group 
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EDUCATION: Lawrence School, Sanawar (1989). 
B.Com from Government College, Ludhiana 
(1992), MBA from Huron University, 

London (1994) 


CAREER MAP: Joined the international division 

of Hero Cycles in 1995. Set up Hero ITES, 

a call centre in 2000. Moved back to 

Hero Exports, the export arm of Hero Cycles 
CURRENT J08: CEO of the Rs 204-crore Hero Exports 


THE GROUP: Part of the Rs 9,000-crore Hero Group, the 
largest manufacturer of two-wheelers in the country. 
It also makes auto components, among other things 


17 Neeraj Munjal 

« Hero Group AGE: 37 
EDUCATION: B.Com from Arya 
College (1987), Ludhiana. MBA 
from Bradford College (1987-89). 


CAREER MAP: Son of Yogesh 
Munjal, he started as a trainee 
with Majestic Auto Ltd in 1990 and became its 
chief executive after four years. Became the 
CEO of Hero Exports. Set up Munjal Auto 
Components from scratch in 1998, which 
manufactures gears for Hero Honda. 


CURRENT JOB: CEO of the Rs 50-crore Munjal Auto 
Components 





THE GROUP: Part of the Rs 9,000-crore Hero Group, 
the largest manufacturer of two-wheelers in the 
country. It also makes auto components, among 
other things 


18 Rahul Munjal 
EDUCATION: Bachelor's degree in 
Economics from the University 

.^ of Rochester, USA 

CAREER MAP: Prior to founding 
EasyBill, Rahul, son of late 
Raman Munjal, worked in different functions like 
Manufacturing, Logistics, Sales and Marketing at 
Honda Motorcycles, USA and Hindustan Lever. 
CURRENT J08: Chief Executive Officer of Easy Bill Ltd. 
THE GROUP: Part of the Rs 9,000-crore Hero Group, 
the largest manufacturer of two-wheelers in 

the country. It also makes auto components, 
among other things. 





19 Arun Murugappan 
EDUCATION: Doon school; B.Com 
from Loyola College, Chennai; 
. MBA from California State 
University in 199]. 
CAREER MAP: Started as a shift 
supervisor in Tube Products in 1992 and moved to 
Parry as a sales officer. At TI Cycles, 
he was responsible for Customer Relationship 
Management, besides generating spare parts busi- 
ness of Rs 25 crore in 12 months and became the 
regional sales head for Karnataka, Kerala, and Goa 
CURRENT JOB: Head (Marketing), Prodorite 
Corrosives, a subsidiary of Carborundum 
Universal, a group company 
THE GROUP: Murugappa group. The Chennai-based 
group makes everything from cycles to 
machine tools and sugar to fertilisers, 












and fetched more than Rs 5,266 crore in 
revenues last year 


7 ( ; vem Nanda 


EDUCATION: BBA i (Finance & 
Management), Wharton Schoo! 
of Business 


CAREER MAP: Worked for six 
months with J.C. Bamford, which 
makes earth moving equipment in UK. Joined 
Yamaha Escorts Ltd in 1995 and was involved in 
switching over from a technical collaboration to a 
JV agreement. Became Executive Director of 
Escorts India in 2000. 

CURRENT JOB: Executive Director of Escorts India 
THE GROUP: The Rs 1,200-crore Escorts group. 
which has presence in tractors, construction 


equipment, and finance. 
Nicholas Enterprises AGE: 30 


21 wins 


EDUCATION: BSc (Physics) from 
King's College London (1995), 
MBA from London Business 
School (Class of 1999) 


= CAREER MAP: Did summer 
internship with DSP Merrill Lynch, and in 1995 
worked with Ind Ocean Chase for a year 

CURRENT JOB: Director, Morarji Mills 

THE GROUP: Piramal Enterprises (Rs 2,500 crore). The 
group is into pharma, healthcare, textiles, glass 
packaging, engineering and lifestyle plazas. 


2 2 Jayanta Roy 

«Peerless Group AGE: 27 
EDUCATION: Majored in e-com- 
merce and International Business 
from Cardiff University, UK, with 
special emphasis on how 
e-com can help retail finance 
CAREER MAP: Joined the group in October 2001 and 
spent the next one-and-a-half years travelling to 
the interiors of India, visiting 62 villages and 31 
district centres across North India, South India 
and West Bengal, getting to know network of 
agents, meeting customers and receiving 
feedback from them. 
CURRENT JOB: Group Corporate Co-ordinator 
THE GROUP: Peerless General Finance and 
Investment Co. It's a para-banking powerhouse, 
and mobilised over Rs 3,000 crore from 
investors last year. 








AGE- 30 





Harsh Piramal 











+23 Devdita Saraf 
" Zenith 


EDUCATION: Bachelor’ $ degree 
in marketing, University of 
South California 

CAREER MAP: Launched 

Zenith PC Stores 

CURRENT JOB: Director (Marketing), 

Zenith Computers 

THE GROUP: Zenith Computers. It's a home-grown 
manufacturer of PCs and boasts of Rs 280 
crore in revenues. 


AGE. 22 











verc 





5 
E: 


bt special 








2 4 Malvinder 

s Mohan Singh 
Ranbaxy 
EDUCATION: Doon School, Economics 
(Hons) from St. Stephen's college, 
MBA from Fuqua School of Business, 

+” Duke University, USA 

CAREER MAP: Worked as a Management Trainee with 
American Express Bank in Delhi and Mumbai in 
1993-94. Joined Ranbaxy in 1994 as a Management 
Trainee and worked at different positions in the 
functions of General Management, Sales & Marketing, 
Finance and Business Development. Prior to being 
appointed as President, he had led the India region 
operations as Regional Director soon after his 
successful tenure as Director (Global Licensing and 
Business Development) 
CURRENT JOB: President (Pharmaceuticals) and 
Executive Director, Ranbaxy 
THE GROUP: Ranbaxy. It is the biggest Indian 
pharmaceuticals company and derives more than half 
its income from markets abroad. Topline: Rs 4,530 crore 





2 5 Shivinder Mohan Singh 


EDUCATION: MBA (Health Sector 
Management) from Fuqua School of 
Business, Duke University, USA 
CAREER MAP: Joined Fortis Healthcare 
since its inception in 1997, and has 
also been deeply involved with SRL Ranbaxy 


CURRENT JOB: Joint MD, Fortis Healthcare 




















and SRL Ranbaxy 
THE GROUP: Part of the Rs 4,530-crore 
Ranbaxy Laboratories 
GeNext By The Numbers 
India Inc's scions are young but pack in 
extensive experience. % Age 
AGE GROUP ] 2025 
12 35+ 
23 31-35 
58 26-30 
38 Bachelors 
62 Masters 
Figures in percentage 
WORK EXPERIENCE % Years 
12 13 
23 35 
65 5+ 





Ranbaxy AGE: 29 


INYA INVNId 


_ the time I was in my teens 





Y GROOMING PROCESS WAS VERY DIFFERENT FROM WHAT 
takes place today. Times have changed, India is no longer a 








After completing my senior Cambridge from Cathedral Boys' 
School in Mumbai in 1954, I decided to do pursue Economics (Hons) 
from St. Stephens College, Delhi. I chose St. Stephens college be- 
cause apart from the fact that it was considered one of the best colleges 
at that time (and is even now), | wanted to spend some time in a hos- 
tel. Also, one could graduate from Delhi University in three years time 
instead of four years at Mumbai. 1 chose Economics instead of - 
Commerce for my undergraduate studies because I wanted a broader 
education. After graduating in 1958, I decided, after consulting with my 
father, late Shri Kamalnayan Bajaj, to get training in two group com- 
panies, Bajaj Electricals and Mukand Limited. | | 

To utilise my time better and get a flavour of law, I also joined the 
Government Law College for morning classes in Law and did my LL.B. 
in 1960. I worked for two years in Bajaj Electricals and then for two 
years in Mukand. During those four years, | worked as a junior staff 
In Mukand, during my second year, I was the Purchase Officer of the 
company. This provided excellent on-the-job training and very good 
experience in negotiations and correspondence. Pd 

As I worked for a few months on the shop floor as well in Mukand,, 
I developed a good grasp of engineering methods, reading engineering 
drawings, and how a steel foundry, machine shop, and a rolling mill 
worked. It had been decided from the beginning that I would do my — 
MBA from the US after getting about four years of experience. I had —— 
made up my mind to go to Harvard Business School (Hes) and hence I 
applied only to HBs for admission to their management programme in 
1962. I passed out of HBS in 1964. HBS was a great learning experience. 
Instruction was through the case method and one had to read a great 
deal every day in order to be prepared for three cas lowing day. 
The two subjects I enjoyed the most were Business Policy and Finance. 
jects each day. With 90 students in each section, the discussions were in- 
tense. Initially, it was surprising to find that for the same case, there would 
be a certain number of students with a particular view and as many with 
a completely opposite view. What was important was not only the final 
clearly show one's understanding of the facts of the case, give reasons 
for and against a course of action, and indicate other alternatives that may 
be available to the person taking a decision. One gradually developed a 











"Shaped Me” 


keen analytical ability and became used to 
taking decisions even when facts were, 
sometimes, not complete, i.e., under con- 
ditions of uncertainty. On my return to 
India, it was decided that I will join Bajaj 
Auto and did so on January 1, 1965. Though in a mid- 
dle management capacity, I was still getting on-the-job 
training till April 1968 when I took charge of Bajaj Auto 
as its CEO under exceptional circumstances, which by 
themselves further contributed to my learning process. 

If I am asked what contributed most to my training 
till April 1968 when I became the cro (I was 30- 
years-old and the company had an annual turnover of 
about Rs 7 crore), I will mention three: 

8 My upbringing 

m What I learned at the HBS, and 

m What | learned from my father, especially bet- 
ween 1958-1972, before he passed away in 1972. 

My school, college and my upbringing helped me 
imbibe some basic values. My family was a Gandhian 
family and my grandfather, late Shri Jamnalal Bajaj, is 
considered the fifth son of Mahatma Gandhi. In fact, 
it was at the invitation of my grandfather that Gandhiji 
shifted his residence from Sabarmati near Ahmedabad 
to Sevagram in Wardha in early *30s. 

My father was brought up under the influence 
of Gandhiji, Vinoba Bhave, and Jamnalalji. This had 
shaped his values, character, and life. I am, of course, 
nowhere near Jamnalalji and Kamalnayanji, but hav- 
ing grown up in that atmosphere, I did imbibe some 
values. At HBs, I not only acquired knowledge in the 
various functional areas of business, but, more impor- 
tantly, developed the ability to analyse and take deci- 
sions. One could learn finance, production, and mar- 
keting anywhere. My stint at HBS was extremely use- 
ful in my subsequent business career. 

What I learned from my father during the period 
1958-1972 is extremely difficult for me to explain. 
This learning was completely informal. He did not 
write to me very often and never gave me a lecture. 
He never told me what I should or should not do. 

My father used to be very busy with his business 
and social commitments, apart from being a member 
of the Lok Sabha between 1957 and 1971. What I 
learned from him was during our informal talks, 
which almost always used to take place whenever 
we were together after dinner. My father's ability to 
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Glimpses of the past: (L) Rahul Bajaj (standing left) 
offering a tour of the shop floor to a visitor and (R) 
more recently (standing right) at the trade fair in Delhi 


think, visualise, analyse, and anticipate events was 
phenomenal. He also had extremely strong values, but 
never forced these on others. I did not learn any spe- 
cific subjects from my father during our talks. But | was 
amazed at his abilities, abilities that are essential to be 
a successful entrepreneur. He also had strong views vis- 
à-vis business, customers, and employees. There were 


What I learned from my 
father was complete! 
informal. He never told 
me what | should or 
should not do 


many things he used to say in this connection. A 
small thing that I remember is his strong belief in 
the need to give excellent quality nutritious food at 
lunchtime to all employees at a subsidised cost. He used 
to mention what Gandhiji used to say about à customer 
being the most important person for a business. 

What does a business school teach its students? To 
motivate employees and to be close to the customer 
and to know what he desires. What my father used to 
say was no different, though the words used were sim- 
pler and hence more effective. I must emphasise that 
even after I became the CEO of Bajaj Auto, I have 
continued to tread the learning path. Though | tend to 
talk a great deal, | also try to listen as much. I try to 
find out what the customers and employees desire. 

I have, I believe, successfully completed, the process 
of handing over the baton to the next generation and 
a young team of management. The process started 
around 1997 and will be complete by April 2005. 





Rahul Bajaj is the Chairman & MD of Bajaj Aut 
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mass market. And a marketing opportunity goes abegging 
as companies ignore the commercial fallout of this 
sociological phenomenon. sy PRIYA SRINIVASAN 


HEN KESHAV JADHAV, A 20-SOMETHING 
janitor at an apartment complex in 
central Mumbai saunters in to work 
on any given morning, he looks no dif- 
ferent from the brat pack gracing the 
scenes in the latest Bollywood blockbuster and by 
that logic no different from his more fortunate 
contemporaries lolling about in college campuses. 
Fake Adidas T, ditto for the shoes, ‘boot cut’ low- 
rise jeans and a cap worn (peak facing backwards) 
complete the picture of cool. In minutes though he 
is in regulation blue uniform, mop in hand, en- 
quiring about leaky drainpipes. 





The fashion shown in risqué MUSIC VI 


irreverent or not, it has served to take fashion, lik 


It is no different with Akram Khan, a youngster 
working at a stitching unit in suburban Mumbai. With 
a salary of Rs 3,500 a month, he keeps aside enough for 
food and rent, then scours roadside stalls selling cheap 
couture for the latest cuts and styles. His friend Imran, 
who mans one such roadside stall selling every style con- 
ceivable in blue denim at a starting price of Rs 100, is 
himself clad in flared black jeans, crisp white shirt 
and purple sunglasses pushed back on his head. “Ive 
given up wearing those stitched trousers,” he states 
pointing to a passerby. “It’s important to look with it.” 

As for the clothes Imran peddles, he may not know 
their ‘English’ names, but that hardly bothers him or his 
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HIGH STREET vs MASS MARKET 


LOW-RISE JEANS 


Wrangler (Rs 995-1,500) ^ Imitation (Rs 200) 

Levi's (Rs 999-2000) Imitation (Rs 200) 

Lee (Rs 1,099-1799) Unbranded (Rs 100) 
HAIR COLOURANTS 

L'Oreal Excellence (Rs 399) Unbranded (Rs 18) 


Garnier Colour Naturals (Rs 99) 
+ NAIL POLISH 


Lakme (Rs 55 onwards) Chinese brands 

Elle 18 (Rs 20 onwards) (Rs 10 onwards) 
BODY GLITTER 

Store brands (Rs 135 onwards) Unbranded (Rs 10) 
ANKLE LENGTH CRUSHED SKIRTS 

Store brands (Rs 450) Unbranded (Rs 100) 
DESIGNER FOOTWEAR 

Store brands (Rs 600 Unbranded (Rs 100 

onwards) onwards) 
FLOATERS 

Nike (Rs 900) Unbranded (Rs 75) 
I-SHIRTS 

Polo (Rs 350 onwards) Imitation (Rs 100) 

Lee (Rs 399-700) Imitation (Rs 100) 

Imitation Adidas (Rs 49) 
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customers. "Do you want to see some ‘monkeywash’ oi 
"balar' jeans?” he enquires referring to sandblaste: 


jeans (the reference to the monkey obviously comes fro 
the brown shade) and cowboy style denim with tasse 
running down the sides (‘jhalar’ is tassels in str 


speak). Karim, at the next shop does one better, “hi 
about these ‘anti-fitting’, ‘cheetah wash’ or ‘mon! 
tubelight’ pairs?” he says. Monkey Tubelight? “Oh 
those are the ones with huge white 
Khan wears all the time,” he offers helpfully, referrin 
to one of Bollywood’s biggest stars. He helpfully add 
that newcomer Zayed Khan inspires anti-fit jeans a 
Shah Rukh Khan, “the fastest selling—it is called pat 
wash.” For the record, Karim sells about 25 pairs 
high-fashion jeans priced at anything between Rs 1! 
and Rs 250 a day at his stall in downtown Mumbai 
This isa SLOT about how tashion 


patches that Sali 


the prerogative OT high-incom: households, about 
how couture has turned de rigeur for just abi 
the 


sories, footwear (Kavita, a household help in dow: 


body. It is a story about hairstyles, cl 


town Mumbai has just invested in a pair of pink p 
form heels and a pair of Osho style flats wit! 
quins), hair colour (a quick glance around the se 
class ladies compartment of a Mumbai local mal 
wonder if anybody wears their hair black an) 
even body glitter (this hot selling fashion 
available for as low as Rs 10 per tube) 

The influence of films and tele-serials coup! 
with the explosion in the retail sector, high 
posable incomes and, of 








course, cheap surrogates have 


together unleashed a new 





fashion-crazy being who is 
fairly ubiquitous on the 
urban landscape today. 
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The most arresting feature in 






all of this IS the sheer speed 
at which fashion travels to 
the streets. “We get new 
stock the day of the release 
of a new movie here.” 
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a roadside jeans vendor 
gesturing to the Eros cin- 
ema hall featuring a hit 
Bollywood film across the 









road. “Sometimes. even the 






previous day,” he adds. 





meant to capture the irreverent attitude of youth. 
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*Fashion spreads so fast that it hardly gets on the 
ramp and you see it on the streets—in fact, sometimes 
you see it on the streets even before it makes it to the 
ramp in India since it was probably part of the previous 
season in Europe and the export surpluses make it to the 
streets,” says Mumbai-based designer Krishna Mehta. “To 
top it all, it penetrates the market at dirt cheap rates.” 

“Over the last year or year-and-a-half, we find 
that the domestic demand for very cheap fashion has 
simply surged and local manufacturers seem to have re- 
alised that the lower end market particularly is doing ex- 
ceedingly well,” says Renuka Vaswani, Head of mer- 
chandising at Alisha Garments, a leading export house. 

Advertisers have been quick to catch the trend. “For 
the last year or so, we have been following a uniform por- 
trayal of characters in our ads,” explains Prasoon Joshi, 
National Creative Director, McCann Erickson. “A pair 
of boot cut jeans and crushed cotton shirt, for instance, 
cuts across consumer segments today. Very specifically, 
Bollywood is the biggest influencer and you only need to 
watch out for what Salman Khan or Vivek Oberoi are 
wearing to put your finger on the pulse.” 

Channels like MTV have got the mass segment 
figured out to the last T. “We live at a time when 
imagery is everything. We deliberately retain the veneer 
of SEC A (the highest economic strata) in the channel 
though 80 per cent of our programming is in Hindi, 
since that is (SEC A) the aspirational element. The vjs have 
to have a certain look in order to retain that aspirational 
element,” says Cyrus Oshidar, Creative Head, MTV. 
The phenomenon isn’t just about commerce; 
it is nothing short of a major sociological shift. 
“Identities are increasingly being defined by an 
accumulation of signs,” says Dr Anjali 
Monteiro, Professor and Head of Media 
Studies at the Tata Institute of Social Sciences. 
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“Today, the signs can be accessed by anyone—it could 
be a cheap cellular phone or fake accessories, but 
wearing the sign is most important.” 

Bollywood has always influenced fashion in the 
mass market; now, the couture factor has pushed out 
the kitschy costumes of the 1990s and transformed 
Bollywood heroines into aspirational figures for the 
higher economic classes as well. “Today, Bollywood in- 
fluences fashion for the masses as well as the classes” 
says Manish Malhotra, the designer for a string of 
Bollywood hits ranging from the hugely successful 
Shah Rukh Khan starrer, Kuch Kuch Hota Hai, to the 
more recent Rani Mukherji starrer, Hum Tum. “I do a 
lot of non-resident Indian wedding gear and believe me, 
Bollywood is the benchmark,” he adds. 


The Price Factor 


The mass market for fashion can be penetrated only 
through price. A walk down any of the street side shop- 
ping hubs in any Indian metro will establish just how low 
prices can fall. A pair of boot-cut low waist jeans can be 
had for Rs 100, ankle-length layered peasant style skirts 
(yes, the sort that models sport currently) can be had for 
less than that, crushed cotton shirts for less than Rs 
50, fake Adidas or Nike tees for Rs 49, hair colourants 
for less than Rs 20, body glitter for Rs 10 a tube, 
‘Chinese nail polish’ for Rs 10 a bottle.... 

Here is how it works. In the apparel business, all 
fashion gear finds its genesis in some way or 
the other in the export market. With 
leading fashion labels like 
Abercrombie & Smith, Gap, Old 
Navy and countless others sourc- 
ing their wares from India, a lot 
of the export surplus (rejects) 
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makes it to the domestic market. Export reject branded 
tees and jeans are sold to agents for as little as Rs 40, 
says one exporter. However, that is not enough to 
satisfy the sea of demand that has cropped up. 

A manufacturer cum vendor reveals a simple strat- 
egy: "Many of us are manufacturers for exporters. 
We deliberately overestimate the bale requirement 
when the order comes in, which leaves us with hun- 
dreds of surplus meters of export quality fabric that we 
either sell to agents who then get the stuff stitched or 
we just stitch the clothes ourselves, put different brand 
names on it and offload it in the market." 

“You can never trace these stocks back to any 
single source" says a leading exporter. “Often 
agents just come by and pick up stacks of surplus la- 
bels from us, these are obviously getting stitched on 
to stitched fabric." The reference point for the de- 
signs is obviously the export market. 

In categories like shoes, cosmetics and some other 
forms of apparel, imports from China and South 
East Asian countries has caused a shift in the market. 
"Chinese imports have changed the tastes of the 
Indian public," says Mohammad Khan whose ‘One 
Dollar Shop’ in central Mumbai stocks only imports 
from China and Thailand. At a neighbouring shop, 
cosmetics salesman Ketan Shah says that Chinese 
imports in nail polish and hair colour are considerably 
cheaper than the Indian brands. 


The Marketing Challenge 

There is clearly a humungous opportunity for a host of 
branded players to tap this consumer segment. A clear 
indication in the apparel category is denims, where the 
value for money fashion category (jeans priced be- 
tween Rs 350 and Rs 700) sees the fastest growth in the 
sector at 50 per cent per annum while the super pre- 
mium category (Rs 1,000 and above) is growing at 25 
per cent, according to Janani Subramaniam, Brand 
Manager, Wrangler, at Arvind Brands. Brands like 
Newport, Ruff and Tuff, Flying Machine and Killer 
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already operate in this segment. 

The story is quite different with 
cosmetics where Anil Chopra, Head of 
Lakme Lever, explains that the growth is still in the 
premium segment that grows at 20 per cent per an 
num vis-a-vis a sectoral growth of 12-14 per cent. The 
reason for the sluggish growth for entry-level brands 
is simply that entry-level offerings of leading brands 
like Lakme sell for about five times the going-rate of 
low-priced competitors. That's a story that is re 
peated in the case of shoes too. 

The absolute necessity to correct this anomaly is 
highlighted by a few simple statistics: in the denim and 
tees categories, 50 per cent of the market is unorgan 
ised while in categories like cosmetics the corresponding 
proportion is a whopping 70 per cent. 

Large players like L'Oreal in the hair colourants 
segment have already introduced products for var- 
ious consumer segments, but the cheapest is still a 
steep Rs 99, The company, however, is not per- 
turbed by the possibility of more brands crowding 
the market. In fact, it could be a sign that the mar- 
ket is developing says a spokesperson. 

The other challenge for marketers is quite simply 
the ability to keep high-street fashion ahead of street 
fashion, especially since prices on the high street are 
already seeing an impact. "Typically, we would need 
to price fashion higher, but we believe that we offer 
value for money and we need to keep the prices at the 
levels that we do in order to see volumes," Says 
Beena Mirchandani, Head (Merchandising), 
Pantaloons. “It’s just going to keep getting worse 
everyday, but then this what markets for fashion go 
through internationally; we will just have to keep 
running to stay ahead,” adds designer Mehta. 

She is right. It is definitely going to get worse, par- 
ticularly for big brands and designers alike. Just wait tll 
a smart start-up launches branded nail polish sachets at 
Re 1 or hair colour sachets at Rs 5 or branded jeans at 
Rs 100. That should set the cat among pigeons. @ 
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The Human Face 
of Industry 


The year 2004 is a significant year for the Tata Group as it marks the death centenary of 
Jamsetji Tata, and the 100th birth anniversaries of J.R.D. Tata and Naval Tata. 

These are the leaders who left an indelible mark on the Tata Group, on industry and on the 
country. Much of their enterprise was an expression of self-belief that the country could 
manufacture steel, generate power and use modern technologies. From building India's first 
luxury hotel, to pioneering civil aviation, to taking the lead in the development of harmonious 
industrial relations in the country, the Tata Group has been driven by the vision of its leaders. 

This vision also emphasized the importance of returning to society the wealth that was 
generated. Over the years, the Tata Group has funded and established schools, hospitals, 
community centres and institutions of higher learning. It has also extended support towards 
management of natural resources, livelihood and other welfare projects across India. 

Built on the cornerstones of integrity and honesty, for over 100 years, Tata stands for trust in 


any language or dialect spoken in this vast land. 


A Century of Trust 
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TATA 
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Jamsetji N. Tata (1839. 1904) 





J.R.D. Tata (1904. |] 993) 





Naval Tata (1904. 1989) 
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With rains 
playing truant, 
experts 
predict zero 
growth in 
agriculture 
this year. But 
it's not just 
the farmers 
who'll suffer. 


BY ASHISH GUPTA 


Why The Weatherman 


NTIL A FEW WEEKS AGO, THE INDIAN 

Meteorological Department (IMD) 
had predicted even and above average 
rainfall across India. Now we are told that 
the monsoon is retreating. Why can't 
the iMD ever get its predictions right? 
According to Kapil Sibal, Union Minister 
of State for Science, Technology and 
Ocean Development, it’s because the 
imp doesn't have state-of-the-art equip- 
ment. Besides, says B.P. Yadav, Director, 





HE USUALLY COMATOSE 


offices at New Delhi's 
Krishi Bhawan, hous- 
ing the all-powerful 
agricultural ministry, 
are buzzing with a new sense of ur- 
gency. Panicky babus can be seen 
scampering up and down the build- 
ing's long and dusty corridors, get- 
ting into and out of meetings. But it 
is Room No. 125 on the first floor 
of Krishi Bhawan—the office of 
agricultural secretary, Radha 
Singh—that has virtually become a 
“war room", with ministry man- 
darins flitting in and out with files 
marked “urgent and important", 
and phones ringing off the hook. 
In.many ways, a battle it is. With 
rains showing no signs of hitting 
northern, western and some parts of 
southern India, the country may be 
heading into its second year of 
drought in a span of just three years. 
And more than anybody else, it is 
the Congress-led UPA government 
that should know what a drought 
could do to its political prospects. 
This year, confounding all predic- 
tions to the contrary, the Congress 
swept back into power, courtesy 
India’s poor (largely farmers), who, 
still struggling for a square meal, 
couldn’t see reforms—the plank on 
which the previous BJP-led NDA gov- 
ernment fought the elections— 
touching their own lives. On July 1, 
the Prime Minister announced a 
slew of relief measures in Andhra 


Can’t Ever Get It Right 


Pradesh, which included a Rs 60- 
crore assistance from the Calamity 
Relief Fund, an additional 1.82 lakh 
tonnes of foodgrains, a new Seed 
Act to standardise quality, time- 
bound help from banks to ensure a 
steady income for drought-stricken 
farmers, and the supply of entitle- 
ment cards to agricultural families to 
meet their basic needs. 

Agriculture secretary Singh’s 
brief, then, is to ready a contin- 
gency plan that can be rolled out 
once the states revert with details of 
their requirements. But it is already 
evident that farmers are running 
out of time. On July 21, when the 
Met department came out with its 
latest forecasts, the country had al- 
ready witnessed a 12 per cent defi- 
cient rainfall (12 per cent less rain- 
fall than the 50-year average). Seven 
states, including the Vidharbha 
and Marathwada regions in 
Maharashtra, Telangana in Andhra 
Pradesh, Punjab, Haryana, west- 
ern Uttar Pradesh, Rajasthan and 
Gujarat have all experienced short- 
falls ranging anywhere between 
20 and 40 per cent. 

But the ministry says that “it is 
too early to push the panic button; 
things are not as bad as 2002”. 
According to the ministry’s calcu- 
lation, farm growth is likely to drop 
only half a percentage point over the 
projected growth target of 2.3 per 
cent for this year. Part of Singh’s op- 
timism stems from the fact that two 


more months of monsoon (August 
and September) still remain. And 
the other part: “Any shortfall in 
crop production can be offset by 
the growth in allied activities like 
poultry and fisheries,” says Singh. 

Most economists, however, think 
the ministry is being too sanguine. 
Says Subir Gokarn, Chief Economist 
at credit rating agency CRISIL: “In the 
previous year, agricultural growth 
moved beyond the trend line, and it 
will be difficult to repeat that this 
year. I see no growth in agricul- 
tute.” Prof Ramesh Chand, Head 
(Agriculture Department), Institute 
of Economic Growth, is even more 
pessimistic: “The growth rate could 
go down to zero or negative if the 
rainfall continues to remain defi- 
cient till July-end." 

Production of coarse cereals—the 
staple food of many poor families— 
can really skid this year. Till July 14, 
jowar, bajra and maize had been 
sown in only 112.82 lakh hectares 
compared to 139.82 lakh hectares 
last year, primarily because of in- 
sufficient rains in Andhra Pradesh, 
Madhya Pradesh and Rajasthan. 
Similarly, the area under cultiva- 
tion for pulses and sugarcane, too, 
has shrunk by around 7 lakh 
hectares and 7.39 lakh hectares re- 
spectively, compared to last year. 
Fortunately, the early rains have 
helped to put greater area under 
rice and cotton cultivation. 

What does the contingency plan 





| 


. 
" a aep IA see Cue aimi. ta % 





indian Met Dept 


AUGUST 15 2004 BUSINESS TODAY 71 


bt economy 





have by way of response? As a sen- 
ior ministry official explains, “It 
will be a kind of survival strategy 
that will not only include the poor 
farmers and other vulnerable sec- 
tions of the society—children and 
the elderly—but also the livestock 
population." The emphasis will 
clearly be on the Food for Work 
programmes—primarily creating 
and repairing water bodies (some- 
thing that was an important focus of 
P. Chidambaram's new Budget), 
with the funds being provided from 
the Calamity Relief Fund (three- 
fourths will come from the Centre 
and the rest from the states). While 
the ministry is still not giving out the 
exact figures of how much it is will- 
ing to spend, indications are that 
it could be in the range of a few 
thousand crores, since moving 1 
lakh metric tonnes to the drought- 
hit regions costs Rs 100 crore. 
Providing relief to the poor is 
just one part of the problem. The 
adverse impact on agricultural pro- 
ductivity can fuel inflation, inflate 
the fiscal deficit, reduce agricultural 
exports, harden interest rates, result 
in lower GDP growth and drasti- 
cally pull down demand for indus- 
trial goods because as much as 40 
per cent of the consumer goods are 
sold in the rural areas. A good ex- 
ample of this is the impact of the 
poor monsoon of 2002 on various 
companies. The revenues of tractor 
companies fell by around 30 per 
cent, that of fertiliser firms by 4 to 6 
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per cent, Hero Honda, a two- 
wheeler major, saw its growth fall 
by 40 to 14 per cent, and cement 
companies reported halving of sales 
to about 7 per cent. 

No wonder then that most mar- 
keters are looking at the current 
situation with a lot of circumspec- 
tion. Says Salil Kapoor, Head 
(Marketing), LG Electronics India: 
"Sentimentally, the effect (drought- 
like situation) is immediate. The 
will to buy drops considerably. 
Instead of spending on durables, 
people hold back the money for 
future use." Kapoor should know 
since as much as 60 to 70 per cent 
of LG's Rs 4,500 crore in annual 
revenues comes from rural and 
semi-urban areas. 

According to Ravi Zutshi, Dir- 
ector, Samsung India, a fifth of 
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Agricultural growth has a direct 
corelation to rains. 
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whose consumer electronics sales 
comes from the rural and semi- 
urban areas, the impact will be felt 
only by Diwali or early next year, 
since the impact of last year's good 
monsoon (2003) still continues. 
For the FMCG sector, the problem 
of a lower disposable income not 
only results in a reduction in the 
overall expenditure, but also to 
downgrading—moving to items at 
lower price points. Explains Ashish 
Jain, Manager, ICRA: "Even in a 
drought-like situation, the markets 
may not shrink in terms of vol- 
umes, but there is a definite shrink- 
age in value terms." 

Of course, a 15 per cent shortfall 
by July 21, 2004, is really nothing 
compared to the 49 per cent short- 
fall witnessed in July 2002—the 
worst in the nation's 100-vear his- 
tory. And for those who are more 
statistically minded, only 17 of the 
36 meteorological divisions have 
reported deficient rainfall, while in 
2002 the number was around 22 

The bottomline: If rains do 
come in August and September, 
most farmers should still be able 
to salvage what's left of their sow- 
ing season. Even if the rains fail, the 
GDP may still grow at around 6 per 
cent, thanks to the robust growth in 
services and manufacturing. But 
for millions of poor farmers, life 
will get a whole lot tougher. And so 
will it for the UPA government, 
whose stated goal is to give the 
farmers “anew deal". Œ 


Purchase price is not the only consideration while buying lighting. There are many 
advantages of the Philips’ MASTER Collection, a premium range of lighting products: 
e Better quality lighting translating into enhanced employee productivity. 

e Minimum running cost due to optimum energy consumption. 

e Reduction of maintenance. 

e Savings of upto 45% in lighting costs. 

e Get a payback on your investment in less than a year. 

To find out how your company could benefit from Philips’ MASTER Collection, 


click on the Qu at www.lighting.philips.co.in 


— a w 
tigori? 


To use lighting in the most effective and scientific way; please contact our Lighting Design and Application Center (LIDAC) 


PHILIPS 


ntact Numbers - Eastern Region: 033-24753621, Northern Region: 011-23353280, Western Region: 022-56912000, Southern Region: 044-55501151, 080-56929800 





IT’S A TOUGH ONE. FOR IF THE BT-INDICA RESEARCH 
Index of Consumer Sentiment (BT-IRICS) for 
July 2004, at 169, stands at its highest in the last 
24 months, shouldn't we be feeling great as con- 
sumers? Not really, for even while the index— 
which measures consumer confidence across 10 
major cities—may have inched up six points from an 
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Real? 


already *feel-good' high of 163 in February 2004, vir- 
tually on all counts, barring job prospects and prices, 
consumer sentiment is down. 

Price-adjusted real income is down almost a third 
and so is expectation on income and business envi- 
ronment. Purchase intent for big ticket items such as an 
automobile or a durable is down, with the only solace 
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VIVAN MEHRA 


A surge in job optimism 
pushes the BT-IRICS to a 
two-year high. Everything is 
not hunky-dory though. 


BY SHAILESH DOBHAL 


being a sharp rise in the propensity for impulse/dis- 
cretionary spends and less savings. 

"The environment of buying has definitely 
slowed down. For durables, it is down almost a 
quarter, year-on-year, right now," says Ravinder 
Zutshi, Director, Samsung India Electronics. 
Indecisive elections, an ambivalent budget, and to 
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Confidence is at an all-time high in the 
last 24 months. 







169 
158 — 163 
100 | 133 
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Index based on the assumption that a consumer confidence score of 12 in Aug. '02 i¢ equal to 10 





Scores across the board are lower compared to pre-election, pre-budget & monsoons 
GOOD SAME WORSE 


Financial Status 8 > ee 

As Compared Fab M 30 43 2] 
To Last Year ‘ve 2002 mes n 

Business "^" 36 " O 

Conditions This — '*^ 2004 46 27 7 
Year Aug 2002 19 29 

Jul. 2004 33 55 12 

Income This feb 2004 49 4] | 

Year  , 202 30 17 3 
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For how else would you explain low scores on just about everything else? 
GOOD SAME WORSE 


A Jul. 2004 

Financial Status ý 32 32 16 
Feb. 2004 45 41 4 

Next Year pi : - i 

Aug. 2002 31 38 

Business lul. 2004 29 53 18 
Conditions Next Feb. 2004 43 37 30 

Year Aug 2002 20 3 ; 
Employment ^" 18 30 52 
Aug. 2002 10 16 73 





Prices In The Jul. 2004 4 19 77 
Next 12 Feb. 2004 2 87 
Months Aug. 2002 6 5 

Income In jul 2004 31 48 21 

Relation tO Feb. 2004 48 35 17 

Prices ^, 2002 20 45 32 

Though willingness to buy durables or automobiles have come down 
GOOD WORSE 

Jul. 2004 24 66 

Spending Feb. 2004 18 78 

Aug 2002 20 74 

jul, 2004 61 25 

Buy Durables Feb. 2004 67 23 
Aug 2002 57 

Jul. 2004 54 26 

Buy Auto Feb, 209 61 25 
Aug. 2002 50 





Ali figures are in percentage 
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Feeling low: The truant monsoon doesn't help 


31% DECREASE in the number of people (26 per cent in R6 versus 57 per cent in R5) 
O who believe that their REAL INCOME, after adjusting for inflation, has gone up 


22% DROP (64 per cent in R6 versus 88 per cent in R5) in consumers who think they 
O will SAVE MORE 


UA DROP (45 per cent in R6 versus 65 per cent in R5) in the number of people who 
O say that it is a GOOD time to BUY an AUTOMOBILE 


STATUS QUO in the number of people (14 per cent in R6 versus 14 per cent in 
R5) in the number of people saying that employment will be GOOD next year 


4°, DECREASE in consumers (61 per cent in R6 versus 65 per cent in R5) who believe 
O that it is a GOOD time to BUY a DURABLE 


Income Compared To Last Year — — Financial Status Next Year —— Business Condition Next Year 





@ Good Ni Same "Bad NR Others Comparative figures are for July 2004 (R6) over February 2004 (R5) — Figures are in percentages 


W* DO CONSUMERS IN THE NORTH FEEL SO BAD? REAL INCOME EXPECTATIONS ARE DOWN, 
and it appears to be a bad time for either buying a durable, an automobile, or 
even looking for a job. It didn't help that the author of the feel-good spiel Bharatiya 
Janata Party was routed in the elections. And to top it all, a bad monsoon has added 
to the gloom, because agriculture sustains not just the rural areas, but small and 
medium businesses in smaller towns as well. 
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Still bullish: Job optimism is at a high 





1% JUMP (43 per cent in R6 versus 42 per cent in R5) in consumers who say their 
O price-adjusted REAL INCOME has gone UP 


49. RISE in the number of consumers (57 per cent in R6 versus 53 per cent in R5) who 
O want to SAVE MORE 


39. DROP (67 per cent in R6 versus 70 per cent in R5) in the number of people who 
O say that now is a GOOD time to BUY an AUTOMOBILE 


99; INCREASE (21 per cent in R6 versus 12 per cent in R5) in the number of people 
O who say that the job market will be GOOD next year 


1% DROP (68 per cent in R6 versus 69 per cent in R5) in consumers who say that now 
O is a GOOD time to BUY a DURABLE 


Income Compared To Last Year Financial Status Next Year Business Condition Next Year 
| Feb, 04 
1 










1 
dut 04 


Jul. '04 ? hu. 
W Good Same "Bad W Others Comparative figures are for July 2004 (R6) over February 2004 (R5) Figures are in percentages 


|: IT JUST THAT IT HAS LIVED WITH SO MANY BAD MONSOONS IN A ROW NOW THAT THE SOUTH DOESN'T 
seem to care for the rains any longer? “I speak to my friends and we don't see the 
drought (well, if there is one) affecting even shampoo sales. All the industries in the South 
look bullish," says C.K. Ranganathan, CEO, CavinKare. Real income expectations are 
up and job optimism is at an all-time high. Blame it on the new economy. 





LOOKING FOR A WIDER PERSPECTIVE? 


Is your organisation equipped to take on the next 
level of change? Does your core team have the 
business knowledge to stay abreast of 
developments in an evolving environment? 


The message is clear. Get ahead or get left behind. 


The ISB has designed the Accelerated 
Management Programme for Senior Managers in 
your organisation. It will provide a general 
management overview, including leadership and 
change management. It will also help participants 
broaden their understanding of the total 
enterprise and succeed in a rapidly changing 
environment. 


Developed in tandem with the Kellogg School of 
Management, London Business School and The 
Wharton School, the ISB keeps students in the 
know of the latest management trends in the 
global arena. And ensures their relevance in the 
new world. 


—— ——— Partner Schools 


London 
Scheel ol MOPS VW KITY of PEXMITLVANIA 


Accelerated Management Programme 


Faculty : Ananth lyer - Purdue University 


Atul Nerkar - Columbia University 
Amitava Chattopadhyay -INSEAD 


Bhagwan Chowdhry -UCLA 
Suren Mansinghka - HKUST 
V. Sambamurthy - Michigan 


State University 


Date : November 19 - December 04. 2004 
Fee : Rs. 2,98,000 
For whom : Senior Functional/Business Managers 


For more information, call Lakshmi 
at 040-2300 7041/42. Or email execed@isb.edu 
www.isb.edu/execed 


GISB 


Get future ready 


Centre for Executive Education * Indian School of Business * Hyderabad-500 019 








Steady state: Savings are up, but growth's there 
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89. DROP (19 per cent in R6 versus 27 per cent in R5) in consumers who say their 
O REAL INCOME has gone UP 


89. JUMP (96 per cent in R6 versus 88 per cent in R5) in the number of people who 
O say they will SAVE MORE 


194 INCREASE (42 per cent in R6 versus 41 per cent in R5) in the number of people 
O who believe that now is a GOOD time to BUY an AUTOMOBILE 


5% JUMP (11 per cent in R6 versus 6 per cent in R5) in consumers who are 
O optimistic about JOB opportunities next year 


239. DROP (48 per cent in R6 versus 71 per cent in R5) in the number of 
O consumers who believe that now is a GOOD time to BUY a DURABLE 


Income Compared To Last Year FinancialStatus Next Year — — Business Condition Next Year 
Feb. '04 





m Good MiSame "Bad S Others Comparative figures are for July 2004 (R6) over February 2004 (R5) Figures are in percentages 


HE ONLY BRIGHT SPOT FOR THE EAST IS PERHAPS A FIRST-EVER SURGE IN JOB OPTIMISM. FOR EVEN 
i frre consumers across other regions have voted for less savings, in the East the 
percentage of people who think they will save more has gone up from a high 88 per cent 
to 96 per cent. And the region's already low expectations on business environment, family in- 
come and durable purchases have dipped even further. “There is no wild boom in the 
markets but there is a steady growth,” says Jayashree Mohanka, Marketing Head, Eveready. 


WE T Jobs Aplenty 





What me worry?: There's no stopping the buyers 


VuH3JIN NYAIA 


21% DROP (30 per cent in R6 versus 57 per cent in R5) in the number of people 
O who say that their price-adjusted REAL INCOME has gone up 


30% DECREASE (59 per cent in R6 versus 89 per cent in R5) in consumers who 
O intend to SAVE MORE 


5% DROP (54 per cent in R6 versus 60 per cent in R5) in the number of people who 
O believe that now is a GOOD time to BUY an AUTOMOBILE 


0%, INCREASE (20 per cent in R6 versus 11 per cent in R5) in the number of 
O consumers who are OPTIMISTIC about JOBS next year 


1 DROP (62 per cent in R6 versus 63 per cent in R5) in the number of consumers 
O who believe that now is a GOOD time to BUY a DURABLE 
Income Compared To Last Year —  FinancialStatus Next Year — — Business Condition Next Year. 
2 
9 
" 


Ei Good MiSame © Bad W Others Comparative figures are for July 2004 (RG) over February 2004 (RS) — Figures are in percentages 





LEARLY, CONSUMERS IN THE WEST ARE LIVING FOR THE PRESENT. "THERE IS NO MAJOR DETERRENT 

to spending. And even if there is no feel-good factor, | see no feel-bad factor either,” 
says R.L. Ravichandaran, Vice President, Bajaj Auto. Job optimism is high, discre- 
tionary spends are high, and even the intent for durable purchases remains high. Poor rain- 
fall? The effects won't kick in for a good six months, so why worry now! 


] DEQ IPAH 
i 210)0 $ 1 t bt A j HPW dTeuuawu) E | i , 
^ MINJPUCAL) y uj t IO V POLO Curie "1 


u s "on i T neuewnt 
as0pe X ut pe dus j INO? Milt Ie ^ursueqnug . ! Me 
unor j MOUNONI | "urtupn] i | ureSdipuru) 
VW :3N07 15V3 ! indier inpr iu» NO :JMOZ HINON 
"HIS -3 £ ; 
uoesin? »und i 5 Mw Of) ) ] VV 340pul 
ror je Tw r , ISP } | 1 € , , " 7 " 
pegqesuesny indveurow l 4 g - : nH iai i POYGA gequimw INOZ ISIM 5243102) 20(A:0$ pur SAPs 
jej prqrpauyy 5 t ) e d l 


OOZ judy '"1e501ny :324n0S$ aseayiyy 
[043d OZ pue josaijoqun| 6'T Uj “sed Aunxny inq-[[3 ysow 9u 1 


uro» ojne-epoxys MM 'eIAP)2Q UP J3]j3q ULI eIAP)2Q ue AjUO jeu JOON 'sde» 
qnu Ápua pue 3[0suoo aJjua2 »I]jeyau) Ssauisnq *j$3J uie DIWOUOBIa 'siouas]ut 
UBISAP pepiuuj ‘PHOM au ut as[» aiayMOU pue eipuj ui SLUT} Isi BY} JO} MOU 
puy 100q paq s|qnop an 87S snomeds 'siaziuxeui Aj3jes yuasiyja}U) ‘auIBUAa 
pajuajed anbiup) ‘jaays jo Ápoq paupjeuium agi e 0} SWY 6'81 9[qejeaqun uy 





ITIN 


&/^PI2Qepoys məu-jje au 





n 


» 


'HSI1A LS 1SOW 3HLMON SI NYD AMPIXITI LIIRS-TISM Lsow IHL 








S68T IONIS 
ALI'TVOO HLM 03553S580 


bt consumer confidence 


top it all, a truant monsoon, have 
clearly played spoilsport with what 
looked like a perfectly laid out 
party earlier this year. 

The stockmarkets, ruling at close 
to 6,000 even till early May, tanked 
almost 1,000 points, wiping off 
nearly Rs 2 lakh crore of investor 
wealth. And consumers still seem to 
be adjusting themselves to the imp- 
act of the budget, and holding on to 
their purse strings for now. 
Confusion still abounds on 
the exact impact of Finance 
Minister P. Chidambaram's 
proposals, favourable or 
unfavourable, on consumers’ 
finances, with a split right 
in the middle amongst 
1,200-odd consumers that 
BT-IRICS spoke to. What the 
budget seems to have given 
with one hand (in terms of 
hiking income tax limit to Rs 
1-lakh, and unchanged small 
savings rate), it has taken 
away with another through 
a blanket 2 per cent cess on 
all taxes other than sales tax 
and the hike in service tax. 

A hurriedly cobbled to- 
gether rag-tag coalition in 
the United Progressive 
Alliance, with its biggest sup- 
porter, the Left Front, opt- 
ing to remain outside the 
government hasn’t helped 
assuage fears of political 
instability either. “There is 
also this element of poor 
delivery expectation from 
this government,” says 
Ashima Goyal of the Indira 
Gandhi Institute of Deve- 
lopmental Research (IGIDR). 

"The budget did not 
have much impact on consu- 
mer expendables, though the feel- 
good of earlier this year has some- 
what rubbed off, and the possible 
monsoon failure will impact with a 
delay," says Sunil Duggal, Chief 
Executive Officer, Dabur India. 

What's intriguing, though, is this 
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huge optimism on jobs, and that 
alone is keeping the sentiment up. 
There is even a slight and surprising 
positive feel on prices coming 
down, even while inflation has risen 
from 5.9 per cent in February this 
year to 6.5 per cent right now. 
What explains this turnaround? 
For, in the last two years of BT-IRICS, 
it was precisely this perception of 
jobs and prices that was holding 
the index down. 


HOW WE DID IT 


e Total sample 1,217 


e lOcities: Delhi (121), Mumbai (122), 
Chennai (118), Bangalore (128), 
Hyderabad (120), Kolkata (120), 
Ahmedabad (120), Lucknow (123), 
Cochin (120) and Nagpur (125) 


Purely random sampling process; 598 male 
and 618 female; SEC A 627 respondents 
and SEC B 590 respondents 


Face-to-face interviews using a structured 
questionnaire 


The questionnaire covered three core areas: 
current assessment of economic situation, 

expectation about the future economic 
situation and overall consumption mood 


Besides key variables for indexing, the survey 
also measured explanatory measures 


All data was weighted; each variable first 
indexed for nett optimism 


e Data then indexed as proportion of total 
score possible 


e This index then weighted to arrive at the All 
India Index of Consumer Confidence 





"There could be lessons for every- 
one here on the structure of modern 
economies where growth turns up 
before employment," adds iGIDR's 
Goyal. And she may be right, for a 
robust 9.1 per cent Gross Domestic 
Product (GDP) growth last year has 


created room for over two million 
jobs across sectors such as telecom, 
retail, rr, BPO, banking, insurance and 
healthcare in the next four-to-five 
years. “We tend to forget that in 
macroeconomic terms, the economy 
is doing very well, akin to 1994-95, 
with investment plans lined up." 

Just look around, and you'll no- 
tice that even traditional industries 
such as automobiles, cement, steel, 
and power are revving up capacities, 
either through greenfield 
ventures or adding to exis- 
ting capacity. And natu- 
rally, there is this expecta- 
tion of buoyancy in capa- 
city addition fuelling new 
jobs. And even with drou- 
ght staring us in the face, 
no one really has scaled 
down GDP growth projec- 
tions below 6 per cent this 
year. That's because a 
resurgent global economy, 
led by the United States 
and Japan, does provide 
the cushion India needs 
for growth, at least this 
year, even if agriculture 
suffers because of weak 
monsoons. 

"It would be tempting 
to read this (job optimism) 
as a structural shift in pol- 
icy from mere consump- 
tion generation to emplo- 
yment generation, but this 
Budget should be read 
more in terms of a subtle 
shift in emphasis from the 
urban to the rural," says 
Santosh Desai, President, 
McCann Erickson India. 
Clearly then, the consumer 
optimism seems to have 
plateaued, if not declined. 
It would be interesting to look out 
for BT-IRICS next quarter trend on 
jobs, for that alone will indicate 
whether the shift towards more jobs 
is real or not. Efl 

ADDITIONAL REPORTING BY 
AMANPREET SINGH 
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THE NEW K700i 


CREATED TO EMPOWER, 
DESIGNED TO THRILL. 





Born to exceed expectations, the new tri-band K700i comes with continuous vide 





o recording, cutting edge 3D Jay jamir 
large 1.8", 176x220 pixels TFT colour screen, an in-built Photo Light and can take up to 584 photos with i om ini 
41MB memory. It's a radio/MP3 player, an organiser and your Internet browser with GPRS capability that lets you receive and reply 
to e-mails from anywhere. It even helps you share moving images or data with ease with its Bluetooth™ wireless techno! 
to match your every need, the K700i is only limited by your imagination. Behold its power, embrace its beaut 
. ul From t 
e GPRS AtA . ] 1 . t 
TFT Colour . av ming © MI Ra ` 
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BE SURE. BE SAFE. ALWAYS INSIST ON INDIA WARRANTY CARD. 
further information, please call Sony Ericsson Call Center at Delhi: 011-51615555, Bangalore: 080-57505555, Mumbai: 022-56995555 or visit: www.sonyericsson.com 
Yorised Distributor: Salora International Limited North; Delhi: 51614326/51614327/26388580. Noida: 95120-2513903, Chandigarh: 2604639/2645627. Jalandhar: 24403905 
ur: 2366481/2370023, Lucknow: 2788595/2788862, South: Chennai: 52139489/90/91, Bangalore: 25504003/25521659 Hyderabad: 27802073/27704287, Cochin: 2371850/2360943. West 


nbai: 23886570/23861930, Pune: 24219512, Nagpur: 2533301/2552008, Ahmedabad: 26575698, Indore: 5029161/5089161. Raipur: 5055336/2432776 
: Kolkotta: 22230573, Patna: 2321103/2320059 


dentsumarcom/SE/0006/2004 


bt strategy 


OU COULD CALL IT A BIRD THAT CAN'T FLY. OR 
you could call it a dark horse in the great IT serv- 
ices sweepstakes. It is a company that has seen 
five CEOs in five years. That boasts a net profit of 
a mere Rs 8 lakh on a turnover of Rs 571 crore. 
Whose onsite to offshore ratio is 46:54. And 
which suffers from an identity crisis. It is, also inciden- 
tally, a company whose largest client is GE, known to 
squeeze its suppliers remorselessly and that in its latest 
quarter saw its net profit nosedive by 99 per cent against the 
same quarter the previous year. You would be right in 
thinking that this is a bird, which could simply not fly. 
But what if you knew that the organisation was led by a 
new CEO—a marketing livewire named Phaneesh Murthy, 
committed to getting his company among the front ranks of 
the IT services industry—and that it had recently managed to 
lure a host of hot-shot execs from the likes of Infosys. That 
would be reason enough for most to start thinking again. 





The Phaneesh Saga 

There were a host of expectations as well as a number of 
unanswered questions when iGate announced that Murthy— 
the former head of Infosys’ marketing in the key US mar- 
ket—had taken over as its CEO almost a year ago. When this 
correspondent met Murthy at iGate's 14-acre campus at 
Whitefield in Bangalore, many of those questions lingered 
on. Two days before the meeting, the company had an- 
nounced a net profit of Rs 11 lakh for the latest quarter. Still, 
Murthy is not without his successes in reviving an organi- 
sation many were beginning to write off. 

The Phaneesh saga began in 1992, when he joined the 
sales and marketing department of a then-unknown software 
company, Infosys. The man recalls his days at Infosys and the 
hard work that went into making the software company the 
giant that it is today. Murthy says, "In the first 11 years, 
Infosys had a turnover of $2. million (Rs 8 crore). In the next 
11, it became a $700-million (Rs 3,150-crore) company. 
Before me, Shibu (Lal), Kris (Gopal Krishnan) and Nandan 


TOO MANY HEADS 
In the past 5 years iGate has had five CEOs. Chronic instability 
at the top is one reason for its shaky performance. 











‘Name of the Person/ Designation | Tenur 
2 Shekar Sivasubramaniam/ Managing Director 1997-99 
e V Chandrasekharan/ Managing Director 1999-01 
e Gerhard Watzinger/ CEO 2001-03 
e Viv Pennitti/ CEO ~ . Jan.to August 2003 
® Phaneesh Murthy/ CEO and MD August 2003 onwards 
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This time last year, partly 
engineered the merger of 
iGate. Venkatesha Babu visit 
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driven by l'Il-show-them feelings, Phaneesh Murthy 
his company, Quintant, with iGate, and emerged CEO of the new 
the man and the company a year later for a progress report. 


{DOES PHANEESH 
STILL HAVE WHAT 
TAKES? x 
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(Nilekani) had all headed 
marketing operations in 
the US. It was during my 
leadership, however, that 
we really had much suc- 
cess.” At the pinnacle of 
his career at Infosys, 
where he was even tipped 
to be the next managing 
director, disaster struck. 
Allegations of sexual 
harassment led to his res- 
ignation from Infosys. His 
career hit an all-time low. 

After a hiatus, during 
which he, along with wife 
Jaya, launched a strategic 
advisory firm Primentor, 
Phaneesh decided to go 
in for a piece of the action 
himself. An old friend, 
Tiger Ramesh, who was 
the head of Ideaspace, a 
software company of the 


MT EAEE CHICO R TT DIES EET EE omnim T 
2003, Phaneesh asked that 


A FRIEND IN NEED... 


Murthy has tapped into his former company Infosys to hire key execs. 














At Infosys Head Sales (Canada) 
Head Sales (North America) 


At iGate 
Hired Mid-2003 





Jessie Paul 


At Infosys Global Brand Manager l 


AtiGate Global Marketing Head | 


Hired —— Mid-2003 





+) Mohan Shekat 
mY sc intosys Head (North America Deliver) - 
"Hired End 2003 


Write 






Srinjay Sengupta 


certain systems and pro- 
cedures be changed in 
sales reporting, and was 
surprised months later 
when none were imple- 
mented. Murthy says, 
“The concerned person 
felt that since CEOs came 
and went, I would also 
go.” The individual was 
sacked immediately. “We 
wanted to send a clear mes- 
sage. As long as I stayed, I 
would run the show in a 
certain manner. Those 
who didn’t fit in with my 
style simply had to go.” 
One major irritant 
was the micro-managing 
mindset of the promot- 
ers. A former CEO recalls: 
“Factions and multiple 
sources of authority 
abounded in the com- 
pany. There was no clear 
delineation between 


GMR Group, lent a help- At Infosys Head Sales (Europe) 

ing hand. GMR had sold At iGate Global Sales Head 

kostke ii Vayk Dank —— —— ——RE 
ING Group for Rs 560 Hired — Mid-2004_ DI 


crore in cash and was 

looking for fresh invest- 

ment avenues. Thus was born Quintant with an in- 
vestment of $30 million (Rs 135 crore). Seven months 
after its launch, it was acquired by iGate and Murthy 
was named its CEO and MD. 


The iGate Story 

In 1993, the US-based promoters of iGate, Ashok 
Trivedi and Sunil Wadhwani, set up Mascot Systems. By 
2000-01 Mascot’s topline had reached Rs 340 crore. The 
same year it went public and raised Rs 144 crore. 
Mascot continued to be dogged by problems. The 
company's top management was unstable. In five years, 
the company saw as many CEOs (see Too Marry Heads). 
Immediately after taking over as the CEO in August 
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ownership and manage- 
ment.” A lacuna, which 
Murthy says has been 
completely rectified. “In all fairness to the promot- 
ers, they have never interfered in the day-to-day 
functioning of the company after I took over. | 
have been given complete freedom.” 

Another problem faced by iGate was the offshore 
and onsite dilemma. Offshore work (in India) offers 
higher margins, whereas onsite (usually the US or 
Europe) work means higher billing but lower mar- 
gins. Which is why almost all Indian companies have an 
offshore to onsite ratio of 70:30 (for Infosys, it was 70.4 
offshore and 29.6 onsite in the last quarter). iGate's off- 
shore to onsite has always been the opposite. When 
Murthy came in, it was at a high 60:40, though in the 
last one year it has come down to 46:54. “My goal now 
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Time for a break? 
Unwind with mobile 
downloads from Yahoo! India 


Wallpapers 





© Ratni 3° an Vit Aen: a) " How to download. 
WALL 2716 WALL 2320 Sms Wall. code to 8243 

Eg: sms 

Wal1858 to 8243 for 

the Om wallpaper" 


P T» i 

WALL 2790. WALL 3229 cd WALL 3184 Over 2000 wallpapers 
across several 

categories. To check 

them out now on your 

GPRS phone log on to 

http://wap.yahoo.co.in/ 


weg 


, b ‘ ; " y. 
WALL 3062 WALL 1658 





Mono Tunes Album Code 






3 Oh What A Babe NEW Rakht 6096 
T Julie NEW Julie 6094 
3] Thodi Tumse Shararat NEW Girlfriend 6084 


1 Tumhe Jo Maine Dekha ^I Main Hoon Na 5998 | Con nect 
1] Tumese Milke Dilka Jo Haal MIT Main Hoon Na 5997 
| Main Hoon Na T Main Hoon Na 5996 
J Dil Chahta Hai CLASSIC Dil Chahta Hai 97 

Ek Do Teen CLASSIC Tezaab 3170 
Oye Oye CLASSIC Tridev 3315 


| Poly Tunes (Only for GPRS users) Album Code 
Marhaba Marhaba NEW Deewar 613 
Julie NEW Julie 620 
Drums N Beats NEW Exclusive 498 
Main Hoon Na MIT Main Hoon Na 464 

JJ Tumhe Jo Maine Dekha "IT Main Hoon Na 487 
Wada Raha HIT Khakee 303 

1] Kaanta Laga CLASSIC Remix 231 

1 Suno Na Suno Na CLASSIC Chalte Chalte 137 
Akele Hain To Kya Gum Hain CLASSIC QSQT 1 




















Yahoo! India Mobile brings the 
Yahoo! Mail and Instant 
Messenger to your mobile phone. 









Simply sign-in using your mobile, 
check your mails & chat with your 
friends without using a PC or an 
internet connection. 











Check your Yahoo! mail right now : Just sms 
in <Yahoo! username> <password> to 8243 
Eg: in shweta kale to 8243 where shweta is the 
username and kale is the password. 

























Sign in to Yahoo! Messenger: 
Just sms "msgr"or "messenger" 
to the Yahoo! short code 8243 


How to download: 

Monotunes: 

1 For Nokia/Samsung phones, sms tfl eode to 8243. Eg: sms 
"1400805098 to 8243 for the Main Hoon Na tune’. For Motorola & other 
handsets, sms etune code to 8243 Eg: sms Glfié.996 to 8243 
Polyphonic tunes: 

sms GONE to 8243. Eg: sms HAIE to 8243 for Main Hoon Na 
Poly Ringtone* 








Stay signed-in forever. Stay 
connected forever. 


www.yahoo.co.in YAHOO! Mobile 


NDLA 


*All Copyright content licensed from respective owners *Premium Rates Apply. Mono Ringtones available for: Airtel, Escotel, Hutch, idea. Oasis, Orange (Mumbai), Aircel & Spice. GPRS 
services available for: Hutch, Orange (Mumbai), Spice (Punjab) and Airtel (Punjab, Haryana, Himachal Pradesh, Kolkata, Tamil Nadu. Chennai, AP & Kamataka) subscribers 














is to reduce this to 40:60 and lower says Mohan 
Shekar, Chief Delivery Officer of iGate. 
A much more serious problem arose from the fact 


that iGate had multiple identities. The group was 


functioning more as a federation of companies than as. 


a single unit, and customers had to go through multi- 
ple contact points before they could get through. 

A- year on, iGate claims that the issue has finally been 

"resolved. For instance, Symphoni, which had a turnover 
of Rs 48.5 crore last year, and Red Brigade, with a turn- 
over of Rs 22 crore, have been bought over from the 
promoters for $0.75 million (Rs 3.4 crore). "All sub- 
sidiaries have been merged into the parent company," 
says N, Ramachandran, CFO of iGate. 

All these problems, Murthy can with some justice 
claim to have resolved. Today, the 
3,550-strong company is in the 
hiring mode again and has ambi- 
tious plans for growth. The mar- 
kets, however, seem reluctant to 
buy this supposed success story. 
iGate's market capitalisation is at Rs . 
645 crore, a factor of less than 
1.2x of sales compared to say 22x 
for Infosys, and has belied the 
hopes many had when Phaneesh 
took over. iGate still lags behind in 
physical infrastructure. The new 
team has committed itself to a 
capex of Rs 45 crore, including - 
Rs 9 crore for the 14-acre campus 
at Whitefield in Bangalore. But 
the results are still a long way off. 





Figures in Rs crore 


Turnover 






340.3. 


Fixing A Running Car. . 

A confident Murthy is playing for 
time. Murthy says that he knew all 
about the problems at iGate when. 
he took over as its CEO. “We have 
restructured, created infrastructure, improved morale and 
bagged new clients." Ask him about the dip in revenue 
and profits and he shoots back, “It is like trying to fix a 
car while it is running. It's not easy." 

Another area of concern remains the ability of iGate 
to retain the GE account, which constitutes nearly half its 
revenues. Using his legendary persuasive skills, he has 
managed to swing off a three-year fixed price contract, 
giving breathing time for his company. When asked 
about GE's penchant for putting the squeeze on its sup- 
pliers, he answers with a shrug, "You can't change all the 
four tyres when the car is running." Numbers, however 
give the game away. iGate's onsite billing rates are $55 
(Rs 2,475) per hour against the industry average of 
$70 (Rs 3,150) and the offshore billing rate is $18.2 


Figures in Rs crore 
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(Rs 820) per hour against the ieee average of $22 
(Rs 990). Murthy points out the silver lining: “Look at 
the quality of revenue, not quantity. Our aim is to be a 
profitable company, not just one with a huge topline.” 
To achieve future growth, iGate has taken on 
board a host of senior Infosys.execs and is seen as 
being in the process of luring several more. Murthy, 
however, denies being personally involved. iGate’s 
new marketing head Jessie Paul was the global brand 
manager at Infosys. Paul says, “At Infosys, there were 
no new challenges. Here, I am creating things from 
scratch.” The sentiment is shared by Mohan Shekar, 
who used to head the Northern American delivery 
operations for Infosys and is now the global delivery 
head at iGate: “The scope for executing new things is 


THE SCENE SINCE PHANEESH TOOK OVER 
Turnover 








iGATE: SALES AND PROFITS 


(5704. Profit 


After Tax 


28.4 
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more at iGate. The freedom to set up new processes is 
something l've always coveted." Ex-Infoscians form 5 
per cent of the company's 3,550-strong workforce. 
Another of Murthy's priorities is the new-found fo- 
cus on what he calls Business Services Provisioning. A 
key differentiator that iGate says will ensure its success. 
Tiger Ramesh, Head of BSP/BPO operations, says, ^Here 
we create IP, and though upfront costs are involved, 
savings to customers are higher over a number of 
years.” For all this, iGate would be just another mid- 
sized software services company if it were not for 
the reputation Phaneesh Murthy has in. the marketing 
circles. “We will be a profitable entity by year-end and 
restructuring will pay off over the next few quar- 
ters,” he asserts. The jury is still out on that. M 
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High Power Training Workshops 
Executive Search 

Outbound Programmes 
Compensation Surveys 
Manpower Audit 

Recruitment Services 

ab Outsourcing 

Due Diligence 


Contractual Staffing 


AMERICAN EXPRESS, GE, McKINSEY & Co., PWC, UNITED NATIONS, COKE, AMWAY, PEPSI, 
ELECTROLUX, CITIBANK, STANDARD CHARTERED, ABN AMRO, NESTLE, SONY, SAMSUNG, ABB, ICICI, 
HUTCH, INFOSYS, WIPRO, BEL, GAIL, HINDUSTAN LEVERS, COLGATE PALMOLIVE, ASIAN PAINTS 
and many many many many more... 
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Gimme - 
More 


subscribers are beginning to choose their 
operators on the basis of the value-added 
services they offer, right from the humble 
missed-call facility to mobile banking to 
full-featured games and contests. 

OBILE OPERATORS WOULD LOVE TO HAVE 

millions of customers like Raman 

Sapra. And that's not just 
because he spends 
Rs 700-800 a month 


BY KUSHAN MITRA 
on talk-time. Raman also puts aside 
Rs 300-400 for GPRS (which allows 
him to access the internet with his 
mobile) and assorted value-added 
services. “I download two-to-three 
games a month, I use my phone to 
surf the web and keep my messenger 
on all day. I find these services ex- 
tremely useful and entertaining. I love 
them," gushes Raman. The last game he 
downloaded onto his Nokia N.Gage "E 
was Prince of Persia: Sands of Time. When Wes j 
Hutch—Raman's operator—had a contest to eiuf 
promote its games, Raman came second in a | 
contest called Rahul Dravid's 11, a full-featured cricket 
game that can be downloaded on your mobile tor Rs 
99. He won a bat signed by Dravid. 

















Lucky Raman. Luckier Hutch 

If vou thought that mobile phone service 
providers are close to hitting a brick wall, what see 
with the voice market becoming increasingly ` 
commoditised, you haven’t seen anything yet. 
After all, cellphones aren't just about talk, right? 
Like Raman, you too could download games and 
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surf the internet. And there's a lot more you could do too: keep tabs = x 
on your daily horoscope and your bank balance (not necessarily in d Pp [A; M 
that order), pay your credit card bills, and soon even be able to buy | b. Expres e. 
railway tickets. It’s a whole new world out there for both sub- 
scriber and operator, a wide world of value-added services (VAS). 
Globally, vas (including sms) contributes over 15 per cent of 
operator revenues, and with creamier margins can contribute 
over 25 per cent of profits. In India, most operators (who 
charge for services) believe vs contributes 6-12 per cent of rev- 
enues, depending on the circle of operations, numbers being 
highest in Delhi and Mumbai. This averages out at around 
10 per cent nationwide, which pegs the vAs market at over Rs 
{ 1,500 crore (estimating the Indian mobile market to be worth 
Rs 15,000 crore). But it’s the growth rate that’s more exciting 
than the absolute number, which analysts predict could be in the 
15 per cent range over the next five years. 





VIVAN MEHRA 


Higher Margins | Atul Bindal, Director, Mobility (left) and 
"Customers want more from their phones," states Pratapa Bernard, Mohit Bhatnagar, VP. New Product Development 


Head (Marketing), OnMobile, a Bangalore Start-up that’s created 
the back-end voice-activated system for a variety of telecom oper- BHARTI TELE-VENTURES 
ators across the country. Whenever you dial 646 on Airtel or 123 1 
on Hutch, it is OnMobile's interface that you are using. Other than Even though It can cost up 
the more obvious benefits of higher margins and better utilisation to Rs 150 per download, 
of bandwidth, as Harit Nagpal, Vice President, Hutch, puts it: Airtel's game service has 
/ “In the short-term, the biggest benefit of such services is brand dif- seen the number of 
ferentiation. People will soon start choosing operators based noton downloads soar from 9.000 
their voice capabilities but by the type of services they offer. ^ 
Adds Kobita Desai, Principal Analyst (Telecom), Gartner India: 4 month in January to over 
“Voice is a commodity; if one operator cuts rates, others will follow 50,000 In Apr il 
within a few hours. In a crowded market, vas is the way ahead." 
So if Tata Indicom has launched Fundoo Calling, Airtel, 
an EasyCharge facility, and Reliance, mobile banking, and if BSNL 


What's Cool! 

Reliance India Mobile: Free downloads of music videos, news clips from Aaj Tak, 
CNBC, NDTV 24x7; online credit card and bill payments; and railway reservations 
(coming soon). Online City Guides and upcoming location-based services 


Airtel: Airtel Live portal with games, music, cricket, and exclusive content; 





Q 


^ eee i Ai "tel | unique ‘Easy Charge’ ey that allows pre-paid users to recharge their phone 





f 


anywhere for any amount. Voice-activated services available from 646 
Es Hutch: Online Yahoo! and MSN Messenger services and ability to check Yahoo! 


D UE Y > 


SANUS yy Mailand Hotmail through most handsets. A large collection of Java-based games 
HUTCH available for download. ‘Missed Call’ alerts and a range of services from voice- 





— 


activated 123 number 





ers " Idea: ‘Ganesha Speaks’, the exclusive daily horoscopes from Bejan Daruwalla. 
- . ideą , Cellular Jockey’ service enables users to send customised musical greetings to 
| —' friends. Voice-activated services available by dialling 456 i 


OC Tata Indicom: Offers over 1,000 downloadable games for subscribers. First to 
E" Indicom launch Push-to-Talk two-way ‘walkie-talkie’ service. In the process of launching new 
Poss ‘Fundoo Calling’ voice-activated Portal at 1590 | 


rj 





viviv 

PACA | 
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dMdicom Mae v |v |v 


declares it is inviting companies to offer VAS on a rev- 
enue-sharing basis, the direction in which mobile 
telephony is ahead is pretty obvious. According to 
Datamonitor, a global research firm, by 2005 over 
200 million mobile phone users will use their hand- 
sets to play games. A majority of these users will be 
from East Asia (Japan, Korea and China). According 
to the ARC Group, a consultancy, mobile gaming 
recorded revenues of over $1.5 billion worldwide in 
2003; this number is expected to grow at over 60 per 
cent annually with revenues of $7.4 billion by 2007 
and will form a major chunk of the overall $25 bil- 
lion global *mobile entertainment" market. A large 
part of this growth is expected to come from emerg- 
ing markets such as India. 

Although vas in India may still be at a nascent 
stage, it's beginning to pitch in to profits. Hutch's 
Nagpal reveals that vas on the entertainment front is 
making a “significant contribution to the bottom- 
line”. It's easy to see how: You'd have to fork out be- 
tween Rs 49 and Rs 99 to download a Java-based game 
on Hutch. On Airtel, the price of some top games can 
touch Rs 150. And Mohit Bhatnagar, Vice President 
(New Product Development), Bharti Tele-Ventures, is 
finding plenty of takers. “We are surprised to find kids 
who download games and wallpapers. In fact, some- 
times we find they might talk less on their phones to 
be able to download these games and wallpapers, 
particularly if they use pre-paid cards.” 

The price for downloading ringtones, logos and 
wallpapers ranges depending on the type of phone, 
from Rs 5 to Rs 25. Yet, according to numbers from 
Hutch, over 160,000 games were downloaded last 
month, and Airtel has seen its numbers grow from 
around 9,000 downloads a month in January to over 
50,000 in April. “When the service becomes relevant to 
the user such as the ‘missed call’ facility, the numbers 
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become even more significant. When we launched the 
‘click-print’ facility, which allowed subscribers to take 
prints from their camera phone, we had 20,000 hits in 
the very first week," Nagpal points out. Small wonder, 
point out industry observers, that Hutch enjoys monthly 
revenues per user “at least 10-15 per cent" higher than 
the industry average of around Rs 400. 

If the costs of downloads are high, there's ample rea- 
son for that: A significant portion has to be shared 
with the copyright holder and the content aggregator. 
Operators like Airtel are acquiring the “mobile rights” 
to movies such as Spider-Man 2 and Main Hoon Na for 
exclusive ringtones, wallpapers, contests and the like. 
Even then, margins after all costs are included usually ex- 
ceed 25 per cent and often touch 50 per cent for the op- 
erators of high-end ‘copyrighted’ products. On opera- 
tor-driven services such as the ‘missed call’ facility, the 
only cost incurred by operators is that of sending an 
sMs—margins, therefore, are close to 75 per cent. 


Freebies Galore 

The country’s largest mobile operator Reliance 
Infocomm’s Reliance India Mobile (RIM) is offering 
VAS free—at least as of now. Most RIM subscribers can, 
at the click of a button, access ‘R World’, RIM's inno- 
vative mobile internet portal. “People sometimes hesi- 
tate to use a service if it costs a lot of money, it is only 
after they try a service and then find it useful will they 
ever want to pay for it. Therefore, when we started of- 
fering RIM, we decided to make all ‘R World’ services 
free, which is useful both from a marketing standpoint 
and helps people break the technology barrier," explains 
Mahesh Prasad, President (Applications Solutions and 
Content Group), Reliance Infocomm. RIM is currently 
working on a system that will allow users to be able to 
purchase a railway ticket through their phone. Recently, 
it also offered students a facility to check the results of 











SAP NetWeaver". 
And how it works for you. 


In today's competitive global economy, you need to 
leverage every human and information resource within 
your organisation. And now you can, with SAP NetWeaver" 
and its powerful collaboration capabilities. No solution 
makes it easier to bring together people and knowledge to 
achieve highly focused results. And no solution does more 
to span the boundaries of time and distance. 


OPEN AND EXTENSIBLE 

SAP NetWeaver's components and collaboration 
capabilities are open and extensible. They integrate 
seamlessly with third-party collaboration so portal users 
can collaborate with non-portal users. They work with 
groupware solutions to automatically synchronize 
calendars. This open framework protects your existing 
technology investment, and the collaboration capabilities 
allow users to work with familiar tools. 


EASY TO USE FOR HIGH PRODUCTIVITY 

The collaboration capabilities ensure rapid adoption by 
users and the easy, intuitive. navigation increases 
productivity. A dynamic launchpad provides centralised 
and fast access to all collaborative services and contacts 
from any portal page. For example, users can start 
collaboration sessions with team members directly by 


clicking on the contacts’ names. 


A FORUM FOR IDEAS AND ACTION 
SAP NetWeaver™ makes real-time collaboration an integral, 
natural part of everyday work. Its easy-to-use capabilities 


include the following: 


This enables you to create, maintain, and manage virtual 
workspaces for teams, workgroups, and communities. You 


can invite room members and whole groups, provide 


ADVERTORIAL 


access rights, search for rooms, run rooms, analysis and 
share knowledge and work in a team-oriented 
environment where all project-related tools, services and 


information sources are accessed from a single point. 


TEAM NEWS, DISCUSSIONS AND FOLDERS 

This function enables users to share information, 
exchange ideas, edit and publish team and project news to 
all room members. NetWeaver's collaboration capabilities 
are tightly integrated with the knowledge management 
capabilities enabling you to manage team and project- 
related documents with functions for check in, check out, 


locking, versioning, notifications and folder management. 


TEAM CALENDAR 

With a team calendar, you can schedule meetings and 
synchronize calendars by integrating with third-party 
groupware solutions. You can also provide users with a 
continually updated overview of their daily tasks. 


With this function, you can create, browse, assign, edit, 
and track team tasks. You can also create and send instant 
messages to one or more persons for immediate response 


and hold real-time discussions with muluple users. 


This enables you to check whether other portal users are 
online and available. You can start collaboration services 


directly from the contact as well. 


APPLICATION SHARING 

This enables you to share multiple applications, 
documents and your desktop and portal components in 
real-time from any portal page. You can also make 
application sharing an integral part of meetings that are 
facilitated by third-party collaboration tools. 


Mail us at info.india@sap.com or call toll- 
free at 1600 445959 for more information 
on SAP NetWeaver". 
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-Corporate Value-Added Services 


T'S NOT JUST THE REGULAR JOE THAT MOBILE COMPANIES ARE TARGETING WITH — 

their value-added services, corporate clients are also getting services tai- - 
lored to their needs. "The most popular services are things like phonebook 
and directory services, but we are working on new innovative services in 
sales force automation and location trackers for companies as well," says. 
Mahesh Prasad, President (Applications Solutions and Content Group), 
Reliance Infocomm. And who better to test it than yourself? "Our engi- 
neering division uses the service to keep track of repairs on the field, so 
sitting at our Vashi (Mumbai outskirts) headquarters we know what 
the situation is all the time; we will make these services available to cus- 
tomers who want them," adds Prasad. 

Airtel offers directory and inventory management services. "These 
Services are as important as those we develop for our mobile subscribers. 
In fact, we are currently developing a location-based service that will help 
. . logistics companies keep track of shipments. The logistics industry is one 
Of the fastest growing industries and by using our nationwide network of 

| — cœll towers, it would be possible to track anything anywhere in India," says 
Atul Bindal, Director (Mobility), Bharti Tele-Ventures. ssn. meantime 
has signed an mou with ioc to operate truck-tracking systems, as the Psu 
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Test drive: Mahesh Pras President 
telecom giant has a tower roughly every 10 km on the highways. By (Applications Solutions and Content 


September, 5,000 trucks will be fitted with this system. Group), Reliance Infocomm - 








over 75 examinations around the country, for which it 
received over 7 million hits and counting. 

RIM's Prasad believes that the company benefits by be- 
ing on a Code Division Multiple Access (CDMA) based net- 
work rather than the GPRS/GSM (general-packet radio 
services/global system for mobile communications) based 
networks of their rivals. *Our connectivity is seamless, and 
we are able to deliver more data faster than any of our ri- 
vals, and we are not limited by character limits on SMS and 
nor do our customers have to pay vast amounts of 
money just to be able to download a 20-second clip," 
Prasad points out. Even as competitors wonder for how 
long Reliance can offer such free services (when it has to 
pay copyright fees, for instance), Reliance officials let on 
that the free ride could end by October. 

If there's one huge stumbling block to vas, it's lan- 
guage, which is exacerbated by the heterogeneous nature 
of the country's population. English may not be the pre- 
ferred means of communication, but it is the language 
of sMs in India. That means voice will play an important 
role in VAS. “Indians on the whole prefer talking, and 
even though it is easier and cheaper to ask for a ringtone 
or wallpaper through sMs, people would rather talk be- 
cause language is a problem. If we have to make services 
available to more people we have to make it available in 
their own language; most operators are on the way to 
doing that," says Sukanta Dey, Chief Marketing Officer, 
Idea Cellular. OnMobile is on its way to breaking that 
barrier. “Our software can currently recognise eight lan- 
guages, including English, Hindi, Tamil and Telugu. We 
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are currently developing engines that can recognise 
even more languages at an even higher rate of recog- 
nition—we think we can push the mark up to 95 per 
cent from the current number in the eighties," reveals 
OnMobile’s Bernard. 

Another problem is the lack of penetration of high- 
end GPRS-based handsets that can take full benefit of sev- 
eral of the services offered by operators. Bhatnagar es- 
timates only about 12 per cent of the market has GPRS 
capable handsets. Nagpal says that Hutch has only 
200,000 subscribers to their GPRS service (around 5 
per cent of their total subscriber base), “but that num- 
ber is rising exponentially, and considering we only 
had 3,000 subscribers when we launched the GPRS serv- 
ice 18 months ago, this is quite an achievement." 

But clearly the technology barrier is slowly but 
surely getting eroded—GPRs handsets that would cost 
Rs 20,000 a couple of years ago are now available for 
Rs 5,000. Services, too, will improve as networks get 
advanced (Airtel is expected to roll out its new 2.5G 
EDGE network by September, and other operators will 
follow suit). Further, as more and more subscribers 
choose to personalise their handsets with ringtones, lo- 
gos, wallpapers and the like, and then tell their friends 
and colleagues about their exploits, the vAs juggernaut 
can only pick up pace. The boy, pug and Piyush 
Pandey won't like this, but as Nagpal quips: *We be- 
lieve these guys (his repeat users) play as important a 
role for us as does the noise Ogilvy (the advertising 
agency for Hutch) makes for us." 


Panasonic 


Empower yourself for the call of tomorrow with 


the Super Hybrid Panasonic KTS & IP PBX 


DISA ~ 
CTI Solutions 
Caller ID Voice Mail Integration 
Flexible Expansion and Built-in eXtra Device Port 


Easy Upgradability 


Wireless Telephony Voice over IP 





Thinking, Reasoning and Multi-tasking... 


: The powerful, sophisticated Super Hybrid 
[-—— l. Panasonic Key Telephone System (KTS) has a 
mind of its own, To keep pace with your ever 

evolving communication needs. 


Panasonic systems are expandable to deliver a 
comprehensive end-to-end solutions package with 
features such as multi-functional messaging, 
networking, DECT mobility and capacity up to 
512 ports, Making Panasonic the telecom 
technology leader in Voice Networking Solutions. 


Look for the distínctive hologram on the Panasonic warranty sticker. 


Panasonic India Pvt. Ltd., Delhi: 011-51656370/73/71/72; Mahender: ed oen sad e-mail: spd.delginpi.panasonic.co in 
Mumha: 022-28761722/33/11; Ashish: 9820191587; e-mail: spd.bom@npi.panasonic.co in Kolkata/Hyderabad: 033-22272474/75/77/78. 

Nanda: 9830049750; e-mail: spd.cal@npi.panasonic.co.in in Chennai/Bangalore: 044-28253464/66; e-mail: Spd.mad@npi.panasonic.co.in 
Ahmedabad: 079-26405060/70/26420180; Balbir: 9824012540; e-mail: spd.ahd@npi panasonic.co. 
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INTERVIEW/ JEFF TAYLOR/ CHIEF MONSTER/ MONSTER 


é\ndia | 
Cornerstone 
ur Efforts 
In Asia? 






EFF TAYLOR IS A MONSTER. 
Nothing remarkable in that. 
Corporate jungles have their 
own monsters, midgets, and 
moguls. Only, in Taylor’s case 
it is official. He is the founder and 
‘Chief Monster’ of Monster.com 
(now Monster, part of Monster 
Worldwide). Monster is today the 
tenth most populated website in the 
world and the global leader in the 
online recruitment space. From 40 
clients, 200 jobs, and five employees 
in 1993, the company has grown 
to 2,600-odd employees, who sell 
the company’s 42-million-plus resu- 
mes in 12 different languages across 
24 countries to some 500,000 clients 
(read: companies) today. 
Monster’s founder and CEO for 
well over 10 years, Taylor talks to 
BT’s Sudarshana Banerjee about 
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Monster's monstrous growth, why a 
green ogre with a yellow trumpet 
was chosen as corporate logo, plans 
for Monster India, hot jobs, recovery 
of the US employment market, and 
on a personal note, how he beat 
the *&$# out of Richard Branson. 


How did you start Monster.com? 

If | had gone back to sleep that 
December night, there would have 
been no Monster! I used to run a re- 
cruitment ad agency called Adion 
those days. One day, a client said, 
“Hey no more big ideas, we want a 
monster idea." I woke up in the 
middle of that night with vague 
dreams of a Monster Board, where 
we could, instead of getting the pal- 
try 15 per cent agency commission, 
become publishers ourselves, and 
get to keep all the money. 





he 





One hardly remember dreams 
and ideas that come in sleep the 
morning after, so I went to a coffee 
shop, sat there for five hours, and 
designed the user interface of 
Monster as you see it today. 


‘Monster.com’ and corporate logo that 
depicts a green monster playing a yel- 
low trumpet—how did you make the 
branding work? 

| drew a circle with two horns and 
a smile at the coffee shop that was 
to be our logo. It was a happy mon- 
ster. One of our senior designers 
later sketched it in colours. But the 
name and logo had very few evan- 
gelists to begin with. My employees 
did not like it, my customers did not 
like it, my wife hated it. But I had 
seen my kids play with dinosaur 
models. They loved it. 


We had to convince people we 
were not building a Frankenstein 
(monster). Nor were we what you 
found under the bed. We just had 
this big, a really big database that just 
had to capture the imagination and 
attention of job seekers, And it did. 


How much venture capital did you go in 
for? What is the Monster business 
model like? 

We started up with money made 
from Adion in '93. A major mile- 
stone and fresh resources came in 
1995 when Monster was sold to 
TMP Worldwide. TMP Interactive 
was set up and its number one 
product was Monster. Then TMP 
Worldwide went public in 1996. 
We trimmed the brand to Monster 
from Monster.com around this 
ume. [n fact, today, apart from 
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US, the only other subsidiary using 
à .com extension is [ndia. 

Other than the name, there has 
been very little change in the beha 
viour or proposition of the Monster 
business model over the 10 years 
of our existence. Employers for hun- 
dred years have been paying foi 
posting jobs and they have bee: 
paying for quality. Jobseekers hav: 
always built resumes and applied 
tor employment. What we have re 
olutionised is the distribution, and 
the way you publish jobs. Most com 
panies today post for jobs online; 
some companies only post for jobs 
online. More and more jobseekers 
have access to the internet. Onlin 
applications are growing by the day 


There's this intriguing thing called ‘feed- 
ing the Monster' that is part of your 





business model. What exactly does 
that involve? 
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Monster's presence in other coun- 


. tries follows Monster Worldwide's 


footprints. In Japan, we already 
have the yellow pages business, and 
Monster is setting shop soon. 


What about profitability? 

Monster has been making profits 
for the last six years, irrespective of 
the dotcom boom and then the bust. 
Before the recession we had 22 to 25 
per cent profitability. We are back to 
over 20 per cent profitability now. 


Last year seems to have been one of acq- 
uisitions and partnerships. Monster took 
over Military.com and Jobpilot, apart 
from acquiring Jobsahead (in India). You 
also tied up with Community Connect. 
Jobpilot was the leading online rec- 
ruitment portal in Germany. We 
have added new geographies with 
this acquisition—Poland, Hungary, 
Czech Republic, Austria. With Mili- 
tary.com, we have entered the mili- 
tary recruitment space. What is im- 


„portant strategically for us is that 


besides offering civilians avenues to 
join the military we help the ex-mil- 
itary—army, navy, air force, marine 
corps, coast guards—to find jobs. 
We also bought Tickle.com. 


Tickle offers IQ, interpersonal and 


personality quizzes. It tells you which 
Hollywood character you resemble 
most, or which canine breed shares 
your personality trait. It is a fun site 
and is among the Top 25 in Media 
Metrix lists. Now, the serious part 
about Tickle is the revenues it gen- 
erates from career and IQ tests. 

The partnership with a diversity 
site like CCI, which runs Black Pla- 
net, Asian Avenue, and MiGente, 
means Monster is addressing the 
minority ethnic markets—Hispanics 
or African Americans. 


But last year also had its share of bad 


luck. You fired 1,000 people and exited 


50 offices. 

We downsized 25 per cent of 
Monster. Most companies got 
smaller during the recession of 
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2001-2003; ditto 
us. We are back to full 
strength now though. 


What is the road ahead for Monster 
India, especially now that it has ac- 
quired Jobsahead? 

...to adopt some of Jobsahead's best 
practices. It works with more re- 
cruiters than Monster does and we 
hope to introduce new services spe- 
cific to recruiters. Healthcare and 
pharma will also be thrust areas. 

Around 35 to 40 per cent of our 
resumes in India are in the IT space. 
We want to expand value added 
services to the ITES space now. A 
difficult proposition, as the nature of 
the industry demands huge feeds of 
resumes, and there is very little value 
we can add to that. How does one 
for example determine oral com- 
munication skills from a cv? 

When we looked at India four 
years ago, the positioning we had in 
mind was a premium Indian job site 
for Indians, as opposed to a brain- 
drain portal. We stick to that. 


How important is India in your mon- 
strosity map? 

Very important. India generates the 
highest revenue for Monster in Asia. 
We have a 20 per cent quarter on 
quarter growth here, and a profitable 
business. There are more than 100,000 
jobs in Monsterindia. We reach 5.5 
million visitors here, and like in the 
States the average person visits 
Monster thrice a month. We are be- 
ginning to invest in Asia, and India is 
the cornerstone of our efforts in Asia. 


Talking of job markets, how close is US 
in solving the 'jobless recovery' paradox? 
| think the employment situation is 
US is really positive now after two- 


and-a-half, three years of neg- 
ative numbers and job losses 
month over month. We are 
seeing dramatic job increa- 
Bb, ses across all geographies 
in the US, across all in- 
dustries. In the last four 
months, we have created 
almost a million jobs. 
The Monster Employ- 
ment Index tracks online job post- 
ings. If you look at the numbers 
based on the Index of 100 between 
January to June—102, 107, 109, 
125, 128, and 136—you will see big 
jumps between March and April, 
and between May and June. 


What does your role as Chief Monster in- 
volve? And why er... the Chief Monster? 
Over 10 years I have been President, 
CEO, Chairman... and now Chief 
Monster. Some months ago, Mons- 
ter's parent company TMP World- 
wide decided to rechristen itself as 
Monster Worldwide. My assistant is 
known as the Head Diva, and I was 
called the Chief Monster, so I 
thought why not make this official. 
My current role is less opera- 
tions and is more strategy and mar- 
keting. Much of my time is now 
spend outside, in Wall Street, 
speaking in different forums, and 
acting as a brand ambassador. 


There is Jeff Taylor the monster. How is 
Jeff Taylor the man? 

I am house music DJ Jeff Tale. I 
play a couple of nights at different 
nightclubs in Boston—and am com- 
ing up with a compilation. I col- 
lect Shelby Mustang cars. At any 
given time I have 12 to 13 of these 
cars, and five full-time guys to look 
after them. I wrote a book called 
Monster Career published by 
Penguin this year. I also hold the 
world record for blimp skiing. | 
water-skied 3.3 miles behind the 
Monster.com blimp, upsetting 
Virgin CEO Richard Branson’s 1.5- 
mile record. Okay, I will say it, I 
beat the *&$# out of him! If 


— Jasjit Sethi - AVP (Operations), TCIL 





Vehicle Tracking System 


Airtel powered Vehicle Tracking System helps track your stock in transit. anytime, anywhere 
across the country. The solution's online monitoring system ensures greater 


efficiency, better inventory control and high customer satisfaction adding 
( Best Mobile Operator 


in India and the Subcontinent 


immense value to business. The application allows tracking of multiple vehicles 


simultaneously with the periodicity that you want. In an age where information 
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Hot Stocks 


Now that the transaction tax storm has blown over, it's time 


IGH DECIBEL LEVELS ARE ONLY TO BE 

expected at the stockmarket. In fact, 

trading would be so much the duller 

without it. The past few weeks, how- 

ever, have been louder and noisier than 
average. The uncertainty on FDI (foreign direct invest- 
ment) reforms. The government's apparent confusion 
over allowing oil companies to raise prices. The partial 
failure of the monsoon. The transaction tax. There has 
been plenty of subject matter for traders and investors 
to exercise their vocal chords on. 

Missed most of it? Good. Equity investing, especially 
for the long-term, is best practiced away from the 
rabble—in some place where you can think calmly 
and clearly for yourself. As the savviest investors know, 
opportunities do keep shifting, but it's only those 
who're too lazy to look who think this means oppor- 
tunities are vanishing. They are not. Readjust your 
selection criteria, and you could be looking at some hot 
stocks that are not about to cool off anytime soon. 

What might the criteria be? “For the long term,” 
says Shriram Iyer, Head (Research), Edelweiss 
Capital, “we recommend sectors which are immune 
to routine government policies and have their own 
pace of growth.” Adds Nandan Chakraborty, Head 
(Research), Enam Securities, “Under uncertain 
conditions, investors have to restrict (their picks) to 
leaders.” Closer scrutiny reveals the following as 
recommended hot picks. 


Bharat Electronics 


Yes, a public sector unit (PSU). But a PSU can have its own 
advantages. This one caters to defence, a sector that re- 
quires utmost confidentiality. And it is practically a 
monopoly in its fields of supply. Though its financial 
performance has been moderate so far, with decent 


98 BUSINESS TODAY AUGUST IS 2004 


700 - 
Bharat Electronics 339,55 
Gross Jul. 21, 2003 
Turnover 2,881.01 600 - 
" 30292 sw 
Price-earnings 


Kao. ort 


Monet 369680 a. 





des tae taitoi: Jul. 20, 2004 
on _ cx scena 
All figures except P-E ratio in Rs crore om Figures are BSE closing prices in Rs 


growth (revenue and net profit just about rose in 
double digits last year), it has much to look forward to 
in the recent increase in India’s defence budget to 
Rs 77,000 crore, up 27 per cent over the previous 
year’s outlay. Further, it is already sitting on a huge or- 
der book position (of Rs 7,000 crore for the year 
ended March 31, 2004). Moreover, it is almost a 
zero-debt company and has huge cash reserves (Rs 
85 per share), which gives it enough strength for ex- 
pansion. The P-E ratio: a tempting 12. 
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to look at hot stocks for the serious investor. sy NARENDRA NATHAN 






. Another PSU, but not amongst ie that are sus- 
~ ceptible to shifts i in government policy. 
of the other psus, this company has always per- 
formed under conditions of market competition, 
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Shippin rates are on the ascent, and this is a trend that 


would be sustained by the global : economic recovery 
that’s currently underway. And Great Eastern Shipping, 





the — private shipping company in India, i is well 






Unlike many 


' says Srinivas Rao. Ravuri, 





ows. in the revenues and net profit figures which 


have gone up by 41 and 107 per cent, respectively. The 
recent Budget helps reduce its tax liability by allowing 
shipping companies to shift to tonnage tax. “Its profit 
during FYOS should be at least Rs 575 crore (compared 
to Rs 471 crore last year)," says Sachin Kasera, senior 






| analyst at Pioneer Intermediaries. Given its low P-E ra- 


tio of 6 and its potential, this is a good long-term bet. 


` HDFC Bank 
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This bank boasts of a consistent growth record that it has 
very little risk of losing. This consistency has been 
achieved by its focus on its low-cost retail deposit base 
(during the last financial year, its savings deposit base 
grew by 70 per cent) and continued expansion of its re- 
tail loan portfolio (grown by 110 per cent during the 
year). The retail approach has served it well, as its rec- 
ent performance shows. Its Q1 results are good; its op- 


erating income and net profits have both grown. And its 


small treasury income is an added cause for stability. 


Infosys is Infosys. It has beaten the street again with its 
better-than-expected first quarter results, with its net 
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sales and net profit up by 12 and 17 per cent, respec- 
. tively—and that too, on a quarter-on-quarter basis 
(call it internet time, which just moves a lot faster). 
Investor sentiment vis a vis the stock got another boost 
from the upping of the company's own projections, 
which are known for their characteristic erring on the 
lower side. Management confidence can be seen in its 
aggressive employee addition too (2,305 taken aboard 
just this quarter). The picking up of the global econ- 
: omy (especially the US) and the weakening of the ru- 
| pee are new factors that go in Infosys’ favour, even if 
the stock bears a high P-E ratio. 


| : IVRCL Infrastructures and Projects 
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This is a growth company selling cheap. Last year, its 

topline leapt 76 per cent and bottomline, 153 per 

cent. But it is still quoting at a lowly PÆ of 4.5. This is 

the pattern for construction companies in India. Why? 

. Growth in this business can be quite erratic, not to men- 

. tion the industry's sleaze. However, there is reason to 

; believe IVRCL Infrastructures and Projects can defy the 

. pattern, given that India is slowly but surely getting into 

infrastructure mode—with bridges, ports, airports, 

power projects and roads being built (they could do with 

- global-scale speed, though). Besides, IVRCL Infra- 

Structures and Projects is not expected to do any shady 

deals. *With Citibank having a stake (with board mem- 

-. bership), corporate governance concerns are taken 
care of,” explains Iyer of Edelweiss. LEE 
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| Badii Laboratories 


Ranbaxy has been an aggressive overseas player for 
many years now, and this strategy is paying off. 
*Ranbaxy is the only Indian pharmaceutical company 
that has achieved critical mass in the US," says lyer of 
Edelweiss. Further, its strategy of diversifying into the 
European market is also yielding good results. For 
example, during the quarter endéd March 31, 2004, 
sales went up by 58 per cent in the UK and 163 per cent 
in Germany, It also demonstrates its ability to.sustain its 
growth momentum without any major product laun- 
ches. With several applications pending before the US 
Food and Drug Administration (USFDA), this company 
has the potential of delivering positive surprises. 






Thomas Cook 
The growth prospects for the avel and tourism sector 
are looking bright. after a long time, and pent-up dem- 
and—especially in the outbound: segment—could go 
heavily in favour of Thomas Cook. With strong fin- 
ancials, a global brand name and industry leadership, 
this company is poised to capture much of the ex- 
citement. The company has had a good first half this 
year, with strong growth. With its plans for a.chartered 
airline expected to take off by early next year, the 
company is likely to maintain its momentum. “With: the 
expected growth rate of 38 per cent in earnings (for the 
year ending October 30, 2004), the current valuation 
(20 times the prospective P/E) is attractive", says 
Chaitanya Choksi, analyst at IL&FS Investsmart. 
403,95 
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By K. Sankaran 





Hs NURTURING WEALTH CREATOR SERIES 
|. Competition is more 
than a scramble 





fter decades of socialist rhetoric, our 

nation's grey (and greying?) cells are now 

À getting stimulated with tons of free-market 

mumbo-jumbo. Ideas after ideas confuse and 

confound us. The worst of these 'idea marauders' 
is ‘Competition.’ 

It is said that Darwin's theory of evolution is a 
difficult idea to grasp. Not so among our 
compatriots. Suddenly it seems such an obvious 
theory and we love him for it. To all of us in the 
subcontinent who are happy to be fed and clothed, 
Darwin's thesis echoes simplistically, monotonously 
and sweetly in our ears, all suitably adapted to 
the local milieu. 

The fittest shall survive. 

None but the fittest shall survive. 

The strong shall inherit. 

None but the strongest shall inherit. 

This blessed earth. 

And all the material (and non-material) wealth. 
The pious amongst us knoweth. 

The point is we do not understand what 
competition really means. For most, competition 
is still the zero-sum games that we all play 
under inadequate supply conditions, like those 
we experience with the great 
Indian train journey. The 
scramble for body space, 
leg space and luggage space 
all define competition for 
us. It is such raw forms of 
human exchange that condition our idea of 
competition. And we seem to have difficulty in 
coming out of this mindset. 

True understanding of competition in the free- 
market economic sense, requires understanding of 
both demand and supply sides. On the supply side, 
collectively, we seem to lack a mature understanding 
of the freedom and dignity due to the supplier, the 
role of the entrepreneur, the freedom to carry on 
business unhindered by government agencies once 
the ground rules are specified, etc. Any minor 
misdemeanour by the supply class becomes a case of 
greed and an occasion to build further ‘safeguards’. 
The cynical attitude is carried not only by politicians 


True competition is 
richer than minimal skirmishes 
that ordinary life presents. 


and bureaucrats but also laypersons. For free market 
to succeed, we need to internalise that 


1. The supplier is no saint. It requires the collective 
wisdom of the buyers to keep him on his toes. But, he 
is a necessary entity. The balance of power between 
the buyer and supplier keeps the system in fine 
mettle. Adopting market forces to mediate the 
economic affairs of society rather than leaving it to 
the machinations of politicians and the whims of 
bureaucrats requires this realistic understanding. 


2. Long-term healthy suppliers would much rather 
seek out other combatants who are alive and healthy, 
so that they can enter into a social contract with 
them, without value-reducing hit-and-run guerrilla 
warfare (or, at the other extreme, cartelisation). Bad 
suppliers fight to the last and leave no fruits for 
anyone to enjoy. 

3. Good suppliers automatically prevent bad 
suppliers from entering the arena. The dynamic 
balance of power between suppliers and buyers (and 
amongst suppliers) ensures a minimum entry barrier. 


4. The supplier exists not because of an executive 
order from the government, but by the legitimisation 
provided by the buyer. 


5. Applied to any society, the 
Competitive Paradigm carries 
bigger and nobler ideas of 
'choice to the customer' or 
‘efficient utilisation of 
resources’ ‘enlightened civil 
society-backed businesses’ etc. Competition as part 
of state policy, should only be a manifestation of 
higher societal norms. 


6. True competition recognises ‘the smart other’. This 
carries possibilities for cooperation. Within such 
recognition, resides possibilities for creating positive- 
sum games, with entities not traditionally thought of 
as partners. Cooperation need not be cartelisation. 

If we understand competition properly, we will stop 
vulgarising Darwin's theory of evolution and more 
importantly, reap the benefits of free markets. 


YU ee) DE O caca 
Prof. K. Sankaran is a Professor at T. A. Pai Management Institute, 
Manipal and can be contacted at sankaran@mail.tapmi.org 
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They’re gone. Could 
anything else serve as 
replacement? 

BY NARENDRA NATHAN 














102 BUSINESS TODAY AUGUST 15 2004 


individuals. They collected more than Rs 25,000 
crore over the last financial year alone. They will be 
missed. For, RBI Relief Bonds—the famous 6.5 per cent tax- 
free option—are no longer available. 
What, in their place, could you go for? Here's a quick 
rundown of your options. 


Tw WERE THE DARLINGS OF HIGH NET WORTH 


RBI Relief Bonds: Not the 6.5 per cent tax-free relief 
bonds, but the 8 per cent taxable version of the bonds un- 
der the same name. These have been retained, and that 
comes as relief for high net worth individuals. In fact, 
these are the natural replacement. “As there is no upper limit 
here," explains Kanu Doshi, a tax consultant, *high net 
worth individuals can invest as much as they want." 
Further, 8 per cent is really a high rate of return. Even af- 
ter considering the highest taxation bracket, you get 5.4 per 
cent by way of net return, well above a bank fixed deposit 
that fetches only around 5 per cent—that too taxable. 


Floating Rate Income Funds: Another no upper-limit op- 
tion. Though mutual fund investments are not altogether 
without risk, these schemes invest only in floating rate 
instruments or in very short-term papers, which makes them 
almost risk-free. And they do a reasonably good job of gen- 
erating returns as well. *Last year they have given 4-4.5 per 
cent post-tax returns. This year, it is expected to be higher 
(because of the expected higher interest rate structure in the 
system)," according to Rajiv Bajaj, Managing Director, 
Bajaj Capital. 


RBI senior citizen bonds: Starting August 1 this year, an 
option if you are over 60. Or an option if either of your par- 
ents are above 60; remember though, if the parent doesn't 
have an independent source of income (is a ‘dependant’, that 
is), the income from these bonds will be clubbed with 
yours for tax purposes. These bonds can be bought from the 
Reserve Bank or any other designated banks (such as 
HDFC Bank). Of five-year tenure, these bonds carry a 
coupon rate of 9 per cent, taxable. “Though it is taxable, 
the effective post-tax return (for those in the highest tax 
bracket) will work out to be 6.3 per cent,” says Bajaj. 
The investment limit: Rs 15 lakh per person. 


Public Provident Fund: The highest earning (8 per cent) 
tax-free investment available now. As a high net worth in- 
dividual, though, its utility is limited by the fact that you can 
invest no more than Rs 70,000 a year in your PPF ac- 
count. “And this restriction is based on the earning mem- 
ber and not the PPF accounts,” says Viren Pandya, an- 
other tax consultant. That means the limit is applicable to 
you, your kids and even spouse (if not working). Further, 
it has a 15-year lock-in period, while the 8-per cent figure 
is assured only for the immediate year. 
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Conventional debt investors should shift from pure bond funds to the 
new array of debt funds. Here's why and how. BY SHILPA NAYAK 


HE LAST FEW YEARS WERE A PARTY FOR DEBT 

investors. Money put into debt funds did very 

well overall. In fact, debt funds underwent a 
change in image. Classically seen as something meant 
for the cautious investor looking to park his money in 
a safe place, these funds suddenly came to be seen as a 
return-delivering alternative to equity funds. There 
was, of course, a big reason why all this was happening. 
Interest rates, after ruling high for years and years, 
went soft. This was unprecedented, and fund managers 
who took the right trading opportunities were able to 
post annualised double-digit returns. Some even deli- 
vered up to 18 per cent. But it was the bond funds, in 
particular, that saw most of the retail action, since 
such funds were the type in vogue during the boom. 


Some Declines 

No market stays unchanged for too long. The past 
year has seen a mild firming up of interest rates. 
And now that the US Federal Reserve has finally 
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edged its own benchmark rate up (from the incredi- 
bly low 1 per cent post-9-11 regime), a further firm- 
ing-up is being anticipated across the world, as also in 
India. Domestic inflation figures in India, meanwhile, 
have contributed to this sense of anticipation, and so, 
bond prices in the secondary market have slid. 

Debt fund investors have not escaped unscathed. 
Having got used to buoyant returns, they must now 
contend with a sudden plunge, even negative returns— 
just as equity investors often have to. For many debt 
investors though, conservative as they are, this turbu- 
lence is a new experience they do not relish. 

Risk is supposed to be associated with equity, right? 

Not as it turns out. Nor is the sudden spate of 
bad numbers, a blip in the graph. Interest rate trends, 
determined as they are by a set of complex macro- 
economic factors, tend to hold steady over months to- 
gether. Of course, some of the poor bond market 
sentiment of the recent past (mid-July, specifically) was 
on account of the ‘transaction tax’ imposed on traded 
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securities by the government in the Union Budget, but 
bonds have now been let out of this net. Debt market 
deals are free of transaction tax. So that headache is 
gone. Yet, it's the overall scenario that's proving dif- 
ficult as far as debt investments go. 

Listen to the experts. “In the current market sce- 
nario," says Sandesh Kirkire, Senior Vice President 
and Head (Debt Funds), Kotak Mutual Fund, “it is not 
possible to generate returns of more than 4-5.5 per cent 
on the entire debt bouquet, despite raising cash expo- 
sure and cutting maturities." While it's gotten tough for 
debt fund managers, it's tougher for diehard debt inv- 
estors to make investment 
decisions these days. 


Some Stability 


According to broad spec- 


BEATING DEBT MARKET BLUES 








Floating funds, meanwhile, are typically meant for 
people who are looking for stable returns minus the 
volatility. These are *a good bet for small investors", in 
the words of Kirkire. Such funds would be an ideal inv- 
estment bet in a rising rate scenario of the sort the mar- 
ket is currently witnessing. As open-ended income 
funds, their portfolios comprise floating-rate debt ins- 
truments, fixed-rate debt instruments swapped for 
floating-rate return, as also fixed-rate debt instruments 
and money-market instruments. They come in two 
basic term-based options, short maturity as well as 
long maturity, though it is for long periods that they 
make more sense (since int- 
erest rates display their 
biggest ups and downs only 
over long time-spans). 


Other than that, the choice 


trum investment advisors, 
a small equity allocation 
in a largely debt portfolio 
is a good way to neutralise 
the trauma of a sagging 
debt market, while also 
gaining a longer-term 
hedge against inflation. 

But what if you want to 
stick to debt: is there some- 
thing you can do? 

Well, there is. Instead 
of switching asset class 
allocations, switch funds 
within the debt universe 
instead. Investors who are 
looking at longer tenure 
returns could switch to 
floating rate funds, and 
those in the game for a 
shorter duration could inv- 
est in liquid funds. 

But what are these funds 
anyway? 

Liquid funds—also 


"i The glory days of booming returns from 





bond funds are now over, with the end of the 
unnaturally-low interest rate phase 


W But that does not mean that all debt funds 
M ADT ee ea 
for cover to equities, which are always riskier 
m There exist debt fund options that you may 
not have noticed during the boom era, though 
you will not get similar returns from them 


B Fora short-duration investment, you might 
want to consider liquid funds, and for a longer 
horizon, you may want to try floating funds 


m Liquid funds put money mainly i into 
government securities and other highly safe 
bonds, and thus escape the worst volatility 


ig funds put money into instruments 
that deliver returns which move up and down 





in accordance with interest rate movements 


is between ‘growth’ funds, 
which accumulate your 
earnings, and dividend-giv- 
ing funds, which provide 
a stream of cash. 

But what is the ‘float’ 
all about? This is not very 
complicated, if you take 
the trouble to understand 
it. Typically, a floating rate 
fund benchmarks the sec- 
urities against a market- 
driven rate such as the 
Mumbai Interbank Offer 
Rate (MIBOR). This means 
that every time the MIBOR 
changes, the coupon rate 
on the instrument is au- 
tomatically adjusted ac- 
cordingly. Hence the 
coupon rate is called the 
‘floating rate’. So if the in- 
terest rates move upwards, 
the coupon rate on your 
instrument follows. 


called gilt funds—are funds that invest in relatively 
safe bonds that sell easily in the debt market regardless 
of market conditions, such as different types of medium 
and long-term government securities, apart from top- 
quality corporate debt (with highest ratings). Now, 
liquid funds have an in-built stability. Even if corporate 
bonds falter because of market conditions, govern- 
ment paper remains in demand for assorted non-spec- 
ulative purposes (banks need these for capital ade- 
quacy requirements, for example). Regular bond funds, 
in contrast, have corporate bonds and money market 
instruments too, which makes them volatile. 
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Simple. This works well for investors who prefer 
stability in the portfolio value, even if returns are 
lower. By virtue of their design, these funds are bet- 
ter equipped to respond to market volatility and mit- 
igate the risk arising from interest rate fluctuations. 

Debt funds, therefore, are not entirely in trouble. You 
need not go running for cover in equities. Debt is a wide 
and varied arena. And there do exist options that adjust 
your expectations to the prevailing financial market 
forces. That, in essence, is what all those high-powered 
people in pinstripes are paid for: to meet your needs, no 
matter what the circumstances. @ 
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Of Wealth And Legacy 


MMORTALITY CAN BE BOUGHT; ALFRED NOBEL USED HIS ‘WILL’ TO 

do it. What would Bill Gates do? Would the world's richest 

man use his ‘will and final testament’ as the ultimate software 
tool to empower the human individual? Would his claim to global 
leadership, eventually, be less about the man-machine inter- 
face, and more about the mind he devotes to his legacy? 

Gates’ is a mind that has given him $46.6 billion (over Rs 2 
lakh crore) in just a quarter of a century. He owns about a 
tenth of Microsoft. He has three children, Jennifer, Rory and 
Phoebe—and he intends leaving them $10 million (Rs 45 crore) 
each in his will. About 0.02 per cent, each. “I don’t think it would 
be very useful for my children if they learn about life having so 
much money,” Gates is on record as saying. 

The man also hopes to give away most of his wealth during his 
own lifetime, to make the world ‘measurably healthier’, Here's 
a businessman, you'd think, who considers his own do-good 
efforts more effective than anything 'the people' can under- 
take. But in 2001, Gates intervened with a resounding ‘No! in 
the debate raging in the US over whether ‘estate tax '—by which 
the government takes more than half a wealthy person's wealth 

> upon demise—should be abolished. Pay the country back, he 
a ax urged, for enabling your wealth. *A hypothetical case may ill- 
ustrate what | mean: suppose two foetuses are summoned to ap- 


pear before God, and he tells them that they are the next two 
BILL GAT ES births on Earth and will go—one to Ethiopia and one to the US. 


i eee He goes on to say that his treasury is running a bit low, and he 


wants them to help replenish it, so he is going to auction off the 
Opportunity to be born in the US. He asks each of them to write down and hand him a sheet on which 
they set forth the per cent of the net worth they will have when they die which they will commit to 
bequeath to God’s treasury. He promises that the one who writes down the highest number will be 
born in the US. Would either of them put down a number as low as 55 per cent?” 

A cleverly reasoned argument. But of obvious US-conception, ironically. In poor countries, giv- 
ing children a headstart is needed just to give them a global ‘equal start’. So, will Gates’ notions of 
a good legacy win a global following? It’s still open to debate. Hypothetically, it would take 
something that can resound with true intellectual power for long after he’s gone. 





Seagate Tribute to Innovation Series 


To discover something new, you have to be looking 
for something different in the first place. 


amazing discoveries for the storage world in the near future. Do look out for them 
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Discoveries and inventions donit just happen. It takes an extraordinary amount of persistence and hard work to 
open the worlds eyes to new possibilities. Like when the Wright Brothers showed the world that man 
At Seagate too, our engineers are busy making their own "flights" that seem like fantasies now, but may become 
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TAX-FREE JOBS 


Striving To Keep It 


Looking for a high-salary job that lets you earn your keep tax-free? It's rare, but it exists. BY SAHAD P.V. 


IGHTMARES OF A BIG TAX NET CLOSING IN ARE 

not uncommon. They need no Freudian ana- 

lysis. It’s all rather straightforward. At last 
count, some 71 service industries had been wrapped 
up as taxable. Personal income tax, of course, has al- 
ways been payable anyway; it’s just that the tangle of 
exemptions may be in their last year if the Kelkar 
Committee report makes headway with the Finance 
Ministry. It’s the international approach. 

And therein lies a hint. Riddler-like, you can 
escape the net by questioning the assumptions. Why, 
for example, should you assume all jobs in your 
field of work to be taxable in the first place? 

Some are not. The most prestigious of these are jobs 
at multilateral organisations such as the World Bank, 
International Monetary Fund (IMF) and the United 
Nations (UN) along with the 20-odd other agencies 
under its aegis. Indians working here need not pay 
income tax, in accordance with Section 19 of the 
Convention on the Privileges and Immunities of the 
Specialized Agencies of the United Nations, which 
was acceded to by the Government of India in 1949. 


Tax Free Status 
“The tax-free pay makes the job more attractive,” 
admits A. Gupta, 54, who works with United Nations 
Population Fund (UNFPA) in Delhi. He started his career 
with the World Health Organisation (WHO), before 
moving to UNFPA, and then to the American Embassy 
in New Delhi. But the pay at the embassy was taxable, 
and he lost his job in a 1989 staff-cut. So he returned 
to his old job. “I feel very good to be here,” he says. 
But working at such an organisation doesn't 
mean you don't file your papers at all. “I still file my 
returns," says Sureka Suberwal, assistant resident 
representative at United Nations Development 
Program (UNDP), “though I don't pay any tax on 
the salary I earn.” She moved to UNDP four years ago 
from the Delegation of European Union, where she 


worked for nine years, paying taxes. Ah! bliss: Capt. Vikas Gupta has it good with a tax-free 
But first things first. There are not many tax-free jobs NRI pay that he earns aboard a foreign liner 
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The tax-free pay does draw people to UN jobs, but 
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around. The UN, thankfully, throws up 
a few hundred vacancies every year 
within the country, a large fraction of 
them for professionals such as doctors, 
engineers, CAs, MBAs, economists, social 
scientists and so on. 

The World Bank's local office in 
New Delhi employs some 179 locally- 
recruited Indian staff and 22 inter- 
national staff, and is the organisation's 
largest outside Washington DC. Plus, 
there's a back-office in Chennai, with 
185 local recruits. The outsourcing 
story seems to be happening at the 
highest levels. Overall, the World Bank 
employs professionals for a wide range 
of functions and specialisations. The 
salary scales are pegged to the local 
market; in 2003, the top grade ranged 
from Rs 18 lakh to Rs 37 lakh per an- 
num, and the lowest from Rs 1,19,000 
to Rs 2,21,000 per annum. 

"In determining salaries in this 
way,” says Nira Anand, Head, Human 
Resources (for India and Sri Lanka), 
World Bank, “account is taken of the 
fact that while World Bank salaries are 
paid tax-free, comparator salaries are 
taxed; thus the tax-free status of the 
Bank is more of a contribution by the 
Government of India to the running 
costs of the Bank than it is a perquisite 
for the staff concerned.” 

In contrast, the IMF runs an opera- 
tion in India with just half a dozen- 
odd professional staff. “IMF has halved 
its strength in India since the country 
became a lender (as opposed to a bor- 
rower of funds) from last year,” says an 
insider. The one job still up for grabs 
here is that of an economic researcher. 
For other opportunities, there’s the 
WHO, employing about 300 people in 
India, not all medicine-related. 

How to find the jobs? Surfing 
through the organisations’ official web- 
sites is the best way. For instance, 
UNDP's Indian website announces that it 
“is now in the midst of a major re- 
cruiting campaign” for posts within 








India and beyond. Sample: if you are a 
university graduate in epidemiology or 
psychiatry or sociology with three years 
work experience, you could apply for a 
research associate’s post based in New 
Delhi at the UN Office on Drugs and 
Crime. If you’re an adventurous finance 
professional, you could go to Kabul as a 
counterpart chief financial officer to 
help work on the Afghan budget. 


Other Ways 

There are some other ways to get a 
tax-free job too. The merchant navy, for 
example. Join a foreign liner, such as 
Maersk, Baber Shipping Corp or Anglo- 
Eastern, and you could be considered a 
Non Resident Indian (NRI) for tax pur- 
poses. Vikas Gupta, 33, sails seven to 
eight months a year as a captain for a 
Greek liner, Dynacom Tanker Manage- 
ment Sevices, a crude oil tanker. The 
rest of the year, he stays at Ghaziabad, 
spending his monthly $5,000 income. 
“Sailing time in international waters 
entitles you to get paid in foreign cur- 
rency," says Bhupinder S. Virk, 48, a 
chief engineer with an American liner. 

Yet another way is to get lucky 
with an indirect UN assignment, which 
would require your existing organi- 
sation to send you on, say, a UN 
peacekeeping mission. India currently 
has peacekeepers in Congo and 
Eritrea, for example. It's good money. 
A squadron leader who was posted 
on such a mission to an African coun- 
try bought a luxury sedan and a Rs 
2.5 lakh-Calloway golf kit upon his 
return.“I have hidden this fact from 
my wife," he whispers, *Please don't 
reveal my identity." 

A UN job is not just about the 
money, however. It's about values. Says 
Ena Singh, a public health specialist at 
UNFPA, "The tax-free pay does draw 
people to the job. But it's the nature of 
the work, the social and development 
issues that we work on that give us 
enormous job satisfaction." 





— it's the nature of work that gives them satisfaction 
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COUNSELLING 





| am a 26-year-old telecom engineer working with a leading 
mobile service provider for the last five years. Of late, | 
have realised that while | am doing well in this job, my real 
interest lies in financial management. Therefore, | want to do 
an MBA in finance from a good B-school now, and later take 
up a related job. Will switching to an altogether different sec- 
tor be a good idea, especially since I’m doing well in the pres- 
ent one? And will it be difficult for me to change back, if | 
wish to, at a later point in time? Please advice. 

You are just 26, so it's still not too late for you make the 
switch. If you are really keen on a career in finance, an 
MBA would be a good idea as it would enhance your 
prospects in both the sectors. Besides, an MBA degree 
would also give you the option to stay on in telecom 
where you could take up a finance job. In case you wish 
to switch back to engineering later, you could. 
However, you might have to explain the reason for 
your decision to prospective employers then. Before you 
zero in on either function though, make sure you 
weigh the pros and cons of both. 


| am a 25-year-old electronics and communication engineer 
working with an MNC for the last couple of years as project 
planner. Prior to this, | was working as a customer support 
associate in a BPO outfit. Though | was doing well there, | 
had decided to switch to project planning because the future 
of the BPO industry looked dismal back then. However, now 
l've started to regret my decision since not only is the BPO 
sector one of the fastest growing, my present company is go- 
ing through a financial crisis, leaving little scope for growth. 
Since | enjoy working in a call centre, should | join one now? 
You must remember that each industry goes through 
phases and it is not necessary that a sector that is in 
boom now will remain so forever. While job satis- 
faction and work environment are good reasons for 
contemplating a change, you would do well to con- 
sider other factors like future prospects, scope for 
growth and quality of experience as well. Also, you 
need to see whether the idea of working with a call 
centre for, say, the next five to seven years, appeals to 
you. If it does, go ahead and join one. 
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HELP 
TARUN! 


| am a 42-year-old manager working with a nationalised bank 
for the last 18 years. | hold an M.Com degree and have also 
completed the CAIIB. Now | want to do a CFA course from 
ICFAI, Hyderabad, because | feel it would add to my quali- 
fications and raise my prospects in the industry as well. | want 
to know if this course would help me build an independent 
career as a consultant, or whether | should go in for an MBA 
in finance from a good B-school. Please advice. 

While an MBA from a good B-school is certainly a 
good option provided you can take two years off from 
work, a CFA degree would come in more useful given 
your background. Also, while the MBA degree will 
open doors to jobs in private sector banks and financial 
institutions, the CFA course would help you in your con- 
sulting business, should you start one. However, you 
must remember that as a senior officer with a nation- 
alised bank, you enjoy certain benefits like job security 
and old-age pension, which you will not get if you start 
your own consulting firm. Consider all the factors 
carefully before you decide on anything. 


| am a 26-year-old army officer about to retire from the short 
service commission soon. I'm now looking for a suitable 
placement in the corporate world that would offer me ad- 
equate remuneration. | am an MBA in HR with a graduate 
degree in political science and PG diplomas in sales and 
marketing, and also automobile engineering. What kind of 
jobs and remuneration should | look forward to at the 
entry level, since I'm sure my experience in the Army 
will not come in very useful in the corporate sector? 

It should not be difficult for you to find a job that rel- 
ates to any of the degrees or diplomas that you hold. It 
is, in fact, upto you to find out which field of work inte- 
rests you. The options you could look at are jobs in HR, 
sales and marketing in any industry. There are also jobs 
available in the automotive sector in manufacturing, 
vending and managing service centres. Given these 
choices though, you would do well to compromise a 
little on the expected pay package at the entry level, if 
you get an opportunity to work with a good com- 
pany and in a function that you like. 


Answers to your career concems are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 
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geom THE INDIA TODAY STATE OF THE STATES 2004} 


The INDIA TODAY State of the States study 2004 is the most comprehensive ranking of the states' 
performance. The study ranks all the 30 states of India after evaluating them on 49 parameters. The 
parameters have been classified under 8 categories: 


* PROSPERITY AND BUDGET * HEALTH * LAW AND ORDER 
* INVESTMENT ENVIRONMENT * AGRICULTURE * EDUCATION 
* CONSUMER MARKETS * INFRASTRUCTURE 


The results will be announced at the INDIA TODAY Chief Ministers Conclave 2004 to be held at New 
Delhi on August 6, 2004. The winning states will be felicitated and key issues impacting the states will 
be discussed and debated. 


Watch the LIVE coverage Read the detailed study 


only on Aaj Tak in the special issue of a ! 
on 6^ August, 2004 | INDIA TODAY on sale e 


TEX MATION! anat MOE cxANQEL 11.00 am onwards. from 6^ August 2004. Making Sense of India 
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Bartending 
101 


Bartending evolves. There’s even a school for it now. 


F YOUR MOTHERTONGUE’S MARTINI, AND YOU COUNT BLOODY 

Mary and 007 as pals, don't assume you'd make a terrific bar- 

tender. You might still have to go to a new kind of B-school 
(for bartending) before you get anywhere close to star status—be- 
ing recommended by high-fliers on inter-continental flights. 

“Bartending,” says Shatbhi Basu, director of the Mumbai- 
based STIR Academy of Bartending, “is a strange mix of art, sci- 
ence and technique. While it can be a tough job to get the just- 
right blend to please your guest enough, the job allows you the 
flexibility of a creative process and a chance to interact with 
high-profile guests from diverse backgrounds.” 

The secret of success is to be much more than what you app- 
ear to be. STIR, on its part, runs courses ranging from drink che- 
mistry and alcohol awareness to bar ethics and customer psych- 
ology. It’s a finishing school of sorts, and hopes to turn out the 
sort of bartender you won’t forget: someone unflappable, wit- 
ty and observant, with a fine sense of humour and taste, who can 
play the subtle counsellor too. The pay starts slowly. About Rs 
4,000 per month for a start, rising to Rs 15,000 on experience. 
The real game, though, is the tips—that have no limits. 


ANANYA ROY 
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Logistics management: Learning the right moves 


Clockwork 
Arranged 


It's a nerve-frazzling job, but some- 
body's got to do it. 


OGISTICS EDUCATION? THERE'S LOGIC IN 

it, as this Brownian-motion world gets 

more complicated. But an entire edu- 
cation? *Contrary to popular belief," says 
Pawan Jain, Chairman and MD, SafeExpress, 
*the truth is that logistics management invo- 
lves much more than just shipping packets.” 
There's fleet management that could involve 
taxing linear programming modules, apart 
from order fulfilment, logistics network design 
and more—enough to give you a headache 
even in a computer-girdled world. 

What used to be a simple operations man- 
agement course at B-schools is, thus, turning 
into a full specialisation. "Today's world is fo- 
cused," explains Vijay Aggarwal, professor of 
operations management and decision sci- 
ences at MDI, Gurgaon, "so a specialisation has 
to be looked at in the total context —whether 
it's about getting business or making decisions 
about trade-offs between different options 
available." You could work with one of the 
many global logistical firms, but don't expe- 
ct to cut yourself some slack on the job. @ 

AMANPREET SINGH 
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PROJECT MANAGER 

Scape Velocity, Inc 

We are looking for project managers with exposure to the soft- 
ware development life cycle in Microsoft / IBM technologies and 
people management, process levels, documentation and efficiency 
in monitoring tools from a professionally managed Company. 


Job Code: 527134 


SAP MM CONSULTANT 

Trident Information Systems Pvt. Ltd. 

Incumbent should have at least 2 years of implementation expe- 
rience on SAP. He/She should be preferably a BE/B.Tech and 
should be willing to relocate in weeks time. 


Job Code: 527439 


ORACLE HRM FUNCTIONAL CONSULTANT 

Young Soft Technologies I Pvt Ltd 

The selected candidate should be preferably an MBA with more 
than 6 years of total IT experience out of which 3-4 years should be 
in domain and should have done two full cycle implementations. 
Job Code: 525744 


Tata Consultancy Services 

This opening requires a BE/B.Tech/M.E/M.Tech graduate with 
at least 2-10 years of IT experience with a reputed consulting orga- 
nization or with an industry in the development, maintenance, 
upgradation, testing or production support projects. 


TSM (COMPUTING & STORAGE) 

Frontier Business Systems Pvt Ltd 

The candidate will lead a team of team leaders and will be respon- 
sible for ensuring high levels of customer satisfaction by pro- 
active management of the team and should ensure smooth and 
efficient functioning of the Technical support department. 
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To Apply to these Jobs: Log on to www.jobsahead.com and type the Job C 





SAP ABAP 

Web Development Company Limited 

The selected candidate will be accountable for large international 
projects. He/She should have 3-5 years of IT experience. Knowl- 
edge of ALE, AVL, EDLI-DOC, BAPI will be an added advan- 
tape. 

Job Code: 527158 


PEOPLESOFT CONSULTANT 

Vercom Software Pvt Limited 

The incumbent should have more than 5 years of industry expe- 
rience working on CRM projects. Exposure to Peoplesoft 


Financials / CRM will be an added advantage. 
Job Code: 527476 


TESTING LEAD 

HCL Technologies Ltd 

The candidate will be responsible for developing test cases and 
executing them as per the test plan. Incumbent will be respon- 
sible for entire document test results and report application bugs. 


Job Code: 526153 


TSM - NETWORKING 

Frontier Business Systems Pvt Ltd 

Incumbent will ensure smooth and efficient functioning of the 
technical support department and will be the final point of esca- 
lation within the support division for all customer support issues 
related to networking, 

Job Code: 522971 


SOFTWARE DEVELOPERS / PROGRAMMERS 
SiliconChips Computer Services Pvt Ltd 

We require a software developer with more than 2 years of expe- 
rience in Microsoft web and .Net technologies. He/She should 
possess excellent communication and interpersonal skills. 

Job Code: 527056 
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Chief Technology Officer? 


Don't miss the starting gun. 
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pon EAL EXECUTIVE 

Leading Player in Telecom Industry 

This opening will be responsible for billing-bill plan and release, 
quality assurance, billing operations, billing TT resolution, collec- 
tion and exposure management - normal collections within due 
date and customer accounting and field collection. 


Job Code: 526332 


ACCOUNTANT 

Aceon Tech e Services India Pvt. Ltd 

We are looking for commerce graduates preferably CA inter with 
5-10 years of experience and should have good exposure to all 


accounting packages as well as administration works. 
Job Code: 506985 
| 


FUNCTIONAL CUSTOMER SUPPORT 

X Silica India Pvt Ltd. 

Incumbent should be a commerce graduate with relevant experi- 
ence and should have excellent domain knowledge of MM/Finan- 
cial/Distribution. This opening requires excellent communication 
and interpersonal skills. Job Code: 497418 


BUSINESS ANALYST - SECURITIES 

Wipro Limited 

We require a Business Analyst - Securities who will contribute to- 

wards the analysis of new industry practices identified by new and 
isting customers and evaluate their current application function- 

ality to meet the defined requirements. 

Job Code: 475583 


OFFICER/SR. OFFICER- INTERNAL AUDIT 

Premier Instruments & Controls Limited 

This opening requires qualified CA/ICWA (all stages/groups) 
vith at least 2-8 years of experience in audit and account functions 
n a reputed company preferably in an auto/ auto ancillary com- 
»any. CS will be an added advantage. Job Code: 501448 
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Finance Head? 
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FINANCE MANAGER 

Mahindra Holidays and Resorts India Ltd 

Incumbent should manage the accounts team and handle the 
finance function individually and be responsible for the daily fi- 
nancial transactions, debtor and creditor handlings. 

Job Code: 515962 


ACCOUNTANT 

Sudarsan Technologies 

Incumbent will be accountable for independently handling unit 
account, should be well conversant with the latest version of Tally 
and should be well versed with statutory matters. 

Job Code: 501743 


ACCOUNTANT/ BOOK KEEPER 

The Advertisers of New Indian Express 

We have immediate openings for a commerce graduate with mini- 
mum 5 years of accounting experience. Incumbent should have 
excellent communication and interpersonal skills. Knowledge of 
MS-Office will be a pre-requisite for this opening. 

Job Code: 478430 


SR. MANAGER - FINANCE 

Scape Velocity, Inc 

We have immediate openings for Finance specialists with at least 
5 years of hands-on exposure to accounting and reporting in 
services industry preferably in software services. Excellent PC skills 
with good communication and interpersonal skills will be an ideal 
fit. Job Code: 475689 


FINANCE MANAGER 

Young Soft Technologies I Pvt Ltd 

Incumbent should be a chartered accountant with 7-8 years of 
experience in handling accounts of a multi-location manufactur- 
ing organization and should have good knowledge of taxation, 
latest accounting standards and practices. Job Code: 474422 


Choose from over 1,50,000 job openings, 
6,000 corporates. 


JobsA head.com 


Fill in your ambition 














JODS 


| M ARKE | IN 


PERT li nea aaa i dhi 


JobsAhead. com 


Fill in your ambition 


oaday 








OLVES OF 
SALES & MARKETING! 


ae 


To Apply to these Jobs: Log on to www.jobsahead.com and type the Job Code 


ASSISTANT MANAGER [SALES] 

Hotel Golkonda 

Incumbent should assist the sales and marketing manager in the 
day to day operations of the department and help him in making 
policies for the smooth functioning of the department. 

Job Code: 518539 


HEAD (CARRIER RELATIONSHIPS) 

Air 2 Web India P Limited 

Incumbent will be responsible for negotiating commercial agree- 
ments, agreement renewals, co-ordinating connectivity and will be 
required to work with operations on reviewing connectivity stabil- 
ity and end-to-end issue resolution. Job Code: 515218 


BUSINESS DEVELOPMENT MANAGER 

THE KC P LIMITED 

Incumbent should be posses excellent marketing skills and should 
have earlier worked in the process industry and then moved on to 
the IT sector. Experience in maintaining wide network in an inter- 
national and national level will be preferred. 

Job Code: 516535 


VENUE SALES MANAGER 

Bajaj Capital 

Incumbent should have experience of the venue sales industry and 
should have worked in the capacity of a venue manager or TO 


manager. This opening is based at Bangalore. 
Job Code: 513426 


SR. EECUTIVE -SALES 
Infotec Network Systems 
We are looking for a person with minimum 2 years of experience 
with excellent market knowledge. Experience in sales of office 
automation/computer hardware products will be an added ad- 
vantage. Job Code: 481245 


ASST. MANAGER INSTITUTIONAL SALES 

Abee Info Consumables Ltd. 

Incumbent should be a tactful person with good contacts ih 
business development and should be fully aware of procedure: 
in institutional sales with good inter-personnel skills to coordi 
nate and execute various jobs. Job Code: 517587 


SENIOR MANAGER (CARRIER RELATIONSHIPS) 
Air 2 Web India P Limited 

The incumbent will be managing carrier relationships in the re 
gion by establishing interfaces with the Air2Web mobile interne 
platform and carrier messaging infrastructure 


Job Code: 515477 
l 


VP - SALES AND MARKETING 
Scape Velocity, Inc 

Responsibilities for this opening involve leading an offshor 
marketing team of 5-6 experienced personnel. Incumbent shoul 
have prior work experience in IT marketing and should have goo: 


exposure to the US market. Job Code: 512849 


ASM - PREPAID 

Hutchison Max Telecom 

This opening involves managing the prepaid sales team for 
specific territory and will be responsible for meeting sales targe! 
through the team. He/She should posses excellent communic: 
tion and presentation skills. 


Job Code: 515079 


SR.MANAGER-COMMERCIAL 

Mona Arch Consultants 

He should have experience in sales and marketing of real esta 
(commercial) property and should have a strong network of coi 
tacts with developers, investors, retailers and corporates. 


Job Code: 483147 
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Get a head start in the race to be 


Chief - Marketing. 
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HEAD - INDIAN SOFTWARE OPERATIONS 
Sorix Solutions Pvt Ltd 

c require a professional with vision, skills, strategic planning 
and an understanding of the dynamics of running a software 
development centre. Experience in handling entire operations of 
a software development company will be an added advantage. 
Job Code: 522597 


GENERAL MANAGER 

The Advertisers of New Indian Express 

Incumbent will be responsible for overall profitability, manage- 
ment of property, marketing, establishing community relations, 
record-keeping, employee recruitment/ training and coping with 
upcoming problems. Job Code: 508937 


‘DEPUTY GENERAL MANAGER 

Digital Domain 

This opening requires minimum 10 years of experience in cus- 
tomer servicing preferably in the telecom industry. People from 
other sectors like banking, insurance with similar profile may also 
apply for this opening, Job Code: 503285 


DIRECTOR-ADMISSIONS & FINANCIAL AID 

Indian School Of Business 

The selected candidate will be responsible for all activities related to 
admission of students to the post graduate program in manage- 
ment, will formulate and implement the admissions strategy which 
nr include identifying target markets. Job Code: 475268 


C/C++(SR.SOFTWARE ENG & PROJECT LEAD) 
Jataayu Software Pvt Ltd 

Incumbent should have at least 3 years of experience in C/C++ 
vith the UNIX platform. This opening requires good communi- 
cation skills and the incumbent should have the ability to lead a 
arge group. Job Code: 527850 


Step into the shoes of 


Managing Director. | 
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CONTROLLER OF EXAMINATIONS 

The Advertisers of New Indian Express 

The selected candidate will be posted as controller of examina- 
tions. Knowledge of Urdu software is a pre-requisite for this 
opening. This opening is based at Hyderabad. 

Job Code: 511036 


AREA MANAGER - PROJECTS 

GTL Limited 

We are looking for an Area Manager who will be accountable for 
timely completion of projects with optimal resource utilization 
and quality output. Hc is expected to exhibit skills like planning, 
scheduling, organising and coordinating. Job Code: 506475 


HEAD - DELIVERIES 

CyberKorp India Pvt Ltd 

This position will lead to heading and taking responsibility of 
deliveries of all projects of the company, identifying and building 
a good technical team comprising of Project Managers / Project 
leaders and to ensuring complete quality aspects of delivery. 

Job Code: 485045 


PROJECT LEADER/PROJECT MANAGER 

Jataayu Software Pvt Ltd 

We have immediate openings for a project leader with a strong 
experience of atleast 3 years in project/product development. 
Knowledge of C/C++ and Java will be a pre-requisite for this 
opening and experience in the Telecom domain will be required. 


Job Code: 527830 


SYSTEM ANALYST - MICROSOFT PROFESSIONALS 
Sobha Renaissance Information Technology Pvt Ltd 

The candidate will be required to analyse, design and implement 
the overall solution. Knowledge of translating client requirements 
into highly specified project briefs and requirement gathering will 
be an added advantage. Job Code: 524221 
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GTC INDUSTRIES LIMITED 


GTC. in the cigarette industry, is India's largest national enterprise of its kind. The Company is looking for 
dynamic and result oriented professionals for the following positions: 


Vice President — Sales & Marketing 


The candidate should have an MBA from a reputed Management Institute, below 45 years, with about 20 years 
hands-on experience in Sales & Marketing with exposure in reputed and progressive FMCG Companies of 
national presence with last 5-7 years in large profit center responsibility. The position reports to the Managing 


Director of the Company 
General Manager - Sales 


The candidate should have an MBA from a reputed Management Institute, below 40 years, with 15-17 years 
hands-on experience in Sales Management of FMCG products of national presence and rural markets 
development. The position reports to the Vice President — Sales & Mktg. 


General Manager - Marketing 


The candidate should have MBA degree from a reputed Management Institute, below 35 years, with experience 
of.10 —12 years in Product Management, Event Management, Advertising etc. of FMCG products in large 
organization of repute. The position reports to the Vice President — Sales & Mktg. 


Manager — Market Research 


The candidate should be comfortable in both qualitative and quantitative research activities in urban and rural 
markets. Desirable age group is below 30 years. Should have excellent analytical ability. The position reports 
to the General Manager — Marketing. 


Above positions are based at Mumbai and require extensive travel. Compensation is comparable to the best in 
the FMCG industry. 


Candidates fulfilling criteria should send their detailed CV within 10 days by email — hrdmc@rediffmail.com 
or hrdgtc@rediffmail.com or akale 2003@rediffmail.com or by courier to: 


Dy. General Manager - HRD 
GTC Industries Limited, "Tobacco House", S.V. Road, Vile Parle (West), Mumbai — 400 056. 
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Q Judgement 
Q All of the above 


Corporate Banking Group of ICICI Bank is dedicated to building deep and enduring corporate relationships, and 
ensuring flawless delivery of world-class banking solutions. We are in the process of expanding our Corporate 
Banking team in the areas of Client Banking, Structured Finance & Transaction Banking. 


Relationship Managers- 
Client Banking Group (Code: CB1) 
e CA/ MBA (premier business school) 


e 2-6 yrs of Corporate Banking / Financial 
Services experience 


e Key Deliverables: 


-Actively solicit and develop new 
relationships 


- Achieve profit targets 
- Cross sell retail and group company products 
- Maintain asset quality of the portfolio 


Corporate Sales Managers- 
Markets Group (Code: CB2) 
e CA/MBA (premier business school) 
e 2-6 yrs of experience 
e Key Deliverables: 
- Offer integrated risk management solutions 
to clients 
- Achieve profit targets 
- Maintain relationship with corporate 
treasurers 
- Solicit and develop new relationships 


Trade Finance and CMS Specialists (Code: CB3) 


e CA/MBA/CAIIB 
e 2-6 yrs of experience 
e Key Deliverables: 
— Process optimization (six sigma) 
— Productivity modeling and management 
— Automation and structured trade products’ 
planning 
— Operational risk modeling and management 
— Project Management 


We are looking for individuals: 

e who wil! set and deliver high standards of 
performance consistently 

e who can relate well to a wide variety of people 

e who think differently and make ideas work 

e who are comfortable working in a technology 
savvy work environment. 


Interested candidates may apply in strict confidence to: 
Head HR, Wholesale Banking Group (e-mail: 

i ici ). Kindly mention the 
code of the position applied for in the subject field. For 
other openings at ICICI Bank, please visit 
www. icicicareers.com 


ICICI Bank 


Corporate Solutions 
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CLEANUP CREW 


THE ART OF THE GREEN 


Inspired by India's first Green Building, a clutch of corporates is rush- 
ing to move into GBs of their own. Thankfully, the expertise to build 
one is readily available and not-so-complicated. BY E. KUMAR SHARMA 





WO WIND TOWERS AND A UNIQUE STRUCTURE 
in between have given a new identity to the 
city of the four minars. Some 20 kilometres 
away from Charminar and just past the 
HI-TEC city is the greenest building in the 
world. It is called the cu-Sohrabji Godrej Green Business 
Centre and it has been developed jointly by the cit, the 
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Green is in: Fi 


PHOTOGRAPHS BY A. PRABHAKAR RAO 


government of Andhra Pradesh (by way of free land 
allotment) and Pirojsha Godrej Foundation with tech- 
nical support and "strategic inputs" from USAID. 
Apart from being the first ‘Platinum’ rated green build- 
ing outside the United States, this is a forerunner of 
futuristic facilities management that a clutch of com- 
panies (see Soon, They'll Be Green Too) is already 





- Bangalore (exhibition centre) 3 
— m Grunfos Pumps, Chennai 


— — — Excellence, Mumbai 
m Wipro, Gurgaon 


e P 


WHAT MAKES THIS BUILDING GREEN 


m Zero water discharge and 100 per cent waste water recycling 
m Rainwater collection pond with capacity of 8 lakh litres 
m Extensive landscaping and rainwater harvesting 


m 88 per cent saving on lighting—maximum use of daylight 
and fenestration maximised on north orientation 


m Wind towers for fresh air intake, thermal mass and water spray 


resulting in 7 to 10 per cent reduction of air conditioning load 


m Use of renewable energy with solar photo voltaic energy meets 


20 per cent of the total energy cost of the building 
m Use of energy saving and insulating materials 


m 80 per cent of building made from recycled materials like 
aluminum, fly ash, cement and blocks, ceramic tiles, wood. 
false roof and door frames 


SOON, THEY'LL BE GREEN TOO 


m North Delhi Power Limited, Delhi (corporate office) 


m ITC Centre, Gurgaon (ITC corporate 
office to be ready by the end of this year) 


m Dr Reddy's Laboratory, Hyderabad , 
(corporate office and maybean — 4 
additional lab—work to begin soo fs 
and may be ready in 2005) : 


m NEG - MICON India, 
Chennai (corporate office) 


m IMTMA (Indian Machine Tools 
Manufacturers’ Association), 













(corporate office) 
m CIl- Naoroji Godrej Centre of 
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Self-sustaining power: Solar panels using sunlight 
generate 110-120 units of power per day 


striving to emulate. 
Built over 20,000 
sq. ft. in a five-acre 
plot in a somewhat 
water-scarce region, 
the green building 
provides enough 
water and sustenance 
for lawns, nurseries 
and ducks floating in 
treated water. It cost 
some Rs 10 crore to 
build, and if that sum 
looks too big for a 20,000 sq. ft. building, the ra- 
tionale is that it is a “demonstration building" 
aimed at popularising the concept of green build- 
ings in Asia. The yardstick by which it attained the 
green tag is simple. The Platinum rating came 
from the United States Green Building Council 
(USGBC), under its LEED (Leadership in Energy & 
Environmental Design) programme; there are two 
other Platinum buildings in the world, both in the 
US. The centre, which in quick speak is some 
times referred to as the Gps (Green Business Centre). 
won 56 points out of a possible 69 points. This 





Certified too: The building is 
LEED platinum certified by 
the US Green Building Council 


makes it the greenest in the world. 

It is the simple emphasis on resource manage 
ment (See What Makes This Building Green) that 
makes this building green. And the Gps, having 
wowed most people with its greenness, has now 
gotten into the act of offering consultancy and 
LEED building-related services, "We are Offering 
these services to eight Indian companies from 
known polluting sectors and aim to help at least five 
achieve green status by end of 2005," says Jamshyd 
N. Godrej, Chairman and Managing Director of 
Godrej & Boyce, who is also the Chairman of GBS. 
All told, some 1,000 cEos are to be roped in to the 
green movement (about 200 have already signed 
on), and the centre will help create 10 green 
buildings by 2006 and establish a recycling industry 
by 2008. For the record, although the building 
costs a bit, it will pay for itself, in terms of savings 
on power and water, in three to four years. @ 
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ONCE AGAIN, IT'S TIME FOR  - 
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i 3 The most anticipated spat of the year is here, - 


4 
Business Today Crossfire, presented by | 
Royal Challenge. Where the deceéncies of | 
debate do not proscribe the use of verbal 
missiles, logical WMDs, and analytical pincer | 
manoeuvres. Enjoy a rihgside view of some of | 
the finest minds. in’ Indian marketing and 
advertising locking horns over contentious 
issues and watch more than just wards fly. And 
do not forget to bring your flak jacket along. 








Date City 
July 2, 2004 . Bangalore 
July 9, 2004 Mumbai 
July 23, 2004 . Chennai 
July 30, 2004 ` Kolkata. 
"Aug 6,2004 Hyderabad 
Aug 13, 2004 Delhi 
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Rediscovering old virtues: Before man discovered the wonders of new technologies 


In Praise Of Doers 








A paean to will power, an adman's adventure, and a whack-act by the author of Maverick! 


NCE UPON A TIME, WILLPOWER 
‘ras all they had. They 
rolled giant boulders uphill, 
had their cavemates turn into wall- 
hangings, and started all over 
again—just to keep beasts out. Then 
came technology, and ‘willpower’ 
got everybody confused. If the 
Germans came up with a peculiar 
version of it, Oval Office occu- 
pants came up with quite another. 
And now India Inc is making its 
own contribution to the notion: 
as a way to haunt headlines after 
you're dead and gone. 

This book, A Bias For Action, 
rescues willpower and makes it the 
central force in leadership success. If 
that sounds a tad too obvious, con- 
sider the authors. Heike Bruch is a 
professor of leadership at 
Switzerland’s University of St Gallen. 
Her co-author, the late Sumantra 


124 BUSINESS TODAY AUGUST 15 2004 


A BIAS FOR 
ACTION 

By Heike Bruch 
& Sumantra 
Ghoshal 
Penguin Viking 
PP: 212 
Price:Rs 595 





Ghoshal, was a professor of strategic 
and international management at 
the London Business School, and 
continues to exert influence on 
Indian corporate life. People of such 
stature do not write books that just 
repeat some old mantra. They write 
books you’re supposed to think 
about—as the Vitruvian Man cover 
design would suggest. 

“This book confronts busy 
idleness,” declares the opening, 


referring to the ‘active nonaction’ 
that renders managers ineffective. 
Having studied the ‘volition’ theo- 
ries of psychologists and the 
Lufthansa turnaround of the early 
1990s in depth, and having vali- 
dated the findings across such firms 
as Goldman Sachs, Sun, Oracle, LG 
and Sony, the authors have some 
worrying statistics to report. 

Just 10 per cent of executives 
are ‘purposeful’ in action; those 
who’re focused on goals and en- 
ergetic at work, both. Some 20 
per cent are ‘detached’; focused 
but not energetic. About 30 per 
cent are ‘procrastinators’; neither 
focused nor energetic. And the 
rest—most, that is—are ‘frenzied’; 
energetic but unfocused. 

What do the purposeful have? 
Willpower. The big clarifying job 
the book does is here: in drawing a 


Global perspective. 


Now, benefit from superior coverage of global business across all our editions. As we partner with 
the world's leading business newspaper - the Financial Times - to bring you the best international 
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distinction between motivation, which is 
susceptible to changes in the environ- 
ment and inner preferences, and actual 
willpower, which must cross a no-turn- 
ing-back threshold to gain force (and 
once it does, responds to barriers only by 
strengthening in resolve). Psychologists 
have always known the difference, in 
academic terms, but as luck would have 
it, such ‘will’ theories fell into neglect af- 
ter they got co-opted in triumphalist 

cinema and other nauseating projects. 
The book offers a series of nerve- 
steeling strategies, involving ways to 
align emotions with goals. The advice on 
escaping ‘nonaction traps’, though less 
readworthy, also exhibits clarity of 
thought and purpose. “Ultimately,” the 
book concludes, “what distinguishes hu- 
man beings from almost all other species 
are two things—imagination and 
willpower.” On the former, the authors 
refer to Joseph Schumpeter, who spied a 
“sharper intelligence and a suppler imag- 
ination” in the few who exercised these 
faculties to come up with “numerous 
new combinations”, but was dismayed to 
find that even fewer did anything about 
it. The cavemen, at least, all understood 

the danger of going idle. Or did they? 
ARESH SHIRALI 


f] ees IS A FANTASY BOOK. IT’S WHAT 
self-respecting young recruits, once 
safely past slurring point, dream aloud as 
appropriate material to be read out to 
| their CEO, once safely blindfolded and 
strapped to a chair in a dimly-lit room 
that smells of banned substances. 

-~ T*[ am currently unemployed,” begins 
Hardo Semler's *Forewarning' in The 
Seven-Day Weekend. This is presumably 





an advertising one; well, not even strictly an 
autobiography. For Sandeep Goyal's The 
Dum Dum Bullet: Adventures of a Corporate 
Soldier, is an entirely readable anecdotal ac- 
count of his life in the mad, bad and tumul- 
tuous world of Indian advertising over the past 
two decades. The author, Dentsu India’s Chair- 
| man, borrows the title from the bullet made at 
THE DUM DUM Dum Dum ammunition factory near Kolkata, 
BULLET West Bengal, and likens advertising—which is 
soft-nosed, focused on its target and balloons 
By Sandeep Goyal on impact—to that legendary bullet. 





Penguin Books And best of all, the book is an ensemble of 
PP: 241 short stories, loosely segmented by such chap- 
Price: Rs 295 ters as The Rookie, Just Married, Seasoned 


Campaigner and Excuse Me. Since there is 
no strict narrative to follow, you can start anywhere. But no mat- 
ter what you pick up, it is a racy read, every tale with its unique 
twist. So whether it’s Goyal’s humbling as a Goodlass Nerolac 


management trainee by a dealer at a dusty town in Rajasthan, sib- 
ling rivalry between Mudra and Interact Vision, or how Bharti’s 


cellular brand could have been Tango instead of AirTel, Goyal’s 


pouring out of personal experiences from HTA, Trikaya Grey, 
Interact Vision, Rediffusion DY&R and Zee Telefilms reflects very 
well on the complexity of Indian advertising as it deals with a di- 
verse audience. “‘Chaandi ho 
a bunch of bankers in London,” as Goyal puts it in the book 
SHAILESH. DOBHAL 


of the “trappings of Communism” that “have 
been snapped up by megacorps”. Those 
who’re familiar with Semco have heard the 


story: rotating CEO-ship, open board meets, 
youngsters waddling around for something 
exciting, Semler retracing Marco Polo’s route, 
and all the rest of the freedom trip. — — 
In this book, Semler does his Semler act. 
Updated, of course. He rants about Mach-3, 


LE IS NEITHER A MANAGEMENT BOOK, NOR - 


gayee'—explain what that means to. 


parallel parking, and Afghanistan. He thtows 





aimed at those who haven't read. THE SEVEN- in wisdom on feeding ducks and flying geese. 
Maverick!, his earlier bestseller. DAY WEEKEND He drops nuggets on his own upbringing 

Semler, famously, does not run Semco, By Ricardo Semler (starring his shaving-wise dad and Freudian 
his Brazil-based family business. He talks streak mom). He even quotes Harvard man 
about it—as a profitably diversified enter- Random House Bill Ury on tribalism as a prophylactic against 
prise from Planet Venga or something, PP: 275 the fear of rapid change. In all, a fun read for 
“It’s easier to say what it's not, rather Price: £4.55 the uninitiated. What this book doesn't do, 
than what it is." It has no structure, no shorn of frills, is say something dramatic to 
hierarchy, no timings, no offices, no butts-on-chairs, the initiated. Unless, unless you bushwhack the fantasy 
no business plan, no standards, no this, no that... none into an unauthorised bout of lip-reading. 
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of management professionals who can understand the new dynamics of 
global business environment within a framework of business ethics and 
corporate governance. It is with this view the ICFA! Business School, 
o constituent of the ICFAI University, offers the two year full-time 
MBA Program with different areas of specialization. Within a short span 
IBS has grown to an impressive size and achieved wide-spread recognition 
from industry, academic circles and professional bodies. In recent surveys 
of B-Schools, IBS has been ranked among the top B-Schools in India 
IBS alumni, numbering over 5500, are currently pursuing fost-trock career: 
with over 750 blue-chip organizations in India and abroad 


The MBA Program of IBS is designed to provide contemporary k: 
ond skills, both functional and integrative, in the field of m 
with emphasis on leadership, entrepreneurship, ethics and Qr 
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The India Today Book Club now brings you a special subscription offer: 
Subscribe before 15th August 2004, and along with your assured free gifts, also get a i 
chance to’ m Raj Travels. The higher your subscription 

j 


term, the higher are your number of entries in the lucky draw that will decide the 
winners of these holiday trips. 
So what are vou waiting for? Complete the membership coupon - and become a 


valued member of the lia Tod: 
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» Fabulous discounts of upto 60% on all books 
» Widest range of the best quality books 


» Free Books Today, monthly magazine with write-ups on the latest titles 
» Free home delivery of books 


> Assured free gifts upto Rs. 1880 along with your subscription 


* Complete this coupon and mail it to us in the enclosed pre-paid envelope. 


Yes! Send me my free books & enter my name in the Lucky Draw 


5 years: Pay Rs.950 3 years: Pay Rs.675 | year: Pay Rs.250 
Get 5 Free Books* Get 3 Free Books* Get 1 Free Book" 
and10 entries in the lucky draw and 5 entries in the lucky draw and 1 entry in the lucky draw 
Choice of Free Books: Please tick (sf *Free Books can be selected only from the choice of books given below 
[] First Darling of the Morning Selected Memories of an Indian Childhood 
[] Collins Gem English Dictionary Paperback; 640 pages; Cover Price Rs.150 Thrity Umrigar; Paperback; 294 pages; Cover Price Rs.295 
O Khushwant Singh Selects Best Indian Short Stories (Vol.2) A collection [L The Foolproof Cookbook for Brides, Bachelors & Those Who Hate 
of stories by well-known writers. Paperback; 276 pages; Cover Price Rs.295 Cooking Rohini Singh; Hardback; 150 + 10 pages photographs 
C] Spies in The Himalayas Secret missions and perilous climbs. M.S. Kohli; Cover Price Rs.295 
Hardback; 240 pages; Cover Price Rs.395 L] Loving Ayesha and other Stories A collection of short stories about small lives 
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Ansal; Paperback; 280 pages; Cover Price Rs.295 O Hali’s Musaddas A story in verse of the Ebb and Tide of Islam Maulana Altaf 
Hussain Hali, Hardback; 241 pages; Cover Price Rs. 500 
Please fill in BLOCK LETTERS): C) The Guru of Joy Sri Sri Ravi Shankar & The Art of Living 
Francois Gautier; Hardback; 272 pages ; Cover Price Rs.395 
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Ravi Prakash has 36 to be exact. And each one is a gem. BY VENKATESHA BABU 


PHOTOGRAPHS BY DEEPAK G. PAWAR 





Passionate about cars: Ravi Prakash’s farmhouse has a welding shop and a paint shop that would put any garage to shame 


O —_ HERE'S SOMETHING ABOUT VINTAGE CARS—SOMETIMES IT’S THE THIN WHEELS 
m 7 B Y with spokes; other times it is the quaint chassis; and at still other times it is 
a peculiar mechanism, like a central headlight that moves with the steering 
wheel—that makes everyone want to own one. Now, imagine owning 36 of 
these beauties. Bangalore's Ravi Prakash does—own, that is, not imagine. 
" Surgeon by profession, farmer by inclination, businessman, amateur politician 
Vl and secretary of Karnataka Vintage and Classic Car Club, Prakash is a man 
ad ms. of many parts. But he is best known for his collection of vintage cars. 
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THE CAR COLLECTOR TREADMILL 
E | QUICK DRAW McGRAW PEOPLE 









































The good doctor lives in Subramanyapura, a semi- 
rural hamlet 30 kilometres from Bangalore. The exotic 
Japanese-style house set among lush 13-acre grounds is- 
n't the main attraction at his Kala Farms. That has to be 
his collection of automobiles. There’s a 1915 Tin Lizzie 
(a Ford Model T and it is black), a 1918 Sunbeam, a 
1919 Fiat 501, a 1926 Austin Chummy, a Mercedes 
Nurburg dating back to the same year, a 1928 Lanchester 

originally owned by Motilal Nehru, a Jaguar E type 
4 Roadster, a Morgan Plus, and other beauties. 

Each car, as is almost always the case 
with such collections has a history. The 
sky-blue Lanchester—the only one of its 
kind in India and among 11 such in the 
world—is not only the oldest ever Lanchester 
in a running condition, but was once owned 
Pandit Motilal Nehru, a leader of the Indian 
independence movement, co-founder of the 
Swaraj (Self-rule) Party, and father of India’s 
first prime minister, Jawaharlal Nehru. 

“When I brought it looked desolate,” says 
Prakash. “It took us nearly five years to restore 
it to its glory.” Prakash trawled the net for 

| parts; called his friends in England; frequented 
flea markets to pick up old steering wheels and even 
name plates; and spared no effort to source precious 
bronze and metal badges with the legend Daimler & 
Lanchester Club. The cost? Upwards of Rs 20 lakh, 
though Prakash refuses to put an exact figure to it. “It is 
all about passion," he gushes. “Do you mind spending 
money on your children?" Once a week he takes the 
Lanchester for a drive around the farm (it does two 
kilometres to the litre). 

Among Prakash's cars are cars that belonged to the 
royal families of Udaipur, Kutch, Rajkot, Mysore and 
Travancore. Some of them have starred in movies, 

| appeared in television commercials, even participated in wedding 
| processions of the rich and famous. That brings in some revenues, 
although it is apparent that Prakash's obsession isn't really a for- 
profit venture. The man insists that all his cars be in *running 
condition" and has retained the services of a dozen me- 
chanics full-time. His farmhouse itself has a full-fledged 
welding shop and a paint shop that would do any modern 
garage proud. 

Prakash's obsession started with a simple fascination with 

cars. Then, in 1979, when he was a 19-year-old student of 
medicine, he acquired his first vintage car, a 1937 Sunbeam 
Talbot, and he was hooked. At one time, Kala Farms 
boasted 65 cars, but Prakash has pruned his collection to in- 
clude only the rare and the fit. The Sunbeam, not surpris- Rare and fit: The collection includes a 1928 

ingly, is still there. Lanchester (above) once owned by Motilal Nehru 
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Quick Draw McGraw 


HY ARE WE TAKING THE NAME OF SOME 

obscure Hanna-Barbara cartoon character in 

an article about a cellular handset? Well, 
QD had to expand to something, right? 

Given my rather tedious, time-consuming experience 
with the first Nokia N.Gage, let alone the part about 
looking stupid, I did not expect much from the N.Gage 
Version 2, titled the QD. Talking on that phone meant 
looking like a cross between a Mr. Spock of Star Trek 
and Big Ears from Noddy comics. 

But the QD soon began to impress. Firstly, it is 
lighter, more compact and more ergonomic than the pre- 
vious phone. It is still a bit unwieldy to use, particularly 
for those people who have become accustomed to 
Nokia's more traditional *slim candy-bar' type phones, 
but the earpiece is where you would expect it to be. The 
buttons are not too awkwardly placed, but getting pro- 
ficient at messaging takes a little bit of time. 

But, this is not why Nokia made the N.Gage QD. It 
made it to play games on, and that is exactly what I did. 
This is the best portable game machine I have used, and 
it is, as I was reminded more than once, a phone to 
boot. Not that I really appreciated being called in the 
middle of playing Ashen; the phone's default setting 
means that a phone call takes priority over the game. 

The single-most important difference between the 
first and second N.Gage is the hot-swappable card 
feature. On the first N.Gage, one had to take out the 
battery and then change the game (or memory) card. 
Now, one has to press a button, choose the ‘remove 
memory card' option, open a rubber strip and voila. 

The QD got me through edit meetings, wed- 
dings, traffic jams and other assorted boring stuff, 
playing Tiger Woods Golf 2004 (which | 
have become quite good at, even if I say so 
myself), Ashen and Spider-Man. 

The games took full advan- 
tage of the N.Gage's rather 
adequate screen; the graph- 
ics were not as bad as I 
expected them to be (in 
fact, they were surprisingly 
good). The Java-based 
games for the phone were a 
flashback to Arcade games 
from the 1980s and they did 
take time to load. It may not 
be as much fun as playing on 
your PC or through a console, but 
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then again you will not find your PC or console with you 
on the back seat of an Indica headed towards Dadri. 

| have never liked portable game consoles. | 
am not particularly fond of the Game-Boy Advance, 
but the N.Gage's bigger screen and dual function- 
ality (one does need a phone, right?) makes it quite 
useful. The price is not that bad as well—at a MRP of 
Rs 11,599 (a Nokia ‘Best Buy’ price of around 
Rs 9,999), the addiction factor only increases. 1 
could not test the Bluetooth-enabled multi-player 
gaming facility of the phone and the Nokia N.Gage 
arena website is not complete in India as yet (as- 
surances were given by Nokia that it would be up 
and running by August), but since accessing the 
web through GPRS is not the easiest thing to do, on- 
line gaming might take some time. 

The Nintendo Game-Boy Advance is a tad cheaper 
at around Rs 6,000 and has several more games avail- 
able, but it is not available through legal routes. Then 
again, even though there are only around 60-odd titles 
available on cards (initially at Rs 1,000 each), you 
can download more (albeit Java-based) games from op- 
erator websites or Nokia's own website, for a lot less. 

Of course, there is supposed to be the Playstation 
Portable (psp) heading for release by the end of the year, 
but chances of that coming to India are minimal, at least 
for the time being. So if you want the fun of portable 
gaming, the N.Gage QD is the thing to buy. And as I 
will never tire of saying, it is a phone to boot. 


KUSHAN MITRA 

















N.Gage QD: The portable gaming console 
is a big improvement over Ver 1.0 
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RAJAT BARAN 


TREADMILL 
BUTT, NATURALLY 


T'S A PART OF THE BODY THAT MOST MEN DON'T BOTHER ABOUT—AT LEAST IF 
fe their own. But the butt is an important area of the body to focus on for 

a variety of reasons. First, a taut and well-muscled butt adds to the 
strength of the lower body and a good posture. Try looking good in a pair of 
jeans if you have a wimpish butt and you'll know what I mean. The butt (or 
the bum or the glutes) is a prominent part of the body and it is easy to neglect 
its muscular function. Your gait and your ability to move your hips and 
thighs are all influenced by the state of your butt! More important, in case you 
didn't know it, a man's sexual attractiveness is influenced by the shape and size 
of his butt. Don't believe it? Ask a woman. 

More seriously, each of your buttocks has three muscles: the gluteus 
maximus, the gluteus medius and the gluteus minimus. In gym slang, they're 
collectively referred to as the glutes. The biggest of them is, as the name sug- 
gests, the gluteus maximus, which is the largest and the most prominent and 
visible part of the butt. The gluteus medius is the part that contracts to hold 
the pelvis upright when you walk. And, finally, the gluteus minimus, which lies 
under the medius and works in conso- 
nance with it. When you twist your 
lower body (try touching your knees to- 
gether), it's these muscles that help in 
the movement. Ergo, a strong butt sta- 
bilises the hip and pelvis. 

So, what's the best workout for the 
butt? While gymmers and trainers trot 
out a perplexing range of exercises— 
like the bent-knee kickback, leg curls 
and lunges, I'd say it’s the stiff-legged 
deadlift that works the best. So does the 
squat. Call me old-fashioned if you 
like, but I like *basic building block" ex- 
ercises like the squat and the deadlift. 
The squat is more common than the 
deadlift but you're unlikely to en- 
counter too many people doing either of them, particularly in the new 
breed of effete gyms that are springing up in the metros and the bigger 
cities. I’m going to describe the deadlift—not the squat—in this instalment. 

The exercise itself can look deceptively simple (see Fig. A & B) but there 
are a couple of variants and a caveat. First, the bent leg deadlift, which tar- 
gets the glutes the best. With feet flat beneath a bar, squat down and grab 
the bar with hands shoulder width or a little wider. I suggest an overhand 
grip but you could also use a mixed—one overhand another underhand— 
grip. Now lift the bar by straightening hips and knees. If you do the same 
exercise with your legs straight throughout the movement, it also targets your 
hamstring muscles. Here’s the caveat: you need to keep your arms, knees and 
back straight throughout this exercise otherwise, particularly if you’re go- 
ing heavy with the weights, you can injure your back. 
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Presenting the latest NCAER Survey of The Great Indian Middle Class. 


Now, get information about the exact size of India’s 
middle class. Where the rich reside. The number of 
crorepatis. The fastest growing cities in terms of 
spending power. Yes. The unique Market Information 
Survey of Households (MISH), 
conducted by the National Council 
of Applied Economic Research gives 
you all the information you need. 
Right at your fingertips. Presented 
by Business Standard's editorial 
team, this latest survey is based 
on a study of 500,000 urban & 
rural households. And for the 
first time ever, it even offers 
comprehensive insights on households that earn 
more than Rs. 10 million a year. Over the years the 


report has become a valuable tool for leading 
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Jumbo Catch 


F ALL THE FAMOUS PERSONALITIES THAT SAHARA 
O Parivar’s Subrata Roy has managed to rope in to 
jazz up his diverse businesses, Rono Dutta must be the 
biggest catch. Last year, Roy brought on board Dutta, 
former President and CEO of the world’s largest airline, 
United Airlines, as an advisor to Air Sahara. Past fort- 
night, he managed to convince him to become its 
CEO, replacing long-time confidant U.K. Bose, who 
stays with the Parivar. As for Dutta himself, he’s view- 
ing the new assignment as a refreshing change from the 
rough and tumble of American aviation. “Aviation is a 
thankless business and making money is real tough, but 
we can show the way to others,” says Dutta. And 
with elan, one might add. The irr Kharagpur and 
Harvard alumnus wants to make Sahara *a model 
of high-quality, low-cost travel". That, however, dep- 
ends on Dutta feeling at home with the Parivar. 





Bouncing Back 


EC HARISH DORAISWAMY, SPORTS IS FOREVER. EARLIER 
this year, Doraiswamy, quit Adidas India as its 
COO amidst reports of financial irregularities (with 
him, CEO Tarun Kunzru and cro Shriram Ranganathan 
also exited). But it seems the 38-year-old Doraiswamy 
is loath to move out of the sports business. He’s now 
resurfaced at IMG India as its head of business develop- 
ment. “At IMG, there is the added element of mixing 
sports with entertainment and lifestyle,” says 
Doraiswamy. With diverse IMG events such as Lakme 
India Fashion Week, India Open Golf and Chennai 
Open Tennis to hawk, besides newer ones to build, 
Doraiswamy must already be on his marks. 
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Nouveau VC 


AURAV DALMIA WAS PROBABLY THE FIRST MARWARI 

business family scion to test the private equity 
waters when he invested in Gw Capital Partners and 
Infinity Technology Investments years ago. Last fort- 
night, Dalmia, a Delhi-based investor, added another 
first to his credit by launching India’s first real estate- 
focussed vc firm called FIRE (for First India Real Estate), 
with Rs 250 crore in corpus. He’s already raised Rs 100 
crore and hopes to close the first fund in the next 
couple of months. The attraction for Dalmia: The in- 
dustry’s stellar returns and fragmented nature, which 
makes funding lucrative. FIRE apart, Dalmia is co-pro- 
moting a Rs 600-crore housing project in north Delhi. 
“It’s the largest housing development in Delhi in the last 
25 years," boasts Dalmia. Watch this man. 
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Time For A Squiggly? 


IMES MAY NOT BE GREAT FOR CHANDRA KANT BIRLA’S 

passenger car business, but a helpful wind is 
headed the way of Orient Fans, another of his com- 
panies. This pre-World War II manufacturer of a 
range of fans has received an order for 70,000 fans 
from Wal-Mart. There are two reasons why Birla 
should, and does, feel proud about the order. One, 
Wal-Mart—which calls the cheer routine its associates 
perform a Squiggly—is the world’s biggest retailer 
and can change Orient's fortunes overnight. Two, 
with the order, Birla has been able to break the 
Chinese stranglehold on fan exports. “It’s a great op- 
portunity for us," an elated Birla told BT. Now, if only 
Wal-Mart could do something about the Ambassador... 
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Carry On, Doctor 


Hes’ DOCTORATES, EVEN TO CEOS, DON’T 
usually make our pages. If we are making an ex- 
ception this time, it’s because of the man in question— 
Venu Srinivasan. Few would dare question either his 
commitment to or knowledge of total quality systems in 
manufacturing. Long before TQM became a buzzword, 
Srinivasan, who has been conferred with a Doctorate 
Degree in Science by the University of Warwick, was al- 
ready implementing it at his factories. Under his stew- 
ardship, both his companies TVS Motor and Sundaram- 
Clayton have won the Nobel Prize of manufacturing, 
the Deming Prize of Japan. Helping him with quality 
issues has been the University of Warwick. Says 
Srinivasan: “I am delighted to receive this recogni- 
tion from Warwick University. This doctorate is not the 
culmination of our relationship but the beginning of a 
long and close association between us.” 
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Wilting Garden 


T MUST REALLY PEEVE HIM. ON THE DAY 

Azim Premji announced a whopping Rs 357 

crore in first quarter profits for Wipro recently, 
he also lost his characteristic sang-froid. It wasn’t his 
managers who were the target of his ire, but the 
Karnataka government. “We all believe that the 
infrastructure problem is serious here,” said a grim 
Premji, adding that Wipro would start looking for 
opportunities outside Bangalore. An immediate 
cause of provocation for Premji could have been the 
fact that the new coalition government, which 
seems to lack the reformist orientation of the S.M. 
Krishna-led administration, has not 
announced any major infrastructure 
projects in the state budget pre- 
sented recently. But don't expect | 
the tech-billionaire’s censure to 
cause a change of heart in the 
polluted city's administration. It 
knows well that, tragically for all 
of us, there are few places in India 
better than Bangalore. Unless, of 
course, Menlo Park is an 
address Premji is will- 
ing to look at. 
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MADHUKAR KAMATH 


‘The advertising ROVAL 
startup is dead’ 4 Cu i 
was the topic. P. 
Madhukar Kamath aa 
spoke for the 
motion, and Kiran 
Khalap against. 


iN association with 


LIBERTY 


Dead or alive: Advertising honchos Madhukar Kamath (L) of Mudra and 


A Matter Of 


HE TAJ LANDS END IS 
an appropriate place 
to discuss start-ups, 
but Crossfire modera- 
tor Suhel Seth had 
something else on his mind. 
“Bombay’s weather is like 
Bollywood actresses," he observed, 
*It's more about the tease than 
about the act." With only a little 
further ado, though, he got to 
the evening's debate—sponsored 
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by Royal Challenge in associa- 
tion with Liberty. 

‘The advertising start-up is dead.’ 
Madhukar Kamath, CEO of Mudra, 
stood for the motion, and Kiran 
Khalap, founder of chlorophyll, a 
recent start-up, stood against. “The 
exercise,” Seth warned, “is meant to 
be violent intellectually.” 

Kamath opened his assault by 
accusing BT editor Sanjoy Narayan 
of setting him up—putting him 


up against a start-up man as good 
as Khalap, and that too with ano- 
ther famous start-up man as mod- 
erator. After that, he gave the 
audience an aerial view of the 
Indian ad start-up graveyard— 
with MCM's tombstone shining 
brightest. The 1970s and 1980s 
saw brilliant start-ups, he recalled, 
but the 1990s saw the multina- 
tionals take charge. "Name me 
one agency in the last five years 
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that has made a significant differ- 
ence as far as Indian advertising is 
concerned," he challenged, “None.” 

Kamath’s proffered reason: a 
global change in the very industry. 
"... It's no longer advertising.” It’s a 
much broader field, calling for a 
new range of skills. “What you req- 
uire are Communication start-ups,” 
he argued, “idea start-ups.” But, 
alas, youngsters of such verve and 
dynamism just aren’t coming in as 


intent 


LIBERTY 





they did a generation before, and 
that’s the problem. “The people 
who can really do genuine start- 
ups and make a genuine differ- 
ence,” Kamath alleged, “are no 
more there in the industry.” Going 
nostalgic, he added that the fun 
decade was the 1980s, “with new 
agencies popping up and major 
tectonic changes happening.” The 
1990s were slower. And this 


decade? “This decade has been 
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“The people who can really do 
genuine startups and make a 
genuine difference are no more 
there in the industry” 


Madhukar Kamath 
CEO. Mudra Commun 


ICalions 


“Whenever a person has had one 


single principle to stick to, the 
startup has survived. It has had 
disproportionate impact” 

Kiran Khalap 

Founder, chlorophyll 


ie i 


“Why do startups need to have a 
defined image? Making money is 
as good a reason as any” 


Suhel Seth 
CEO, Equus Red Cell 
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From all corners: The audience displayed a | 


e advertising start-up, as the sparks flew 
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interactive deliberations: The Q&A session, with questions from advertising 


pretty boring. You keep doing the 
same thing again and again." 

“Start-up people are built dif- 
ferently," agreed Seth, pointing 
to ‘risk-taking’ as a rare ability in 
the industry, and then letting 
Khalap have his say. 

Khalap, however, wanted a 
series of clarifications on what exa- 
ctly this ‘start-up’ was that was be- 
ing pronounced dead. “The start-up 
is dead. It’s like saying anyone who 
invents the fabulous ghoda-gadi is 
dead. That’s correct, because there’s 
no point inventing a new ghoda- 
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Ramani. CEO. Mediaturf Worldwide, enlivened the debate 





gadi." Further, by way of rebuttal, 
he asked, “Are we saying the notion 
of a start-up, the notion of one man 
who'll stand up and say, ‘I have a 
different belief and Ill follow it to 
the end of the earth’... is that notion 
dead?” The intention of a start- 
up, he made quite clear, was not to 
do what had been done before. So 
if it’s about whether a start-up can 
start in 2004 and succeed... 
Khalap’s answer was ‘yes’. 

“Any start-up that has stuck to 
what it believes in, has had enor- 
mous impact,” argued Khalap, citing 


among his examples an Amsterdam 
agency called Strawberry Frog, which 
is not just another agency. “They 
believe that they can do advertising 
sitting in Amsterdam because all their 
employees are multinational. So at 
any given point of time, you'll have 
one Tunisian, one Indian and one 
American. Whenever a person has 
had one single principle to stick to, 
the start-up has survived. It has had 
disproportionate impact.” Des- 
cribing regular multinational agen- 
cies that follow “Mr. Coke and Mr. 
Nestle” around the world as “de- 
liverers of tips”, Khalap argued that 
truly differentiated agencies are 
those that are not part of the man- 
ufacturing paradigm. “For God’s 
sake, we are not a manufacturing in- 
dustry. We're not even a service in- 
dustry. I don't know what we are." 
An idea industry, he contended, 
could not really be run like a sprawl- 
ing business empire. Because ideas 
come from individuals, and individ- 
uals with ideas do not happily take to 
being part of some big corporate 
machine. They want freedom. 

With that began the counter- 
jabs and audience questions. 
Someone wanted to know how 
Khalap’s little outfit meets 360- 
degree branding demands of 
clients, to which he replied quite 
simply: by not working for them, 
by being choosy. Another ques- 
tioner wanted to know how im- 
portant creativity was to the client 
relationship, to which Kamath re- 
sponded by placing it right on top 
as a business priority. 

The purpose of a start-up remai- 
ned the evening’s theme. “The in- 
tention is to make a differentiated of- 
fering,” said Kamath, in an attempt 
to modify Khalap’s notion of in- 
tent. This gave Seth the chance to in- 
tervene, which he did by knocking 
down the start-up dream of “chang- 
ing the world". Making money is 
just as good a motivation as any, 
he said. “Why do we need to have 
start-ups in a defined image?" @ 
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Relate and Bile. 


N. LAKSHMI NARAYANAN, CEO and President, Cognizant Technology Solutions 


EADERSHIP CAN BE BEST DEFINED AS THE 
ability of a person to motivate a group 

of people to try and achieve as a team 

all that is beyond the realm of individual 
accomplishment. Good leadership is the abil- 
ity to recognise all the factors that would 
make the leader succeed in motivating the 
group. Some of these factors are, for in- 
stance, leading by example and empathy to- 
wards team members. While leaders must 
instruct and lead the team from the front, 
what makes them great is their ability to sur- 
mount hierarchical differences and act like 
one of the team. Again, merely doling out 
suggestions does not ensure that the team will 
go the way the leader wants it to, good lead- 
ers know that practicing what they preach 

makes all the difference. 

The most important part of any business 

is its customers. Those who fail to work in 
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tune with the demands and expectations of 
their customers are less likely to evolve into 
successful leaders. Leaders—triumphant ones 
at that—focus relentlessly on their customers, 
listen to them effectively, and constantly 
tend to their interests in all that they do. 
Other key attributes that go on to make a 
leader extraordinary are long-term thinking 
or farsightedness, strength of character and 
commitment towards the organisation. 
Character manifests itself in various ways— 
passion, ethics, and values—that elevate a 
leader above the rest of the team. Together, a 
futuristic vision and strength of character, 
act as inspiration for the rest of the team and 
provide team members with a role model 
worthy of emulation. And yet, leaders must 
keep their feet planted firmly on the ground 
and leverage their inter-personal skills to be a 
part of their teams’ successes or failures. 
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From The Editor 


HORTLY AFTER INFOSYS POSTED ITS LATEST QUARTERLY 

results in July and wowed everyone—equity analy- 

sts, shareholders and its rivals—I had the oppor- 
tunity to catch up with ceo Nandan Nilekani on one of 
his visits to Delhi. And, quite frankly I wasn’t prepared 
for what he began saying about the future of his company. 
Infosys, Nilekani said, was now like an Indian Wal-Mart 
of the global software industry; that it had a universal 
business platform that was not only capable of offering 
software services to meet every conceivable need but one 
that was also able to scale up its operations manifold. 

Enthused by that teaser, Executive Editor R. Sukumar 
went to Bangalore to spend a couple of meeting-crowded 
days on the sprawling Infy campus. He came back ama- 
zed by what was happening inside the company. I don’t 
want to spoil your fun by leaking the stuff his cover story 
talks about but here are some samplers. The company has 
the ability to process and screen over a million applica- 
tions from aspirants; it can build a full-fledged campus 
with 500,000 sq. feet in built-up area in just six-to-nine 
months; 60-65 per cent of its processes are completely 
digital; currently, it has a campus 
where 4,000 people can be 
trained—that number could incre- 
ase ten-fold in three-to-four years. 
Backing scalability factors like these 
is the top management's fine-honed 
strategic planning process, which 
covers periods ranging from the 
current year to eight years in the fut- 
ure, complete with rigorous scena- 
rio planning and competitive analysis where it assesses its- 
elf against Indian and MNC rivals. Roll these attributes tog- 
ether and the result may be just what Nilekani calls the 
India’s software services Wal-Mart. To discover how Infy 
is making itself bigger and bigger still, turn to Page 40. 

After one of the most talked-about mergers, when 
Arthur Andersen coalesced with it, there’s turmoil at one 
of the country’s biggest audit-cum-consulting firms, Ernst 
& Young. What’s at the core of the exodus of ex-And- 
ersen partners from the firm? Special Correspondent 
P.V. Sahad and Correspondent Amanpreet Singh inves- 
tigate (See The Culture Red Herring on Page 80). 

The Global Trust Bank’s decline and fall showed how 
fragile our banks are and how susceptible they are to ma- 
nipulation by vested interests. Our special package has 
an in-depth feature on the GTB affair plus an analysis of 
what troubles the Indian banking industry (Page 51). 

Dalal Street seems to have finally shaken off its 
post-Budget blues. But does that mean a fresh bull 
run may be in the offing? Chief Analyst Narendra 
Nathan sniffs around the Street to give you an idea of 
the shape of things to come (Page 16). 
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The World Trade Organisation's latest agreement in 
Geneva has come as a relief to all those countries that had 
almost given up on Western countries reducing farm 
subsidies. At long last, they have budged on this sore point 
of the Doha round. But what about non-tariff barriers? 
Farm trading remains riddled with problems. 
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This refers to your cover story A 
Battle Of Wills (BT, August 15, 
2004). Why the Birla clan has gone 
berserk over Priyamvada Birla's will 
can be understood from 
the fact that most scions 
of family-managed busi- 
nesses have come to take 
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such inherited wealth for granted 
regardless of merit. And, as in the 
Birlas’ case, they find it difficult to 
accept that such inherited fortunes 
may not always fall into their laps. 


While most people are aware of 


the drawbacks of dynastic attitudes 
in politics, it still has not dawned on 
them that the same principle should 
apply to business as well. Priyam- 
vada’s will has set an impeccable 
precedent in this direction and 
should be welcomed by all. 
SIDDHARTHA RAJ GUHA, through e-mail 


It is clear from Priyamvada Birla’s 
will (A Battle of Wills, BT, August 
15, 2004) as well as her conduct 
over the last few years of her life 
that she had no intention of sharing 
her wealth with the so-called exte- 
nded family the Birlas are insisting 
she was a part of. So why are the 
Birlas so livid? Would they have 
reacted the same way if the assets 
left behind by her had been insig- 
nificant? While the courts work out 











their verdict, the Birlas would do 
well to ponder why Priyamvada 
never had them in mind in the first 
place when she made the will. 
JAGMOHAN RATHI, through e-mail 


Life’s Little Lessons 

Apropos India Inc.'s GeNext (BT, 
August 15, 2004), it is heartening to 
see that all the 25 scions featured 
have strong educational qualifica- 
tions and experience to fall back 
upon, since these are essential pre- 
requisites for successfully running 
huge businesses. By grooming their 
successors well, Indian industrialists 


have ensured that theit businesses 
will survive and grow long after 
they have departed from the scene. 

M.M. GURBAXANI, through e-mail 


India Inc.'s GeNext (BT, August 15, 
2004) makes one wonder whether 
the change from aristocracy to mer- 
itocracy in Indian family businesses 
has been altogether a voluntary one. 
It looks more like the grooming of 
gen next has been done to ensure that 
successors are seen by outsiders as be- 
ing fit to take charge of their busines- 
ses rather than some great desire on 
the top brass' part to put their scions 
through the proverbial grind. 
SHEFALI SHAH, through e-mail 


Time For Change 
Will He Reap? (BT, August 15, 
2004) is a question that inevitably 
comes up every year with regard to 
the agricultural sector. It is high 
time the government made some 
provision for irrigation in drought- 
prone areas and provided mecha- 
nisms to check floods in the flood- 
prone ones. Failing this, India could 
soon rank alongside the countries 
of sub-Saharan Africa when it 
comes to the quality of life of a 
large mass of rural people. 

A. JACOB SAHAYAM, through e-mail 
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On Slippery Ground 


ended July 24 has caught most people by sur- 
prise. As recently as May, when the Reserve 
Bank of India presented its credit policy, inflation 
for the year was projected at 5 per cent. Now, it 
turns out, prices have been galloping since. Prices of 
the 435 commodities that make up the Wholesale Price 
Index (wen have jumped 7.51 per cent, a three-and-a- 
half-year high, compared to a 6.52 per cent increase 
a week earlier. What’s behind the sharp jump (it’s not 
usual for inflation rates to soar a whole percentage 
point in a matter of seven days)? A blend of factors, 
both domestic and global. Poor rains in most parts of 
India have pushed up prices of food commodities, be- 
sides which crude oil prices 
have been clipping. The 
latter may have played a 
bigger role, simply because 
it affects the prices of 
everything—from manu- 
factured goods, which 
make up 64 per cent of 
the wel, to food products. 
What does a vastly 
higher rate of inflation 
mean for the economy? If 
you've been watching key 
indicators such as the stock- 
market and the money 
market, you would have 
figured out the answer by 
now, and which is that 
both manufacturers and 
consumers, not to mention 
equity investors, hate high rates of inflation. The con- 
sumer bit is easily understood. For industry, higher rates 
of inflation mean that interest rates will, sooner than 
later, go up. It’s a no-brainer what more expensive debt 
means to companies: the cost of their investment goes 
up, making it harder for them to earn profits on those 
investments. The only way they can ensure prof- 
itability of their new expensive investment is by pric- 
ing their products higher, but the problem in doing so 
is that it only further fuels inflation. In such situations, 
therefore, industry reacts in a typical way: it simply 
withholds fresh investment. 
Things get a little tricky hereafter. To curb inflation, 
central banks usually increase the rate of interest. 


Ts LATEST DATA ON INFLATION FOR THE WEEK 
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The logic being that more expensive capital will dis- 
courage its offtake and hence restrict supply of money 
into the system. You don't have to be a genius to fig- 
ure out what happens when there's less of money and 
more of goods and services in the marketplace. As the 
law of supply and demand dictates, the prices of the 
latter set must come down. But here's the problem as 
far as the Indian economy is concerned: banks are al- 
ready sitting on a pile of cash, and the demand from 
industry is at best modest. If the RBI were to increase 
the rate of interest at this juncture, it runs the risk of 
stifling whatever little investment—and the result- 
ant job creation and growth—that is taking place at the 
moment. No doubt for that reason, the central bank 
has said that it is in no 
hurry to hike interest rates 
(never mind that it will 
hurt small investors who 
park their money in fixed 
income securities). 
Where does that leave 
the economy? If rains 
elude the remaining two 
months of the monsoon 
season, agricultural pro- 
duction will almost cer- 
tainly take a knock. In 
fact, a report by CRISIL 
indicates that agricultural 
production will shrink by 
2.5 per cent this year, al- 
though industry and serv- 
ices are expected to grow 
6.8 per cent and 8.4 per 
cent, respectively. Overall, the GDP is expected to 
grow only 5.6 per cent against the government's 
projection of 6.5 to 7 per cent. Could things get 
worse than that? Unlikely, but don't bet on it. For 
one, oil prices, up 37 per cent so far this year, are 
showing no signs of cooling off. On the contrary, it 
may touch $50 a barrel by the end of this year. A 
modest rate of inflation (like the 3 to 4.5 per cent 
we've had the past two years or so) is actually good 
for the economy, since it allows relative adjustment 
of prices, but a runaway inflation can do a lot of 
damage. The latest inflation data does not suggest any 
imminent danger to the economy. However, it's 
quite apparent that it is out of its comfort zone. Il 
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Bull’s Back, But 
Can It Run? 














Just when you thought it's safe to tread on Dalal Street, skyrocketing crude 
oil prices threaten to nip a promising rally in the bud. BY NARENDRA NATHAN 


FTER A  LONGISH 
hiatus the bulls crawled 
out on Dalal Street last 
fortnight, but at the time 
of writing on August 9, 
the rally of 115 points between July 
26 and August 9 was threatening to 
end as a false dawn. Only a few 
weeks ago, the good times appeared 
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to be back, and one surefire beacon 
of the upbeat mood is the futures on 
the National Stock Exchange, quot- 
ing at a discount to the NSE Nifty 
for several months, now sitting 
pretty at a premium. Alas, though, 
spiralling crude oil prices and rising 
inflation are threatening to bring 
the party to a rude halt. 
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The good news, though, is that 
the negative sentiment that had 
built up post-elections has almost 
disappeared. Last fortnight's show- 
ers in most parts of the country 
have taken the edge off the fears 
of poor monsoons, and fears of 
foreign investors pulling out be- 
cause of a falling rupee are also 
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proving exaggerated. In fact, US 
pension funds giant CALpers gave 
the markets something to cheer 
about by pumping a few million 
dollars into Indian stocks, with 
the promise of much more. 

But doubtless the biggest trigger 
for the recent run-up is the sus- 
tained growth in earnings, which 
announce loud and clear that the 
India growth story is intact. *With 
good corporate results continuing, 
we expect the Sensex to reach 
5800-6000 before December," says 
S.A. Narayan, Managing Director, 
Kotak Securities. *With the mon- 
soon worries receding we maintain 
our target of 5500 by December 
2004," points out Andrew Holland, 
Executive Vice President, DSP 
Merrill Lynch. *As the overall India 
growth story is still continuing, we 
are maintaining our official call (of 
6000 by March 2005)," adds 
Abhay Aima, Country Head 
(Equities & Private Banking 
Group), HDFC Bank. 

The bulls may be back, but 
the question is, amidst a scenario 
in which oil prices have peaked, 
inflation is on the up, and interest 
rates are also promising to rise 
(see Shine’s Off The Indian 
Diamond, page 20), do they have 
the legs to keep running? 


e bulls may be back, but the question is, amidst a scenario in which oil prices have peaked, | 
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and interest rates are also promising to rise, do they have the legs to keep running? 





S.A. Narayan 

Managing Director, Kotak Securities 
“We expect the 
Sensex to reach 
5800-6000 before 


December” 


Andrew Holland 
Executive Vice President, 
DSP Merrill Lynch 


“Our index 
target is 5500 
by December" 


Abhay Aima 
Country Head 


(Equities & Private Banking Group), 
HDFC Bank 


“We maintain our 
official call of 6000 
by March 2005" 
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Lar 


Geneva 
Keaper 


Commerce Minister Kamal Nath earns a modest victory at the WTO talks by 
safeguarding India's interest. So should you be celebrating? BY ASHISH GUPTA 


a 








UST WHEN EVERYTHING SEEMED LOST, 

multilateralism took a giant step for- 

ward at Geneva. On the very last day 
of negotiations—July 31, 2004—the 147 
members of the World Trade 
Organisation (WTO) finally thrashed out an 
agreement on a new framework for global 
trade. The unfinished agenda of the 
November 2001 Doha ministerial round 
had run its course and once again the 
implementation is back on track. 

No doubt the agreement signalled a 
victory for multilateral free trade after a year 
of stalled negotiations, following the break- 
down of talks at the Cancun ministerial 
round in September 2003, and at the earlier 
one at Seattle in November 2001. For 
India, the victory was even sweeter. 

After all, India, as part of the five key ne- 
gotiating countries, is being widely credited 
with taking a tough stance on behalf of 
developing countries and persuading rich 
nations to end their export subsidies to 
farmers. Moreover, India managed to get 
three of the four contentious Singapore is- 


SHOME BASI 


: s Union Commerce 
sues—relating to investment, competition Minister Kamal 


policy and government procurement— Nath: The bal! 
dropped from the Doha agenda. The trade just begun 


18 BUSINESS TODAY AUGUST 29 2004 




























AOAC AMAAL feria fa herbaria dr mir e rm pit rcnt Ve ANTA e PAR MeL IN rieta irar rri rere A ANTH Tera 
Rma nant AAA ACAN E.A N MAA CA VERRAN LS AA AB Ae MAE A DA ePi A NAMA S nis HA AAAA AS Hadr dH AS ide gH E 


| India managed to get three contentious Singapore issues—relating to investment, . 
| LEO pOHton policy and government procurement—dropped from the Doha age 






. facilitation issue will now be the 
-. only contentious matter. 

“IT told the negotiators of the 
industrialised countries that India 
will block access to its agricul- 
tural markets if they did not end 


/ their subsidies,” says Kamal Nath, 
ster for Commerce and 


justry. With subsidies totalling 
10 billion (Rs 14,26,000 crore) 
year in the developed coun- 

d $100 billion (Rs 
| e) in the US alone, 
y the Indian and 
4 oping-country farmer 
can compete in the global mar- 




















ket. “On a farmer-to-farmer basis, | 


yes, the Indian farmer can take 


on his American counterpart any 
| time. But he cannot take on the 


'overnment," adds Nath. 

30 what did Nath and Co. do 
idden the hearts of the in- 
dustry chambers and farming bod- 
ies, "which came out in such strong 


. support for the new framework? 
^^ “We created a defence mechanism 


within the framework agreement 
itself for our farm sector." The 
strategy was to allow the govern- 
ment to continue to have its say in 
providing market access to India’s 
vulnerable farm sector by intro- 
ducing new provisions of Special 
= Products (SP), a Special Safeguard 

= Mechanism (SSM) and Special and 


`> Differential Treatment (S&D). 


-- Under sp, for instance, the gov- 
èrnment can select an appropri- 
„ate number of products as “sensi- 
tive products", thereby exempt- 
ing them from tariff reduction 
commitments of the wro. That's a 
provision that should be adequate 
to protect India's interest in dairy 
and edible oil (which it has to im- 
port in huge quantities from time 


.. to time). Similarly, the ssM allows 


Pe the government to take protec- 





| agricultural 1 : 
Again, by introducing the con- 


tive measu ny surge in 


cept of "proportionality"—the 
countries which get higher sub- 
sidies will have to reduce their 


tariffs at a faster rate—Nath has 
not only ensured that developing 
countries have to face lesser tariff 


reduction compared. to the more 


developed countries, but also stuck 


to the original position that on 


no account should the quantum of 


subsidies provided to the farmers 
(10 per cent of the total agricul- 
tural produce) be reduced in the 
case of developed countries. 
Developed countries, meanwhile, 
will be forced to reduce—by 20 
per cent in the first year—and fi- 
nally eliminate domestic support 
to its own farmers. 

India's other big success at 
Geneva was to prevent the set- 
ting up of a new blue box, which 
would have allowed the devel- 
oped countries, especially the US, 
to transfer some of the trade-dis- 
torting subsidies to this box. In 
addition, India and the other de- 


| 














veloping countries « 
to pursue agricultur 
are supportive of th p 
ment goals, poverty res dction. — 
strategies, food security and liveli- 
hood concerns. 

So should Indians be popping 
open the champagne? Not yet, 





contends Professor Ramesh Chand — = 





of the Institute of Economic - 
Growth. “Remember that it is 
only a framework agreement, not 
the final one. The hard negotia- 
tions will begin now." 

Chand also believes that in- 
stead of looking at ways to protect 
the domestic market, India should 
have asked for greater access for its 
agricultural produce to other mar- 
kets. His reasoning: Since India is 
a net exporter of agricultural pro- 
duce—it exported $3 billion (Rs 
13,800 crore) worth of agricul- 
tural products last year—it should 
be looking for markets. And as far 
as protecting the livelihood of its 
farmers is concerned, there are 
enough provisions in the Uruguay 
Round itself. *The protectionist 
mindset needs to change." 
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Shine's Off The Indian Diamond  , 


Erratic monsoons and peaking oil prices are banishing the feel-good factor into oblivion. 


HE DEBATE ON WHETHER OR NOT 
[India is shining may have died 
out, but on the ground if at all 
smatterings of the feel-good factor 
do exist, they won't be around on 
display for too long. Consider: The 
monsoons may have delivered in 
some parts of the country, but not 
uniformly all over, and droughts 
and floods are the inevitable fall- 
out. Crude oil prices are hitting new 
highs with sickening monotony— 
$40.63 as of August 6—inflation 
has spiralled up to 7.51 per cent, and 
interest rates are poised to harden. 
The erratic monsoon pattern is 
forcing economists to rejig their 
growth projections. *A 19 per cent 
shortfall in July rains will bring 
down the estimated growth rate of 
6.2 per cent to 5.6 per cent in 2004- 
05," warns Subir Gokarn, Chief 
Economist at credit rating agency 
CRISIL. That decline will come 
mainly from a negative 2.5 per cent 
growth in agriculture. Gokarn adds 
that the lower growth rate com- 
bined with increased spending on 
food-for-work programmes will 
only result in the fiscal deficit being 
pushed up from the estimated 4.3 
per cent to 5 per cent of GDP. 
Clearly, all these do not augur 
well for the UPA government, which 
is committed to giving rural India a 
new deal. Or for the farmers, who 
will have less produce and hence 
less money. India Inc. too, which is 
dependant on a bountiful harvest 
not only for raw materials, but also 
as a market for finished products, 
has its fingers crossed 
As for the common man it will 
also mean a steep jump in the prices 
of coarse cereals—much more than 
in 2002—since the country no 
longer has the luxury of 60 mil- 
lion tonnes of surplus foodgrains. 
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Politics of oil: Skyrocketing prices 


Today it is down to around 31 mil- 
lion tonnes. In 2003, prices of 
jowar, bajra and maize went up by 
as much as 20 per cent, 25.8 per 
cent and 10.4 per cent respectively, 
after the drought of 2002. 

And if that was not enough, the 
unprecedented hike in petrol and 
diesel prices has already set off 
alarm bells among policy makers, 
consumers and uncertainty every- 
where. India’s oil imports alone 
have risen by as much as 45 per 
cent in the first quarter of this year 
compared to the first quarter last 
year. In April-June 2004, India had 
an import bill of $22 billion (Rs 
1,01,200 crore), up 31 per cent 
compared to $17.1 billion (Rs 
78,660 crore) a year ago. And that 
will only add to the expanding neg- 
ative balance of trade position, 
which is almost touching $6 bil- 
lion (Rs 27,600 crore). 

Adding to the import-led infla- 
tion is the fact that the rupee is no 
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longer appreciating against the dol- 
lar to soften the blow. It has depre- 
ciated by 3 per cent since the be- 
ginning of the current fiscal, after 
appreciating for nearly the whole of 
2003. And with inflation already 
breaching the 6 per cent-mark, com- 
pared to 4.6 per cent at this time last 
year, prices can only rise. 

The soft interest rate regime that 
lasted for nearly four years may 
soon become a thing of the past. A 
hardening of interest rates, even by 
a hundred basis points, can prove 
detrimental both to banks as well as 
the average consumers. Banks won't 
be able to reap the windfall from 
their investments in government se- 
curities. And consumers will of 
course find retail loans more ex- 
pensive. Already HDFC Bank has 
raised home loans by 25 basis points 
(from 7.5 per cent to 7.75 per cent) 
and other banks are expected to 
follow suit. Feel-good anybody? 

ASHISH GUPTA 
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push2talk 


S NEN INIT 
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Talk instantly at the push of a button. 


With push2talk you can enjoy a whole new 
and exciting way Of talking. Now you can talk 


to and hear from a friend or a group of friends 


instantly at the push of a single button on 
your Hutch phone. Moreover, you can also 
send instant SMS, MMS and video clips 

to all push2talk enabled Hutch phones across 
the country. 


To subscribe, all you need to do is send 
PTT as an SMS to 123. We will then send you 


powered by 
mobile 


the push2talk settings and the link to 
download the application. The service shall 
be activated within 48 hours. 


Then on, when you need to converse with 

a friend, you'll no longer need to dial 

and wait for the phone to ring. Just sign 

in to push2talk and speak into your phone. 
You'll be heard instantly - walkie talkie style. 
What's more, if you form a group of friends 
on push2talk, you can all have instant 


Oe Po ee eee 


simultaneous conversations as well. 


push2talk is available to al! Hutch postpaid 
and prepaid customers at a nominal charge of 
just Rs 99 a month for unlimited conversation. 


This service currently works on Nokia 3650, 
Nokia 3660, Nokia 6600, Nokia 7650, 
Nokia N-Gage, Sony Ericsson P 800 and 
Sony Ericsson P900 handsets. For more 
information, visit www.hutch.co.in 
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Q&A b 


“India’s Well 
Established" 


AVING ESTABLISHED ITS 

presence in India a year 
ago, market research firm 
Synovate is now expanding 
operations. BT's Priyanka 
Sangani met up with 
Synovate's APac region CEO 
Tim Balbirnie. 





he AA. 


ARE YOU A NEBEN 
OF OUR FREQUENT 
GROCERY CLUB? 


How do you view the Indian 
market at present? 


India has a very well estab- 
lished research market. The 
skill base here is tremendous 
and it's one of the leading 
markets in Asia. There are a 
lot of buyers of market 
research in India. 





YOU GET A MEMBER- { LETS SEE IF 
SHIP CARD THAT | I HAVE THIS 
ENTITLES YOU TO ! | STRAIGHT... 
DISCOUNTS. | 


Market research doesn't 
seem to be working well 

for most consumer 

goods companies. 

That is because there is very 
little excitement in the sector 
at present as compared to 
durables, but the sector will 
bounce back soon. 





ILL BE INCONVENIENCED AND IN RETURN, YOU'LL 
BY HAVING TO FILL PUT ME ON A JUNK 
OUT A FORM AND MAIL LIST, AND 
CARRY YOUR STUPID CHARGE ME THE SAME 
CARD AROUND... AS THE GROCERY 

| STORE ACROSS THE 


STREET? What are your growth plans? 


We want to increase our rev- 
enues from India using specia- 
lised research products. We 
are in the process of increas- 
ing our investment in technol- 
ogy and infrastructure. We 
recently introduced a new 
research technology, 

CATI (Computer Aided 
Telephone Interview), which 
speeds up the research data 
collection process. 





CLEANUP ON 
REGISTER 
TwO...IT'$ 
ENGINEER 
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A. 


JUST GOT MORE STYLE. 





PRESENTING THE NEW CORSA ELITE. WITH BEIGE LEATHER INTERIORS. 


Robust German engineering gets a classy make over with fabric trims, Multi Information Display, a 
beige leather interiors. The Elite also comes with soft-feel on centre console, aluminium pedals and 


So get behind the wheel. And experience a heady 





pure style and great German engineering 


fT a p Ge x , 
Wm QN gm om UE» 


— - - 


The difference is German engineering. 


Corsa Elite is available os a limited edition variant www.opel 


ULTI INFORMATION DISPLAY ALLOY WHEELS ALUMINIUM PEDALS REAR SPOILER 





Accessories shown ore subject to change without prior notice. Colours shown may not match actual colours due to printing limitations. The O 


Exchange your current workplace for 


Comfort, Elegance and Convenience. 
Using the Combos from Logitech are an 
experience by itself. You can use them from 
upto 6 feet away with the freedom to click, 
type and scroll in total comfort. 


Special Exchange Offer - 
Bring your old keyboard and mouse and i 
Rs. 1000/- off on a brand new Logitech Combo. 


Cordless Freedom Express 

Now its easier and more affordable than ever 
to enjoy Logitech quality and performance in a 
wireless keyboard and mouse. The Logitech 
Cordless Freedom Express is simple to set up 
and fun to use, and it provides an ideal 
combination of features that will make you 
more efficient. 


MRP: Rs. 3850/- 
Special Price: Rs. 2850/-" 


Cordless Internet Pro Desktop 
Enjoy the style, freedom and performance that 
the Cordless Internet Pro desktop adds to your 
home or office. The dark, spill resistant 
Cordless Keyboard includes smart one touch 
access to the internet and easy multimedia 


MRP: Rs. 3975]- control, The matching Cordless Optical Mouse 
offerstrue freedom with greater accuracy. 
Special Price: Rs. 2975/-" 


Cordless MX™ Duo 

i Stunning design with extraordinary 
performance. Thats what you get from the 
Logitech Cordless MX" Duo, an advanced 





MRP: Rs. 5950/- 
Special Price: Rs. 4950J-* 


j 


LOGITECH ELECTRONIC INDIA PVT. LTD.: #12, Tirupati Apartments, Bhulabhai Desai 
Road, Mumbai - 26. Tel: 022-24905149/72, Fax: 022-24904145, Delhi(Mobile): 
9810621604, email: response@logitech.com, website: www.logitech.com 
AUTHORISED DISTRIBUTORS: Neoteric Infomatique Pvt. Ltd., Tel: 022-24172600, 
email: sales@neoteric.co.in, Rashi Peripherals Pvt. Ltd., Tel: 022-28221013/24, email: 
logitech&rptechindia.com 

*Octroi as applicable. "Offer valid upto August 31, 2004 
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Cusumano: Software product companies are 
falling by the wayside 


Advantage India 


Hello services, goodbye products. 





9 RS PRODUCT COMPANIES ARE PASSE. IT’S 
software services that hold promise of sustained 
revenues. So much so that the likes of Oracle, 
Microsoft, PeopleSoft and a host of other multi- 
nationals are turning to services to offset the de- 
cline in product revenues. If this sounds like mu- 
sic to Indian services companies, there's more, 
according to Michael A. Cusumano, the Sloan 
Management Review Distinguished Professor at 
the Massachusetts Institute of Technology's Sloan 
School of Management, and author of eight books 
on business and information technology. 

A third of publicly listed software product 
companies in the US have shut down since 1998, 
bringing the total down from 350 listed product 
companies in 1997-98 to 200. Reflecting the 
shift to services is the fact that of those that re- 


main, less than 25 per cent draw a major part of 


their revenues from the products business. Prices 
of software products in some segments, like sup- 
ply chain management have fallen by as much as 
75 per cent in the last two years, while, IT services, 
which are paid for on a time and materials basis, 
have remained stable. *It's fortunate that Indian 
companies did not invest in products...," says 
Cusumano who joined the board of Mumbai- 
based software major Patni earlier this year. 
There's little doubt that the Indian tT services 
model is winning its share of brownie points. 
PRIYA SRINIVASAN 
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*All Copyright content licensed from re 





Julie NEW Julie 6094 | Oh What A BabeNEw Rakht 627 
Hum Tumse Dil NEW Julie 6092 | Julie NEW Julie 620 
Suno To Jaana Jaana NEW Girlfriend 6082 | Rab Kare NEW Mujhse Shaadi Karogi 618 
Oh What A Babe NEW Rakht 6096 | Kya Maine Socha-One Love NEW Rakht 626 
Tumhe Jo Maine Dekha “FT Main Hoon Na 9998 . | Tumhe Jo Maine Dekha ^!7 Main Hoon Na 487 
Tumese Milke Dilka Jo Haal ^7 Main Hoon Na 5997 | Main Hoon Naa MIT Main Hoon Naa 464 
Main Hoon Na &'!7 Main Hoon Na 5996 | Wada Raha "IT Khakee 303 
Marhaba Marhaba ^T Deewaar 6062. | Marhaba Marhaba Deewaar 613 
Wada Raha WIT Khakee 9873 | Soniye Garv 614 
Bangle Ke Peechhe REMIX DJ Doll 5391 | Rama Re "IT Kaante 67 
Jawani Janeman REMIX Most Wanted 5566 | Khallas MIT Company 63 
Mera Rang De Basanti Chola PATRIOTIC Shaheed 6585 | Kaanta Laga REMIX D J Doll Remix 231 
Suno Gaur Se Duniyawalon PATRIOTIC Dus 6582 | Koi Kahe Kehta Rahe Dil Chahta Hai 3 


How to download: Mono tunes: Bekor rireip asoiy Sms tune ci 
tune*. For Motorola & other handsets, sms etune code to ms etune 
Polyphonic tunes: sm poly code t: 8243. Eg- sme poly 484 o 43 for Me en Rgone? 
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xe Time for a break? 
Unwind with mobile 
downloads from Yahoo! India 
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di creer Eg: sms tune 5996 to 8243 for the Main Hoon Na - 
5996 to 8243 







How to download. 
Sms wall code to 8243. 

Eg: sms wall 3354 to 8243 for 
the Akshay Kumar wallpaper* 










Connect 


Yahoo! India Mobile brings the 
Yahoo! Mail and Instant 
Messenger to your mobile phone. 
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Simply sign-in using your mobile, 
check your mails & chat with your 
friends without using a PC or an 

Internet connection. 








Check your Yahoo! mail right now : Just sms 
in «Yahoo! username» «password» to 8243 

Eg: in shweta kale to 8243 where shweta is the 
username and kale is the password. 




















Sign in to Yahoo! Messenger: 


. xx = d S + Just sms "msgr"or "messenger" 
Video Games Nook to the Yahoo! short code 8243 





How to download. 











Sms game code to 8243. Stay signed-in forever. Stay 
Eg: sms game 224 to 8243 connected forever. 
for the Depth Charge 






Video Game* 





YAHOO! Mobile 
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owners “Premium Rates Apply. Mono Ringtones available for: Airtel, Escotel, Hutch, Idea, Oasis, Orange (Mumbai), Aircel & Spice. GPRS 


services available for: Hutch, Orange Mamba) Spice (Punjab) & Airtel (Karnataka, Andhra Pradesh, Tamil Nadu, Chennai, Kerala, Delhi, Punjab, Haryana, HP, Kolkata) subscribers 
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No More Lemons 


There's a hot new service in town that can help you cut down on bad hires. 


NO THAT LEMON YOU HIRED LAST MONTH— 
who wasn't just a waste of time but also left your 
company poorer by a few lakhs? Not just that, now 
he's hopped across to your rival, armed with a few of 
your hottest business strategies. Well, you wouldn't 
have made that grave error in judgment had you 
screened him before taking him on board. You would- 
n't have had to do it yourself. You could have out- 
sourced it to a firm like Quest Research India, one of 
the few background-screening companies with pan-Asia 
operations. *It is basically an integrity and honesty 
check, a measure for fraud prevention," says Yogesh 
Bhura, Managing Director, Quest Research. 

Face it, bad hires are a big blow to a company's rep- 
utation, quality of service, and relation with the client. 
Considering a significant amount of time and cost is in- 
curred by the management in case of fraud or leakage 
of information it makes sense to undertake preventive 
measures like these. Don't however be misled into be- 
lieving that intensive knowledge-based industries are 
the lone practitioners of this novel business practice. 
Manufacturing, financial services, banks and even lo- 
gistic services are some of the other sectors that prefer 
to screen their prospective employees. Rough esti- 
mates suggest that the organised and unorganised 
sector together do about 40,000 checks every month 
currently. Also the new overseas legislations make it 
mandatory for Indian companies to verify their em- 
ployees’ credentials and 
BE ensure complete safety 

of data. Measures like 
these would also elim- 
inate passage of sensi- 
tive information through 
high-profile corporate 
executives skipping jobs 
besides restrict- 
ing entry of un- 
deserving candi- 
dates who would 
not have sailed 
through, but for 
the false infor- 
mation. 

The screening 
involves verifying 
educational qual- 
ifications, previous 











RAJAT BARAN 
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employment stints, and the existence of a criminal 
record. The service providers do a thorough check of 
the candidates’ whereabouts, permanent address, 
criminal history, work ability, performance at previous 
organisations, salary verification, integrity check and 
the like. It is a judicious mix of intelligent telephone 
calls and physical movement by the service providers, 
who often need to travel as far as Andaman and 
Nicobar Islands for such authentication as there is 
often an insistence on written verification. 

No screening can and does take place without the 
consent of the individual concerned, which may 
otherwise amount to prying. The depth of screening 
depends on the level of seniority; for instance, a 
CEO will have more baggage to be scanned than a 
process executive. The charges too, which could 
start at Rs 3,000, can go up to Rs 30,000 depending 
on the level of investigation required. | 

Companies that have undergone this process claim 
that not only has the quality of hire scaled up, there has 
been a sharp fall in attrition rate and falsification too. 
*We have achieved a less than 1 per cent level of 
discrepancy cases out of the total employee strength of 
4.000 employees," boasts Aashu Calapa, VP (HR), 
ICICI OneSource. Hill and Associates India, a security 
and risk consultancy, vouches for how the rate of 
bad hires for one of its rr clients went down from 30 
per cent to 18 per cent. It does close to 1,000 checks 
a month as against Quest Research whose numbers 
average around 10,000 every month. 

Many across industries believe that going forward 
this emerging trend is only bound to become an es- 
tablished practice. Even though many corporates have 
been doing so in-house, Nirupa Bareja, VP (HR), Biocon 
reckons that, ^as numbers grow, specialised agencies 
will have to be involved for pre-employment screen- 
ing." That's a view shared by Nandita Gurjar, Head & 
VP, HR at Progeon. *We have already been outsourcing 
very detailed screening demanded by some of our 
clients, and it is only getting organised." 

Employees on their part have responded well to 
this good recruitment practice. Also more organised 
players are mushrooming. One of them, Akhilesh 
Kapoor, Director Operations, TACT India, claim to 
offer a *comprehensive risk mitigation package 
including pre-employment screening." That's bad 
news for the lemons. 

SUPRIYA SHRINATE 





» Networked VC 


Nokia's venture capital avatar takes shape—and gets cracking. 


A THE FIRM'S NAME SUGGESTS, IT’S THE MOBILE PHONE AND 
networks supplier’s venture capital arm. As his name suggests, 
Sujit Banerjee is of Indian origin. What it does not suggest is that 
the Wharton-educated head of Nokia Venture Partners (NVP) 
is based in California. If Banerjee is currently in India, it’s with 
good reason: He knows all about investing in Indian firms: In his 
previous stint as Principal with another vc fund, TL Ventures. 
Banerjee had invested in two Indian firms called Atrenta 
and Baypackets. 

So it didn't take long for NvP to announce its first domestic in- 
vestment, within days of setting up shop in India: $10 million in 
Pune company Nevis Networks, an enterprise security firm. 
That's right up Nokia's street, and sure enough one reason for : 
Nokia's vc avatar is that it wants to incubate and develop com- 
panies that can create and market new, innovative technologies 
"that will help telecom operators target the next two billion 
mobile subscribers profitably", suggests Banerjee. And while he's 
at that, a neat return on investment would do nicely too. 

KUSHAN MITRA NVP's Banerjee: He 





HÀ IAJ AUTOS AMI ITOLIS "n OWTH Pl ANS 
HINGE ON RESPONDING TO CUSTOMERS - FAST 
REVAMPED BUSINESS PROCESSES AND 


TECHNOLOGY FROM IBM MAKE IT A REALITY 


‘ON DEMAND BUSINESS 
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Meet The New Champ 


WNS, India’s largest third-party ITES firm, plans to grow at 50-60 per cent annually for three years. 





WNS' Bhargava: Any predators on the prowl? 


FTER SPECTRAMIND, DAKSH, TRANSWORKS—WHICH 

have all sold out to large business groups— 
WNS Global Services might just be the next third- 
party service provider to watch in the space of busi- 
ness process outsourcing (BPO). WNS has been ag- 
gressively rising in the ranks over the years, and in 
2003-04 it pole-vaulted to the No. 1 slot, displacing 
Wipro Spectramind, as per the Nasscom ranking of 
third party ITES companies. WNS posted (unaudited) 
revenues of $97 million for 2003-04, up from $56 
million in 2002-03. The company has seen a 50 per 
cent-plus cumulative average growth since incep- 
tion as a British Airways subsidiary in 1996. 

In 2002, private equity major Warburg Pincus 
bought a majority stake in the company and trans- 
formed it under professional management from a 
$15-million company with one client (British 
Airways) in 2002 to a BPO firm servicing 70 clients 
across industry segments like insurance, healthcare, 
shared services and knowledge services in addition 
to travel and transportation. Two overseas acquisi- 
tions (the UK-based auto/motor claims manage- 
ment services company Town & Country and the 
US-based healthcare claims business ClaimsBPO, a 
part of GreenSnow Inc) have propelled the trans- 
formation of WNS, which currently services 14 air- 
lines, eight global insurance and healthcare providers, 
two leading travel agencies, a global logistics firm and 


28 BUSINESS TODAY AUGUST 29 2004 


two global telcos among others. The insurance seg- 
ment contributes about 65 per cent to WNS revenues 
currently, while travel and transportation accounts 
for 30 per cent, while all others account for the 
remaining five per cent. The BPO firm operates out of 
Mumbai, Pune and Nashik. 

WNS continues to look for acquisitions, accord- 
ing to Neeraj Bhargava, Group CEO, WNS. While he 
prefers to remain silent on exit opportunities for 
Warburg at this point (logically through a sellout if re- 
cent examples in the third party BPO industry are any- 
thing to go by), Bhargava emphatically states: “WNS 
will be an aggressive standalone BPO services company 
in the next three years. We will continue to grow at 
a rate of 50-60 per cent annually in this period." You 
cannot dispute the growth projections, but *stand- 
alone" for "three years" can always be open to debate. 

PRIYA SRINIVASAN 
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Conflicting Signals 


SBI slashes rates on fixed deposits; HDFC goes the other way. What gives? 


AS INTEREST RATES GOING UP 
or down? It's difficult to 
come up with a straight answer to 
that one at a time when one bank, 
State Bank of India, reduces rates 
on fixed deposits, and India's No. 
1 housing finance institution, 
HDFC, hikes the interest on fixed 
rate home loans. 

These apparently conflicting 
moves signal that the yield curve 
which remained flat for a long 
time, has now begun to steepen. 
That's precisely why sBi's rate 
reduction is on short-tenure FDs, 
whilst HDFC's hike is on home 
loans, whose duration can run 
up to 20 years. 

Both institutions are clearly 
keen on better margins, either by 








NCAER's P. Srivastava: Nonplussed 


reducing costs or increasing rev- 
enues. This is possible because in a 
rising interest rate structure, depo- 
sit rates in India usually move with 
a time lag (compared to lending 
rates). In other words, this is a sit- 
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uation in which financial institu- 
tions try to enjoy a bigger margin 
before they are forced (either by 
competitive forces or through 
moral persuasion from the Reserve 
Bank) to pass on the higher rates to 
their depositors as well. 

Still the question crying for an 
answer is: If a bank is cutting de- 
posit rates and a housing finance 
firm is going the other way, where 
exactly are interest rates headed? 
"Though interest rates may not 
shoot up, they should climb a bit 
(along with the rising interest rates 
in other parts of the world)" ex- 
plains Pradeep Srivastava, Chief 
Economist at National Council of 
Applied Economic Research. 

NARENDRA NATHAN 
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Giant Shift 


RPG's hypermarket chain could soon move from the "Giant" brand to "Spencer's* 


HE RPG GROUP'S HYPER 

market business, flagged 
off in 2001 under the brand 
Giant, could be in for a radi- 
cal shift in positioning. Come 
September, RPG Retail's third 
hypermarket to be opened in 
Vishakhapatnam will depart 
from the Giant name. Instead 
the Goenkas have decided to 
move to the tried and tested 





One, it was not perceived to be 
too much of a fun brand. And, 
two, there are two many other 
similar retail concepts called 
Giant, which could result in 
plenty of confusion, and per- 
haps litigation too. 

But it's not as if the 
Goenkas have finalised the shift 
to the Spencer's tag. The Vizag 
outlet will be a test case of 





"Spencer's" brand tag, the ™ sorts, and if it works well, 
over 100-year-old name Retail shift: Moving brands RPG's next two hypermarkets, 
owned by RPG Enterprises. scheduled for Mumbai and 
The Vizag outlet will be dubbed *Spencer's Hyper- Hyderabad, will also go with the Spencer's name. The 
market". Spencer's origins in India go back to 1897, group is planning 21 such large-format stores by 2006- 
before it was acquired by the Goenkas in 1989. 07, which could all be branded Spencer's if the Vizag 
Industry observers point out that Raghu Pillai, ^ experience pans out. The ones launched already too will 
President & CEO (Retail Sector), RPG Enterprises, was then move over to Spencer's from Giant. 
hitting two stumbling blocks with the Giant brand. BRIAN CARVALHO 


Rel-Mart, Anybody? 


Reliance's grand retail strategy could span right from petroleum to hypermarkets. 


-— — 








P THIS: YOU DRIVE INTO YOUR NEIGHBOURHOOD PETROL PUMP, TANK UP, CROSS OVER TO 
the adjoining supermarket, pick up your food and groceries, stumble into another out- 
let for talk-time, and then settle down in the corner coffee shop. Now what if that fuel pump 
is a Reliance outlet, the one in which you refill your mobile phone an RIM Web World, and 
the coffee shop a Java Green. For good measure, there might also be a Vimal showroom, of- | 
fering you suits, shirtings, dress material, pillows, cushions and bedcovers. | 
Sounds improbable? Perhaps not. Not when it's the Rs 99,000-crore Reliance 
group that's planning a retail foray. For, whenever the Ambanis undertake a venture, 
it's got to be on a mammoth scale. Recently Chairman Mukesh Ambani made clear his 
resolve to “revolutionalise petroleum retailing". (Reliance Petroleum will be rolling out 
5,849 petroleum retails over the next three-five years.) 
Indeed, Reliance could be looking beyond the purview of petroleum. Officials say a de- 
tailed retail strategy will be unveiled only after September. But as Arvind Singhal, Chairman, 
KSA Technopak India, a Delhi retail consultancy, points out: *I wouldn't be surprised if 
Reliance is getting into the hypermarkets business, like the RPG group and the Rahejas.” The 
food and groceries market is estimated at Rs 600,000 crore, textiles and clothing another Rs 
80,000 crore and consumer durables at Rs 40,000 crore. 
Whatever shape the retail thrust takes, Ambani's game plan is clear. As he had put it at 
a recent press meet, the idea is to “deliver new retailing experiences for the consumer". 
SWATI PRASAD 
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IT'S INNOVATIONS On demand is mig ing innovation a habit 
Understaading tough problems ani dgio new ideas to taeKle them 
Themturbocharging them v/it-tectinology. Like heiping doctors join 
the fight against breast cancer by letting them compare millions-ef 
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IT’S FOCUS. On demand is foctsing on your strengths and finding 
great partners ta do.the rest. Bharti tociisés on its sirenath - 
pioneering new paradigms in telecom, Leaving IBM to give it the 
edge in technology to driyé- growth Way on 


IT'S RESPONSIVENESS. Qn demand means bullding responsiveness 
into everything, Bajaj Auto's ambitious growth planéhinde on 
responding to customers - fast: Revamped biisiriess processes and 
technology from IBM.make it à reality. Ride on 
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IT S FEEXIBILITY. On demand is being ready forehything. Thanks to | 
IBM digital media solutions, sourcing thousands of photos fron 
National Ge ographic now takes hours instead of months. That's on 
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IT'S ON DEMAND BUSINESS. Ready to respond të the pace, 
pressures and fluctuations of an.on demand wond On Demand _ 
Business is abouPfow you design your organization to respondio 
ever-increasing levels of competition, customer expectation cosi 
pressure and market change. It's the answer. It's oñs 
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Aaj Tak has been recognised by the Limca Book Df Records as "the 
TV Channel to have received the largest number of SMS messages 


fover 10 million) over two years for its pt Wis & contests.” 


Thank you viewers! 


Aaj Tak, as always...Sabse Tez! 


THE NATION'S BEST NEWS CHANNEL 
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beauty And The Bottomline 


The business of looking good gets a professional makeover. 


€ Cip WAS A TIME WHEN 
getting a facial was synony- 
mous with hopping over to the 
hole-in-the-wall across the street 
posing as a parlour. It isn't so sim- 
ple anymore. Not when you have 
corporate majors like Hindustan 
Lever and Marico deciding it's 
high time they did their bit for 
people dead serious about look- 
ing good. Enter then salon chains 
like Lakmé and Kaya Skin Clinic, 
which offer you every conceivable 
beauty treatment—and a few in- 
conceivable ones too—including 
glycolic peels, botox and cus- 
tomised facials. And, whilst they're 
at it, they're also doing the business 
of beauty a favour by bringing a 
semblance of organisation to it. As 
of date, Lakmé has 64 salons and 
Kaya 16 clinics across the country, 
with many more in the pipeline. 
It's not just the beauty business 
that's getting a structured make- 
over. The other side of the coin, fit- 
ness, too, is finding its place in the 
sun. When Vandana Luthra 
launched the vi.cc chain in the late 
eighties, it was the first time a cus- 
tomer could get standardised treat- 
ments and services across all cen- 
tres. Those efforts are being no- 
ticed, not in the least by foreign 
moneybags: Recently, ARIA 
Investment Partners, a fund man- 
aged by the HongKong-based 
CLSA Private Equity, announced 





Going for a facelift: Change's in the air 


an investment of $10 million in 
VLCC—the first time foreign funds 
have made their way into the 
beauty and fitness industry. Muk- 
esh Luthra, Managing Director, 
VLCC group, feels the rate at which 
the beauty services business is 
growing in India makes it diffi- 
cult for investors to ignore the 
potential in this business. 

This corporatisation is not just 
limited to the ‘look-good’ part of 
the industry. Dr Batra’s Positive 
Health Clinic has over the years 
given a corporate face to the visibly 
chaotic world of homeopathy, 


CORPORATE ENSEMBLE FOR THE POWER TEAM 


CUSTOMISED APPAREL & ACCESSORIES: 


ed service by cori sale’ 
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gradually making it a more ac- 
ceptable form of treatment for a va- 
riety of problems, mainly those re 
lated to hair and skin. Similarly, 
Himalaya Health Care is the result 
of packaging Ayurveda to provide 
solutions to a host of health and 
beauty problems. Taking packed 
Ayurveda a step further is HLL’s 
Ayush, which along with a range of 
beauty products has also opened a 
chain of Therapy Centres across 
the country in collaboration with 
AVC, Coimbatore. 

When India Inc. gets into busi- 
ness, the biggest advantage of 
course is the funding it brings to 
the table, which is reflected in the 
quality of infrastructure and the 
technological advancements at 
most of these places. Another good 
thing about a professional set-up is 
that there is a greater degree of 
standardisation and accountabil- 
ity, which explains why she is will- 
ing to pay more than the she 
would in the one-shop hole-in- 
the-wall. Dr Batra attributes this 
willingness to spend on looking 
good to the increased awareness 
levels among the people as a result 
of increased exposure to world- 
wide trends, via media. Clearly, 
the glow of success in the beauty 
and fitness business won't just be 
reflected on consumers' faces, but 
also on the providers’ bottomlines. 

PRIYANKA SANGANI 
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Popular Demand 


The TCS IPO gets the respect it deserves. Now let's see what happens once the stock is listed. 


O THE INITIAL PUBLIC OFFERING (IPO) OF TATA CONSULTANCY SERVICES (TCS) 

did after all get the kind of response a software services pioneer deserves. 
After all, compared to the offer size of Rs 5,420 crore (at the issue price), 
the total demand generated was for over Rs 40,000 crore. The over-sub- 
scription figure, on an overall basis, is a noteworthy 7.7 times. One re- 
deeming factor about the TCs IPO is that unlike many other previous of- 
ferings, the bids were spread evenly. This is because, rather than blindly bid- 
ding at the highest price (Rs 900 in TCs’ case), investors did attempt to value 
the company, and price it accordingly. *Book-building in its real sense hap- 
pened here and that shows the maturing of the Indian PO market,” says 
Nimish Shah, Director, Parag Parikh Financial Advisory Services. 

The TCS top brass for its part also did its bit to bring alive the spirit 
of book-building. Though the issue was oversubscribed by 2.2 times 
at the highest price band, the company has decided to price it only at 
Rs 850, leaving more room for appreciation for investors. *We 
priced it lower to make it more attractive to the long-term investors," 
explains Ratan Tata, Chairman of Tcs. That won't stop some of 
them from dumping the stock on listing day. 
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NARENDRA NATHAN _ TCS’ S. Ramadorai: Sitting smug 











Indica’s New Platform 


Expect it by 2007. Don't expect it to look anything like today's Indica. 


I» 4. F OME TIME IN 2007, THERE'LL BE A NEW INDICA ON THE ROAD. AT THE 
j | | Engineering Research Centre in Tata Motors’ sprawling 1,200 truck and 
car plant, a group of engineers has already begun work on a new platform 
that will eventually become the second generation Indica. According to one 
senior executive, the brief given to the engineers is that the new car 
“doesn’t necessarily have to be like the Indica”, and it could well be a to- 
tally different looking vehicles that’s ultimately manufactured at K block, 
Tata Motors’ car making facilities. “The Indica (launched in December 1998) 
is now close to five years old. Like most cars, it will have a life of eight years. 
But by 2007, we will need a new car,” says J.M. Thatte, Vice President (Car 
Plant-Pune), Passenger Car Division, who retired last fortnight. 

Thatte, however, will still be involved with Tata Motors and the Indica 
as a consultant. “Our learnings with the Indica have to be transferred. The new 
car doesn’t need to go through the same teething problems like the first one.” 

Meantime, the capacity of the Indica is being aggressively ramped up 
by 50 per cent to 750 cars a day. Some 150 of these will be the Marina sta- 
tion wagon. Between now and 2007, Tata Motors executives expect to 
launch at least two more variants of the Indica, perhaps the first one just 
before April 1, 2005, when the Euro III norms come into play. Another car with 

: a Euro IV compliant engine (both petrol and diesel) will be ready by 2006. 
Tata Indica: Making way for the new BRIAN CARVALHO | 
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Now you can work online 


during the flight ... 






... Or celebrate that 
92nd-minute goal live. 


FlyNet': The first worldwide broadband 
i net connection in the sky. 


re are no more borders to vour communication 
even at 12,000 meters. You can use your laptop to keep up with world 
affairs via the FlyNet® portal for free or get an e-mail with the latest 
presentation for your meeting. And naturally, you can follow your 
team live as they battle it out on the World Wide Web. You'll see that 
to work and surf in comfort, all you have to do is to fly. Find out more 
at www.lufthansa-india.com 


f IyNet will Di rolled OUt On Morg | itthansa felaie haul route 


There’s no better way to fly. c Lufthansa 


D .. Company gym: A social exercise 





Act And Amend 


The proposed amendment to the Companies Act, 1956, is a step in the right direction. 


S URELY IT MAKES EMINENT BUSI- 
ness sense to reduce the number 
of sections in an Act, from 781 
to 289 as in this case. As does 
bringing down compliance costs, 
reducing the workload on the reg- 
istrar of companies, imposing strin- 
gent norms at the time of incor- 
poration to deter companies from 
doing the vanishing act, having a 
special audit to prevent insider 
trading, allowing foreign compa- 
nies to register outside Delhi, and 
doing away with redundant provisions. The Act in 
question: The Companies Act, 1956. 

The Concept Paper on Amendment to the 
Companies Act, 1956, to be sure, seeks to achieve 
much, much more. Moreover, it has also proposed 
amendments on the issue of securities, capital and 


In-House Gym. 


- INANCIAL MUSCLE MAY 
soon mean more 
than just strapping num- 
bers on the balance 
sheet, if the world's 
largest gym chain, Gold's 
Gym has its way. Having 
already set up a “corpo- 
rate" gym for Reliance 
Infocomm, representa- 
tives of the chain are now 
actively scouting for more 
clients. Globally the chain 
has set up gyms for cp, Dell and Microsoft, 
amongst others. In India, G. Ramachandran, 
Director, .Gold’s Gym, sees great potential in 
Bangalore, Chennai and Hyderabad. "In Mumbai, 
the biggest constraint is space. For Delhi-ites being 
seen is extremely important; that's why they would- 
-n't want to use a company gym.” And all this time 

- you thought gymming was about working out. 
| | PRIYANKA SANGANI 
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public deposits, dividends, investor 
education and also simpler ways 
of winding up loss-making com- 
panies. However, a few irritants 
tend to blemish the rosy picture. 
The draft proposals' insistence on 
having 50 per cent independent 
directors on every company's 
board, for instance. "It can create 
supply side problems, given the 
huge number of companies and 
the rather limited number of inde- 
pendent directors," says an expert. — 
On the flip side, though, there are irritants: Like a. 

proposal to impose a cess of anywhere between 0.005 
per cent and 0.1 per cent in the annual turnover of 
every company for rehabilitation of sick companies. 
Thank heavens it's only a concept paper! 


ASHISH GUPTA 











Castle In The Sky? 


T'S NOT CALLED “FRESH AIR" 

for nothing. India's first "funliner" — 
when it takes off—will have air host- 
esses chosen from a national model 
hunt, designer interiors, in-flight 
shopping, multi-channel entertain- 
ment and a brand that exults you to 
"fly the good times". Inspired by UB 
Group's bestselling guzzler—which 
of course will be served up if Mallya 
gets the go-ahead—Kingfisher 
Airlines has inked.a deal with Airbus . 
for 12 spanking new A-320s with a 
list price of $750 million. “The air- UB's Mallya: 
craft and service will reflect the Fly like a king 
Kingfisher lifestyle imagery,” says UB __ 
Group Chairman Vijay Mallya. Brand ambassador 
Katrina Kaif will attempt to woo the young and upwardly 
mobile flocking. Predictably, operational details are 
sketchy. Fares on Kingfisher Air, while lower than regular 
airlines, will be at a premium to “low-cost” carriers. 

ABIR PAL 





UMESH GOSWAMI 
















re looking at Mr. Dhingra Be 
keeping an eye o his packaging plant. " 


t When it comes to machine control, no one provides a better, or Telemecanique comes with a promise of durability, superior design 
4 
more complete and cohesive range of products than Telemecanique and fail-safe performance. Little wonder that those who are always 
from Schneider. Straight out of Schneider's global R&D labs, in control, no matter what, insist on Telemecanique from Schneider 
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Telemecanique CONTROLS NOT JUST MACHINES 


Schneider Electric India Pvt. Ltd., 
Corporate Office: A-29, Mohan Co-operative Industrial Estate, Mathura Road. New Delhi-110044 
Phone: 011-51590000. For more information. visit us.at www.schneider-electric.co in 
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“some banks just 
letus talk to them. 
This one listens” 


We believe that real competitive advantage comes from listening to others. Including those with 
t different perspectives. 
‘ 


For example, we engage with environmental and human interest groups to hear their perspective 
on where the future is heading. It's helped us develop new policies to define conditions for financing 


certain ecologically sensitive industries, such as oil & gas, mining and forestry. 


An approach that actually attracts more clients. People who face similar issues and value a partner 
that understands and can help them. Resulting in good and profitable business. For all of us. 


www.abnamro.com " ABN-AMRO 
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bt cover story 
Bangalore's city-cen- 
© 

ments to the city’s 
India wants to be, the traffic-clogged 
nology boulevard to visit the com- 
tries large and small, Indian politi- 
manicured lawns, the extensive food- 
tectural wonders that have to be de- 
all of the few that can were inspired 


ANS 
r 
tre, down Hosur 
reigning business is a company that 
road is one of its main arteries (and it 
pany, as have chief executives of 
cians and businessmen, schoolchildren 
courts, a Grecian amphitheatre aptly 
scribed thus simply because most 
by this company. There's little visible 


© KILOMETRES FROM 
Road with its glass- 
and-chrome monu- 
sees itself as India’s Wal-Mart. If 
Bangalore is the heart of the rr Nation 
is in sore need of a bypass). Heads of 
state have travelled down this tech- 
multinational corporations, ambas- 
sadors of and journalists from coun- 
out on field trips, even the odd film 
star or two. All have marvelled at the 
named Pythagoras, a futuristic expe- 
rience theatre, and the other archi- 
Indian companies cannot claim to 
have anything of the kind, and nearly 
evidence, though, of its link with Wal- 
Mart. The retail giant closed 2003 


40 BUSINESS TODAY AUGUST 29 2004 





E NR. Narayana Murthy/chairman and Chief Mentor 


Mr. Values. Apart from everything else (itinerant seller of India on behalf of 
Confederation of Indian Industry, Chairman of the board of Indian Institute of Management, 
Ahmedabad, member of the board of Reserve Bank of India, and more of the same), 
Murthy is Infosys’ in-house Ombudsman and conscience keeper. He also finds the 
time to carry out a quality review of one project every three weeks (the company's head 
of quality has confirmed appointments with him for the next 24 months). Two of his ar- 
ticulated obsessions have found their way into the vocabulary of every senior manager 
at Infosys: “Excellence in execution”, and “What is the five-year impact of this?” 





© Nandan Nilekani/president and CEO 














Mr. Strategy. Always the big picture man, Nilekani is behind Infosys’ new Wal-Mart plus 
strategy. Its essence: build a super-efficient platform that can offer the entire range of 
software services, from consulting to Business Process Outsourcing (much like Wal-Mart 
has, the retail platform to sell everything from DVD players to petrol to groceries), and layer 
it over with new initiatives, such as the emphasis on business solutions, to ensure that 
the company doesn't fall into a commodity trap. 


= TV Mohandas | Pai/ Chief Financial Officer - 


Mr. Finance. The man who usually hogs the limelight at the company's televised quar- 
terly announcement of financial results. Pai doesn't just count the money, however, he spends 
a bit of it: as the person responsible for Infosys' campuses, this year he will burn anything 
between Rs 600 and Rs 750 crore on physical and communication infrastructure. 





5 S. Gopalakrishnan (kriso — 


Mr. Operations. Infosys had 27,939 people on its rolls and 419 active clients as of 
June 30, 2004. This translates into 1,400 to 1,800 projects at any point in time. Kris 
keeps the machine going. 





THE INSIDE STORY OF HOW INFOSYS PLANS 
TO GROW BIGGER AND BETTER, THEN, 
| BIGGER AND BETTER STILL... 


bY R. SUKUMAR 


Infy’s Four Fast Men: (From left) N.R. Narayana 
ei i Chief Mentor. T.V. Mohandas Pi 








Late last year, Infosys broke itself up into 
what one executive calls "many small 













bt cover story 


with revenues of $256.33 billion 
(around Rs 1,200,000 crore, 43 per 
cent of India's Gross Domestic 
Product for 2003-04), profits of 
$9.05 billion (around Rs 42000 
crore), and 1.4 million employees. 
The Bangalore company closed 
2003-04 with revenues of Rs 
4852.95 crore, profits of Rs 1,243.63 
crore, and 25,634 employees. 

It isn't bravado that makes 
Infosys Technologies see itself as 
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Some 60-65 per cent of 
Infosys' processes are 
completely digital 


Infosyses", some 17 


(ECUS). Nilekani claims this 
has created "multiple 
ongines of growth" 


Infosys can train numbers and how! Its | 
leadership institute at Mysore can accommo- "Œ 
date 4,000 people (in residential programmes). 9 
Last year, the company ran around 1,500 | 
management development and 2,000 / 


The company has built the processes to recruit the 

kind of numbers it will need. Last year, Infosys received 
over 1 million applications, tested around 130,000 
candidates, and hired around 10,000. 


Infosys can build a full-fledged campus 
(500,000 square feet of built-up area) 

in six to nine months. As on June 30, 2004, 
the company had work in progress of 


Process Repository@Infosys for 
Delivering Excellence, PRIDE isn't just 
something that helps everyone work 
the Infosys way; it also doubles up 
development environment 


independent business units (IBUs) 
and Enterprise Capability Units 


India’s Wal-Mart, explains the com- 
pany’s CEO Nandan M. Nilekani; 
it is sound business logic. Nilekani is 
a cheery 49-year old; a graduate 
of Indian Institute of Technology, 
Bombay, he is one of the company’s 
six co-founders, and since March 
2002 has served as its CEO, 
President, and Managing Director. 
He has obviously thought long and 
hard about the Wal-Mart thing and 
launches into a rather professorial 





VIVAN MEHRA 


exposition of the strategy. At the 
core of this explanation are what 
Nilekani terms business platforms, 
“scalable engines” that help a com- 
pany do something well, very well. 
“Wal-Mart has a scalable engine 
for retailing,” he says. “Dell has 
one for (direct selling) technology 
products.” Nilekani peppers his 
discourse with facts: Wal-Mart did 
not start selling groceries till 1998 
but now accounts for 15 per cent of 
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groceries sold in the US; Wal-Mart 
started selling petrol (gasoline in 
its lingo) in 1997 and now accounts 
for 7 per cent of the commodity 
sold in the US. *We have a scalable 
engine for software services," he 
concludes. “Scalability is the name 
of the game," adds N.R. Narayana 
Murthy, Chairman and Chief 
Mentor, Infosys, who does his rep- 
utation of being an obsessive long- 
term manager no harm at all by 
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observing that it is possible that the 
company will employ 50,000 peo- 
ple in India and 20,000 in China in 
the next three-to-five years (the 
company has subsidiaries in China 
and Australia). “We have a 4,000- 
bed training campus," he says, re- 
ferring to the Infosys Leadership 
Institute in Mysore. “Three-to-four 
years from now, we may well have 
to train 40,000 people." 

There's a price to pay for the 


single-minded pursuit of scale: the 
product or service the company 
sells becomes a commodity, and 
profit margins plummet. To avoid 
this fate, Infosys has embarked on a 
six-pronged differentiation strat- 
egy: applying the global delivery 
model that works so well for it in 
application development to con- 
sulting (it invested 520 million, 
around Rs 925 crore, and created 
Infosys Consulting in April this 


DIFFERENTIATION INITIATIVES 






Infosys Consulting, Inc. is what Nilekani terms a 
"quasi-acquisition model". Rather than acquire a consult- 
ing firm in the US, the company has hired a selection of 
senior consultants, many brands in their own right, 
and incentivised them to grow the offshore business 


The company's new structure 
makes it possible for the 
business units to develop and 
market business solutions 


unique to their industries 


Infosys Australia is work- 





involves substantial work 


model of sourcing it calls 








ing on a new global 
delivery model that 


done onshore. 


Infosys is playing 
evangelist to a new 


modular outsourcing 


Infosys is leveraging 
partnerships with 
Microsoft, 
Oracle, 
and SAP | 








subsidiary, are working on 
delivering business productivity by 
bundling business processes, 


Infosys and Progeon, 
its [T-enabled services 





NYMVU LVÍVMN 


and transactions 
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Infosys, Wipro, And TCS Are Indian Software's Big 
Three, But They Are Very Different Companies 





Bigger, not necessarily better: TCS’ 
S. Ramadorai (L) and Wipro's Azim Premji 
head firms that are larger than Infosys 


year); bundling business processes, 
technology, and transactions into 
one service that delivers business 


TCS may be the largest... 


7,122.73 
9,881.2 







4,852.95 


„But Infosys is the most 
profitable of the three. 
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ture; evangelising a new model of 

sourcing; offering Cp sod Infosys has also grown its revenues and profits fastest 

ness solutions; and leveraging al- . 

liances with technology companies REVENUES 1,122.7 PROFIT AFTER TAX Me 

big and small (think Microsoft, T 

think Yantra) to ensure that solu- Na 

tions are built around existing tech- 124: 

nologies, when available. Some of én dios Tw. 
1102 3 1028/7 5» 


these, explains S. Gopalakrishnan, 
Chief Operating Officer, Infosys, 
will help the company *bid for 


- 
larger projects". Others, will estab- 
lish it as a thought leader in the — 108 - 
outsourcing space. And still others, 597 x 
“disrupt the business of consulting 807.96 E 
the same way we did the business of P2002 FY 2003 yO = 
application development.” TCS iW 9 Infosys ES Wi nos 

Some strands of this Wal-Mart- -<> Figures are growth rate in percentage <> Figures are growth rate in percentage 
Figures are revenues in Rs crore Figures are PAT in Rs crore 


plus strategy are almost as old as, 
well, Infosys' Heritage Building 
(1994-vintage). Others are more 
recent, but it is only now that every- 
thing has come together into a 
greater whole. It is almost as if, for 
the first time since the early 2000s 
when India's software services com- 
panies discovered that they too were 
vulnerable to long-term business 
cycles, Infosys has a clear idea of 
where it wants to be in the future, 
and how it plans to get there. 


he software services busi- 
ness looks simple from 
the outside as indeed, 
most businesses, including 
magazine publishing do. 
Companies slap together 
a development team in India, nab 


44 BUSINESS TODAY AUGUST 29 2004 













> 
" 4x28 ENN 
885.4 54.11 E 2040 


All figures are consolidated and exclude non-recurring income while calculating profits after tax 


contracts in the US, Europe, or 
Japan (everywhere else is largely 
an afterthought even today), off- 
shore the work to India, then, after 
the project is done implement it 
onsite with a small team. The seem- 
ing simplicity of this model has 
been the undoing of entrepreneurs, 
including defecting senior execu- 
tives from companies such as 
Infosys, Wipro, and Tcs, who 
jumped into the business with dol- 
lar dreams in their eyes. Companies, 
analysts, and consultants who track 
trends in the industry have come 
around to the view that the pre- 
requisites for success in the soft- 
ware business can be distilled into 
two key skills: the ability to offer a 


range of services and offer them in 
increasing volumes and the ability to 
take a process, offshore it, and then 
deliver the desired result to the cus- 
tomer (this part is roughly what 
the industry calls the Global 
Delivery Model). 

If this magazine were a man- 
agement journal—it thankfully isn't 
that—this is where this composi- 
tion would depart from the style 
of popular business journalism and 
launch into a jargon-filled descrip- 
tion of how Infosys has, or is in the 
process of institutionalising these 
two abilities. We will remain content 
with a graphical representation of 
the thrumming corporate planning 
engine that makes it possible (See 
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the Five to Eight Year Strategic 
Planning Process on page 43). This is 
the domain of Sanjay Purohit, a 38- 
year-old engineer who once worked 
for Tata Sons auditing the quality 
processes of all companies belonging 
to the Tata Group. These days, he is 
the custodian of a planning process 
that spans three time-horizons, one 
year, three years, and five-to-eight 
years, and, among other things 
maintains a highly refined mathe- 
matical model of Infosys (Want to 
know the impact of a certain deci- 
sion on the company's profitability 
in two years? Ask Purohit) and rudi- 
mentary ones of around 10 com- 
petitors, Indian and multinational 
(Wipro, TCS, and IBM are there). 
One of Purohit's responsibilities is to 
ensure that the three temporal hori- 
zons are aligned. Another is to run 
the whole process like a democ- 
racy. For instance, his department 
starts work on the five-to-eight year 


NOT EVERYONE'S FAVOURITE 


strategic planning process every 
July; i it scans the environment, stud- 
ies the competition, crunches its 
models and then makes a presenta- 
tion to the board; this is followed by 
a presentation to the company's 
top 80, then top 200 managers. 
The best strategy, to paraphrase 
management theorist Alfred 
Chandler—Honest, this is the last 
reference to management in this 
article; this writer’s own preference 
in Chandlers is more Raymond than 
Alfred—is wasted without the right 
structure. In November 2003, 
Infosys restructured itself into 17 in- 
dependent business units (IBUs) and 
enterprise capability units (ECUS). 
The result of this strategy-struc- 
ture interplay (each IBU or ECU, for 
instance, has its own detailed three- 
year business plan) is a set of requi- 
rements: of skills that need to be acq- 
uired, markets that need to be pen- 
etrated, people who need to be 





hired, campuses that need to be 
built, and money that needs to be 
spent. Mohandas Pai, the company's 
CFO who doubles up as the man 
responsible for infrastructure, acq- 
uires land and builds campuses on 
the basis of this. Hema Ravichandar, 
Infosys' head of HR tweaks her re- 
cruitment engine—it processed over 
a million applications in 2003-04— 
accordingly. And everything, the 
building, the hiring, the training, 
revolves around a process that is, 
more often than not, digital. Then, 
that's only apt. 


49 » ivshankar J. is a techie's 
* ^ techie, The ever- -smiling 
‘a \. bearded 44-year- old is 
Athe company's head of 
J information systems and 
he and his team of 200 
have gis. almost 65 per cent of 
Infosys’ internal processes. In 
layspeak that means that in the case 
of most processes, the company 
has a nervous system that ensures 


ANGALORE ISN'T SHORT OF PEOPLE WILLING TO BAD-MOUTH 

Infosys, and not all are former employees. There are 

charges that with four of the founders still occupying 
key executive positions—Nilekani is CEO, Gopalakrishnan, COO, 
S.D. Shibulal is head of delivery, and K. Dinesh, Director— 
and likely to do so for some time, senior executives come up 
against an invisible ceiling. That doesn't seem to have had any 
impact on the careers of CFO Mohandas Pai, Head of HR 
Hema Ravichandar, and Srinath Batni, an executive member 
of the board. There are also allegations that the company's 
marketing function has never really recovered from the exit of 
former head of sales and marketing Phaneesh Murthy. Yet, 
Infosys has continued to grow faster than the competition. And 
finally, there is a constant buzz about how dissatisfied em- 
ployees are departing Infosys in droves. Things came to a head 
last June; poor employee satisfaction scores saw Infosys, which 
had twice been named the best company to work for in India, 
according to a survey featured in this magazine, not even fig- 
uring among the top 10. This year has been better for 
Infosys' head of HR Hema Ravichandar: although attrition 
(Last Twelve Months basis) was 10.9 per cent on June 
30, 2004, as compared to 7.9 per cent on June 30, 2004, 
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there aren't too many reports of an exodus. One reason for that 
could be the fact that with a revival in the fortunes of the soft- 
ware sector, attrition rates are up in most organisations. 
Every Wednesday, the Bangalore edition of the Times of India 
comes with Ascent, a jobs supplement. That morning, when 
Infosys employees board the bus that takes them to the com- 
pany's campus, they find that someone has helpfully stocked 
the vehicle with enough copies of the daily. More are shoved 
in through windows when the bus stops at traffic lights. 
Wipro's Chairman Azim Premji recently rued the high at- 
trition rate at his company (the buzz says 16-18 per cent) 
and linked it to Bangalore's infrastructural inadequacies. 
Ravichandar believes the company's efforts at moving to 
a role-based organisation, defining salary bands for jobs, 
increasing the component of variable pay in overall com- 
pensation, and putting a stop to the wide-spread indus- 
try practice of promoting people just because they have 
spent a certain period of time in the organisation, have 
helped in terms of employee satisfaction. She steers 
clear of it, but the Rs 100 crore the company doled out as 
bonuses to employees when it crossed $1 billion in sales 
earlier this year must have helped too. 







DEEPAK G. PAWAR 


that something is done just the way 
it is meant to be, every time. A sam- 
ple: if a project manager forgets to 
get the budget for a project app- 
roved, he cannot get anyone working 
on the project to travel; worse, the 
people assigned to the project au- 
tomatically revert to the bench. Now, 
an organisation of 200 can have one 
or two people who track such things 
manually; an organisation of 25,000 
cannot; it needs systems, and it needs 
systems that can talk to other sys- 
tems. The project-travel-bench ex- 
ample is part of a larger order to re- 
ceipt (OTR) system and Sivshankar is 
quick to point out that the system 
gives enough time for the project 
manager to get his project approved. 
“The system will block the ticket 
but it will not issue it,” he says. “The 
objective is not to get in the way.” 
Sometime in July 2003, Nile- 
kani thought it would be a good idea 
to extend this systems-driven appro- 
ach to work processes. The result, 
which went live in March this year 
is PR@IDE (Process Repository 
@Infosys for Delivering Excellence). 
From creating a proposal for a cus- 
tomer to designing an integration 
process to assimilate an acquisition, 
PR@IDE is an online, and much- 
more advanced version of every- 
thing from the ubiquitous style man- 
ual floating around newspaper of- 
fices to the renowned Toyota Pro- 
duction System, the pinnacle of 
manufacturing perfection. It is also 
linked to the company's knowledge 
management system and can not 


r 


only list the tools that can be used in 
a process, but take the user to the 
relevant development environment. 
That's something: in an industry 
well-known for chaotic processes, it 
ensures that everyone within the 
company works the Infosys way, 
right down to the code jocks. 


irca June 2004, 
Infosys has enough 
benefits of scale to 
display. Differentia- 
tion, Nilekani admits, 
will take some time 
to pay off, maybe two or three 
years. And when it does it will likely 
manifest itself as an increase in the 
company's revenue productivity 
(revenue per employee). This, when 
the analyst community is convinced 
that the company is ahead of its 
peers on this metric. “In terms of 
margins (profitability) and employee 
productivity, Infosys is well ahead of 
Wipro and TCs,” says Chandan 
Desai, a director at Mumbai-bro- 
kerage TAIB Securities. Nilekani is 
right: Infosys Consulting is four 
months old; the emphasis on busi- 
ness solutions has been around for 
some time, but has come into its 
own only after the November 2003 
restructuring; the global delivery 
model of the future is a recent proj- 
ect (it is happening at Infosys 
Australia, which the company ac- 
quired earlier this year); the modular 
outsourcing thingamajig was un- 
veiled by the company last May and 
the integrated rr and rr-enabled serv- 





HER DEPARTMENT 
PROCESSED OVER 


A MILLION APPLICANTS 


LAST YEAR, AND 
HIRED 10,000 


ices offering is of recent vintage too. 
That could explain why a senior 
executive at one of the main com- 
petitors dismisses Infosys as a com- 
pany still *over-dependant on appli- 
cation, maintenance and develop- 
ment" and "hugely exposed to bank- 
ing, insurance, and financial services". 
Both are accurate observations: for 
the three months ended June 30, 
2004, development and mainte- 
nance accounted for 55 per cent of 
Infosys' revenues; insurance, bank- 
ing and financial services for 34 per 
cent. Wipro has a more diversified 
revenue pie and TCS is far bigger. 
Still, Infosys is a favourite on D-street. 
Analysts point to the company's per- 
formance in 2001-02 and 2002-03, 
when most other software companies, 
including its peers stumbled, as reason 
for this bias. “While TCs has the scale, 
Infosys has the efficiency," says 
Sandeep Shenoy, the head of re- 
search at Mumbai brokerage Pioneer 
Intermediaries, who expects the lat- 
ter to overtake the former in terms of 
revenues and profits in the next two- 
to-three years. Infosys' senior man- 
agers refuse to be drawn into a who- 
is-bigger discussion, but it is evident 
that they are convinced the Wal- 
Mart-plus approach will work. “The 
results are there," says Murthy referr- 
ing to the fact that the company has 
grown in times good and bad. He 
pauses, as if running all the initiatives 
the company is working on through 

his mind. *It will happen." 
ADDITIONAL REPORTING BY 
NARENDRA NATHAN 
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TATA MOTORS - Keyless entry * Engine immobiliser * Power steering * Front and rear power windows * Roof mounted AC 


Available in the price range of Rs. 4.89 lakhs - Rs.5.89 lakhs (Ex-showroom Delhi). Two engine options of 90 PS and 68 PS and in Bharat Stage I/I 
8 seater Victa GX Turbo. Accessories shown may not be part of standard equipment. For assistance call our toll-free number: 1600-225552 Visit us at 





Govind Sadashiv Pawar has never 


featured on page 3. 
He is a real person 
With real achievements. 


Who builds bridges with his own hands. 
Govind is his father's son. 

Govind is his own man. 
Govind Pawar drives a Sumo. 


Does your vehicle reflect your down to earth self? 
If yes, chances are you drive a Tata Sumo. Or will 
soon join the 265,000 people that drive one. In a 
world of changing values, there are some that are 
timeless. Like the Sumo Victa 

Unpretentious in its core appeal of spaciousness, 
reliability and ruggedness. Yet reassuringly moving 
with the times. The new look fascia wears the now 
familiar Tata grill and is signed off by sparkling clear 
head lamps and fog lamps. Non-fussy vertical tail 


lights with integrated fog lamps add a touch of 


Its class but now wears an all new cockpit interior. Its 
much appreciated seating comfort is further enhanced 
by an all new 60:40 split middle row and a third row 
front facing option 

Leather wrapped steering wheel and improved switch 
gear add to improving that tactile feel. The smallest 


turning radius in its 
PRESENTING THE 


class makes the 
power assist steering 
a delight to maneuver 


in tight corners or 


Victa 


What you drive is who you are 


character to the rear along with the chrome inlaid parking slots. Do test 


spare wheel cover. The cabin is still the quietest in drive one today. 
* New comfortable steering position + Flexible seating cum luggage space * Quietest cabin + Smallest turning circle radius 


options. Sumo Victa comes with an 18-month, unlimited kms. warranty. Additional 18 months warranty option available. Model featured above 
www.tatamotors.com. Regional Offices: Mumbai: 022-56561600 * Gurgaon: 0124-2805141/43 « Kolkatta: 033-22262784 - Banglore: 080-56620500 








SBI Car Loans 


leave all other car loans behind 


Because SBI offers you car loans at the most 
competitive rates, without any prepayment penalty. 


D 


* Interest rates - up to 3 years - 9.2596; from 3 - 7 years - 9.7596 
* Free personal accident insurance 


* Optional Life Insurance at very competitive rates om 

* Loans for purchase of new as well as used cars and multi-utility 
vehicles 

* Easy and long repayment period up to 7 years for new cars and MERI CAR 
up to 5 years for old cars MERA LOAN 


State Bank of India 


With you - all the way 


www.statebankofindia.com 





CONCEPT 


For further information, please contact the nearest SBI Branch or Business Planner (P & I) at: Ahmedabad (79) 25506425, Bangalore (80) 2997386, 
Bhopal (755) 5288174, Bhubaneswar (674) 2402448, Chandigarh (172) 2701513, Chennai (44) 28215443, Guwahati (361) 2606954, Hyderabad (40) 24756758, 
Kolkata (33) 22130622, Lucknow (522) 2214226, Mumbai (22) 22027648, New Delhi (11) 23368953, Patna (612) 2685390, Thiruvananthapuram (471) 2321287 
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The collapse of Global Trust Bank is a rude reminder of how 
fragile India's banking system really is and of the urgent 
need to do something about it. sy astisu curta 


LLIT TOOK TO BRING THE BANKING SECTOR 

out of its complacent cocoon was one 

rude jolt. Buoyed by a declining interest 

rate regime, strong demographics and 

positive growth, the sector had lulled it- 
self into the belief it had put the worst behind it. By 
most commonly accepted measures—profitability, 
capital adequacy and level of non-performing as- 
sets—2002-03 was a record year for it, with the good 
run continuing into the first few months of 2004. 
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What reinforced this illusion of strength was the 
sector's strong show: It had achieved a 1 per cent ret- 
urn on assets, managed a capital adequacy ratio of 
12.6 per cent against the prescribed 9 per cent; 
recorded 44 per cent profits and an improved re- 
covery meant that the ratio of non-performance as- 
sets to net advances was down to 4.5 per cent. 

Although much of the good show may have come 
from treasury income—investments in government 
securities in a declining income regime—credit was 
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THE REGULATORS 
NEED TO ENCOURAGE 
CONSOLIDATION SO 
THAT BANKS CAN NOT 


ONLY SURVIVE IN 
COMPETITIVE 
ENVIRONMENTS BUT 
THRIVE IN THEM 
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. The Urge To Merge 
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As competition stiffens and the need for capital 
requirement goes up, many banks will have little 
choice but to merge or go under. sy &osioi jayakar 


HERE ARE JUST TOO MANY OF THEM OUT 

there. Twenty-seven nationalised or public 

sector banks, 28 private sector banks— 

seven new, 21 old—36 foreign banks, 

more than a thousand urban and rural co- 
operative banks, 20 financial institutions and thou- 
sands of non-banking financial institutions (NBFCs). 
All chasing the same customers for business. 

Just far too many of them. What business sense, for 
instance, does it make to have over 100 bank branches 
in Mumbai's business district of Nariman Point or 
four nationalised branches standing cheek by jowl on 
D.N. Road in South Mumbai, competing for the same 
slice of the retail business pie? 

Very little, one could argue. Rationalisation is the 
only way out, and that can only happen through merg- 
ers and acquisitions, and takeovers of smaller ones by the 
bigger ones. And that, fortunately, has started to happen, 
though initially, for a completely different reason. 


PLUM PICKINGS 


HE DAYS OF DISTRESS MERGERS MAY NOT BE OVER YET, A 

major makeover seems to be on the cards in the sec- 
tor. A new wave of consolidation in the banking sector is 
likely to be triggered off by the need for capital, achieving 
global economies of scale and the desire to be compet- 
itive in the domestic market. Moreover, with the Reserve 
Bank of India draft guideline stipulating that all private 
banks should have a minimum net worth of Rs 300 crore, 
this implies that old private sector banks with regional 
presence but little capacity to bring in fresh funds will be 
attractive takeover targets. 

And there are a host of smaller banks just ripe for the 
picking. These include Karnataka Bank, Laxmi Vilas 
Bank, Citi Union Bank, Dhanalaxmi Bank, Karur Vysya 
Bank and Bank of Punjab. The Federal Bank and South 
Indian Bank where ICICI Bank holds 20.44 per cent and 
11.25 per cent equity stake as financial investment re- 
spectively, have also become attractive options if the Re} 
guidelines on diversified ownership become a policy. 


VIVAN MEHRA 
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Quiet clearly, the first wave of consolidation in 
the Indian banking system had little to do in terms of 
achieving global size of funds, becoming internationally 
competitive or to have the best management prac- 
tices. Most mergers have happened because of financial 
distress, such as the amalgamation of Benaras State Bank 
with Bank of Baroda in 2002, Nedungadi Bank's amal- 
gamation with Punjab National Bank in 2003 or even 
the most recent, the amalgamation of the loss-making 
Global Trust Bank with the Oriental Bank of Commerce. 


Clear Signal 
In these takeover cases, the aim of the regulatory aut- 
horities was more to send a clear signal to the de- 
positors that their interests would be safeguarded at 
any cost, and to pre-empt any chance of contagion 
or a run on the system than to bring about a con- 
solidation within the sector. 

The mood now is unabashedly in favour of 
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SAYING YES 


EE Teo S OAM eee ee 
_ V question that people are asking after the fiasco of another late- 


. entry private bank, cra, and the latest rei guideline—limit for- * 


eign ownership to just 5 per cent in any Indian bank. 


Promoted by two Rabo India brass—Ashok Kapur 


(Chairman of Yes Bank) and Rana Kapoor (CEO of Yes Bank), 


the bank is also funded by Rabobank (20 per cent) and three — 


other private institutional inv ip (New 
| York), Asian Infrastructure Fund (Hong Kong) and ChrysCapital 
- (San Francisco), who hold 25 per cent. With 90 professionals 
-on board, it aims to have 8-10 branches by March 2005. - 

It plans to focus on sunrise sectors such as 


nications, infrastructure development and agribusiness, and $ 


given the uPA govemment's thrust on rural lending, it could well 
tum ee be a successful experiment. 


Rana Kapoor, CEO, YES Bank: Ambitious plans 


INVINVHW AVAIHS 





| STI "d 


D 





SIZE MATTERS 


AN YOU NAME FOUR OR FIVE BANKS THAT ARE LIKELY TO EMERGE AS 
Jones players? The answers seems obvious enough since it 
will be the bigger banks in public and private sector that are likely 
to head the list. Hence banks will necessarily have to have deep 
pockets, strong brand name and a fine balance between risks and 
returns. As of today, the banks that look set to emerge as global 
players are the State Bank of India, ICICI Bank, HDFC Bank and 
the newly merged entity of IDB! and IDBI Bank. 

As K.V. Kamath, CEO, ICICI Bank, points out: "Indian banks 
will need to embark on a quick build up of skill sets, gain in size 
and substantially upgrade their technological make-up to be 


able to face competition here and in the global space." 


THE BIGGER THE BETTER 


NOOF SOMERA TOTAL 


BRANCHES ADVANCES: 


SBI 9,039 
ICICI BANK 365* 
HDFC BANK 312 


IDBI--IDBI BANK N.A. 


*For 2003 Dáta For Year Ending March 2004 
Advances, Deposits and Net NPAs Figures in Rs Crore 
N.A.: Not available 


fourth, but the pecking order by the end of the year is 
anybody's guess, given Damodaran's declared intent of 
taking on the leader of the pack, the State Bank of India. 

Clearly, cut-throat competition and the need to 
acquire more financial muscle to fund India's devel- 
opment activity are likely to spark the next powerful 
wave of consolidation in the banking sector over the 
next couple of years. Says K.V. Kamath, ceo, ICICI 
Bank: "Banks will have to play a key role in supporting 
and sustaining the economic momentum in the coun- 
try. To do so, banks need to grow in size, probably dou- 
ble their balance sheets in the coming years." 

Agrees IBA's Sinor. “One way to obtain incremental 
capital is through consolidation." That, and the need to 
scale up operations, will entail some kind of consoli- 
dation among the smaller banks in the near future. 
While bigger players such as spi, ICICI Bank and HDFC 
Bank, should have little difficulty in raising funds either 
in the domestic or overseas markets, given their healthy 
balance books, the smaller ones could face a problem. 


Fragmented Topography 

And there are any number of banks in India's frag- 
mented topography (see The Possible Targets), who 
could find the going tough in the next couple of years. 
These include Karnataka Bank, Laxmi Vilas Bank, 
Dhanalaxmi Bank and Karur Vysya Bank. This is 
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M. Damodaran, Chairman, IDBI Bank: Will the UTI magic rub off? 


borne out by the recent DSP Merrill Lynch report, 
which shows that nearly 80 banks have a marketshare 
of less than 2 per cent and that the number two player 
has a marketshare of just 6 per cent. 

Then, there are the old private sector banks, 
most of whom have capital bases ranging between Rs 
75 crore and Rs 150 crore, have fragmented wide- 
spread ownership, and are too small from an ac- 
quisition perspective and unlikely to add value to the 
acquirer. The only way out for these banks is to 
become bigger players with enough capital to build 
up their asset portfolios and thereafter catch the 
attention of the acquirer. 

Not many of the smaller private banks may turn 
out to be as lucky as their public sector counter- 
parts—the government has pumped more than Rs 
21,400 crore into at least 10 of them over the last 12 
years—or even the Centurian Bank which got a new 
life after it was taken over by Bank of Muscat and 
Sabre Capital last year. 

Adds Deepak Gupta, CEO, Kotak Bank: “There is 
likely to be a lot of play in this direction among the 
smaller banks following the net interest income model 
(where banks are dependent on income from spreads 
between lending and borrowing) or the treasury 
model.” Chiefly because both these models are capital 


intensive and require economies of scale to be 
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THE GREAT CHURN 


HE DISTRESS AMALGAMATION OF THE GLOBAL TRUST BANK WITH THE 

Oriental Bank of Commerce is a pointer to the increasingly 
shaky functioning of the banking system in the country. 
Another distressed entity, the loss-making Centurian Bank, got 
a new lease of life in 2003, when it was saved by fresh infu- 
sion of funds by Bank of Muscat and Sabre Capital. The past 
11 years have seen a host of mergers and amalgamations 
in the banking sector. While mergers such as that of 
Times Bank with HDFC Bank have been strategy-driven, the 
same could not be said of others. 

Whatever the reasons, such mergers have worked won- 
der for these banks' institutional health. ICICI Bank has al- 
` ready emerged as the country's second largest bank after SBI 
after its merger with ICICI. Going by past history, the next 
likely candidates may well be small players like UTI Bank 
and Bank of Punjab. Want to bet? 
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Rana Talwar, Chairman, Sabre Capital: Playing the saviour 
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Who Fouled Up? 


The inside story on the collapse of Global Trust Bank, 
the bank that Ramesh Gelli first built and then bulldozed. 


BY ROSHNI JAYAKAR & E. KUMAR SHARMA 





Trust betrayed: Customers queue up outside a GTB branch to withdraw their money from the troubled bank 


LOBAL TRUST BANK (GTB), SET UP BY THE 

dynamic, diminutive and publicity-lov- 

ing Ramesh Gelli, blazed a trail of tri- 

umph and tumult from the very be- 

ginning in 1994, Ten years later, even 
at the endgame of GT&'s demise—as the Reserve 
Bank of India (RB!) amalgamated GTB with the public 
sector Oriental Bank of Commerce (OBc)—the cloud 
of controversy refuses to blow away. 
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On Dalal Street, GTB shares, quoting at Rs 2.5 
each, are seeing huge trading volumes. The 58-year-old 
Gelli admits to selling 3.5 per cent of his 7.5 per cent 
stake in the last few days. But who's buying the shares 
of a bank that is awaiting cremation? 

For those who missed the action, on July 24, 2004, 
the RBI declared a moratorium on GrB—which had 
non-performing assets (NPAs) of over Rs 1,100 crore— 
and two days later, announced a scheme for 
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The beginning in 1993: The promot- 
ers raised capital using an ingen- 
ious—if unconventional—strategy. 
Ramesh Gelli tapped the relationships 
he had cultivated with the diamond 
trade during his Vysya Bank days for 
GTB's IPO. Of the promoters’ contribu- 
tion to GTB, about Rs 30 crore is said 
to have come through this ingenious 
financial gameplan. 


1994-97: cr8 focuses on mid-market 
corporates, trader-exporters, and on 
the jewellery, garments, and housing 
and construction sectors. The bank 
sets a scorching pace of growth in the 
first two-to-three years, but faces a 
major problem in 1996-97 when the 
Indian economy slows down. 


1997-98: cr8 starts evergreening its 
accounts. Customers having trouble 
servicing past loans are sanctioned 
fresh advances to repay the earlier 
loans, to avoid having to classify 
them as NPAS. 


1998: The central bank asks ats to 
alter its loan sanction structure. The 
bank institutes the committee appro- 
ach to loan sanctions. Gelli is the 
chairman of both the executive 
credit committee and the 
Committee of Board. The bank's 
functioning remains centralised. 


HOW THE BOOM 
CHANGED TO BUST 






Lost magic: GTB's Ramesh Gelli 
(above) in happier times 


1999-2000: ctg expands its capital 
market exposure, especially to Ketan 
Parekh. These funds are used by 
Parekh to build up huge positions and 
ramp up prices of several shares, 
including those of cts. 


January 2001: cts and UTI Bank 
announce plans to merge. 


February 2001: Gelli requests the 
RBI for credit of Rs 700 crore to 
tackle the bank's liquidity problems 
as there is a net outflow of Rs 950 
crore of deposits from the end of 
February 2001. The central bank, 
however, sets certain conditions and 
directs GTB to bring down its expo- 
sure to capital markets. 


April 2001: Merger with UTI Bank 
called off. cts’s bottomline dips as 








the scam takes its toll on the stock- 
markets. The rs! pulls up Gelli for 

serious irregularities and asks him to 
relinquish charge as the bank's cmo. 











June 2001: Gelli quits the board D : 
even as the JPc calls for probe into t 
the stockmarket scam. 


October 2001: cts appoints Ernst & 
Young to identify deficiences. m 


March 2002: The annual report 
shows that ctg has a net worth of 
Rs 400 crore and net profit of Rs 40 
crore. But an RB! inspection of March 
2002 shows that the bank's net 
worth is negative. In a bid to show a 
semblance of a clean-up, GTB 
dismisses seven officials. 


September 2003: cre's accounts for š 
the year ending March 31, 2003, 
show its net worth to be marginally T 
positive but R&/'s inspection shows 
the net worth as eroded and capital . 
adequacy ratio at zero. After the pub- 
lication of the annual report 2002- 
03, the crs board sacks Price- 
waterhouseCoopers as the auditors. 


November 2003: The rai advises ate A 
to take steps to infuse fresh capital to 
restore its CAR to 9 per cent and f 
indicate a time-bound programme 
to fulfill its commitments. 







February 2004: Gelli is 

back on the board of GTB 
but is forced to resign a 

month later. 


June 2004: The rei rejects 
the proposal of the US-based 
Newbridge Capital to make a strate- 
gic investment in the troubled GTB. 


July 24, 2004: The rai decides to 
place GTB under a moratorium for 
three months. da 


July 26, 2004: The rei announces med 


amalgamation of TB with Oriental 
Bank of Commerce (osc). 
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“| Haven't Failed As A Banker” 
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AMESH GELLI, 58, FORMER CHAIRMAN OF GTB 
: and one-time poster boy of new-age private 
sector banking in India, didn't see the end coming. “I 
was taken by surprise," he says of the RBI's decision 
to announce a moratorium on the bank he co- 
founded in 1994. A week after the event, he spoke to 
Roshni Jayakar of BT on his delinquent baby. 


Mr Gelli, you started out in 1994 with the dream of turning GTB into the 
country's best bank. What went wrong? 

We had achieved that goal by 1998. We were ranked either Number 1 
or Number 2 in most areas of our operations by various publications. By 
1999, I felt my interest waning. Accordingly, I told the board that I wanted 
to be relieved of any active role in the bank. Sridhar Subasri was made the 
Executive Director. I thought I would be hands off and groom a whole 
new management team but the experiment failed. A year on, in 2000-01, 
our exposure to the capital markets increased dramatically. When the mar- 
ket collapsed in February-March 2001, the bank was badly hit. 


How could the bank build up such a huge exposure to the capital markets? 
We had 250 broker accounts and Ketan Parekh (Kr), who had a rela- 
tionship with GTB since 1996, was a big exposure—of around Rs 100 
crore. But this was fully backed by securities. Internally, we targeted the 
capital markets as a great opportunity and decided to take a 20 per cent 
exposure to it. As we had a good system of risk management, it seemed 
a prudent decision. But when the market collapsed and GTB tried to sell 
out we found that some shares could not be sold. 


GTB was your baby. Why didn't you try to save it? 

We were considering merging with UTI Bank in the first quarter of 2001, 
and lots of things were happening simultaneously. The press was going to 
town about GTB’s exposure to the capital markets. This led to the merger 
being called off, and there was a near run on the bank's deposits. The con- 
troversy snowballed and I had to quit. In any case, as the CMD, I was involved 
more with policy than with the operations of the bank. 


But you were known to be a hands-on banker. It is alleged that the credit de- 
cisions, which later became NPAs, had your blessings... 

No. I stopped meeting customers in 1998. The bank had a hierar- 
chical decision-making structure: After passing through various 
committees of executives they would come up to the ED, well eval- 
uated. I think there was a process failure and the short circuiting of 
certain procedures at the branch level. 


You again joined the board early this year... 
That was just to help the bank with a proposed domestic public issue. 
I resigned when I realised that the domestic issue was not an option. 


Have you failed as an entrepreneur banker, now that GTB has gone under? 
I would like to re-emphasise that I do not think I have failed as a banker 


or a technocrat.... And I have not lost my spirit of entrepreneurship. 


What next? 
Maybe something related to academics. 
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WAS THE 
WATCHDOG ASLEEP? 


Go TRUST BANK (GTB) 
was badly hit by the 
2000 stockmarket scam. The 
warning signals were flashing 
brightly for the last two-and-a- 
half years: Promoter-chairman 
Ramesh Gelli was asked to 
step down in September 
2001, an interim Chief Exec- 
utive R.S. Huggar quit after just eight months in the job, auditors were 
changed twice and the bank's accounting year was extended last year. 
Not surprisingly, several banks that came forward for cts’s hand 
backed out after conducting due diligence. 

But when, about six months ago, auditors issued a heavily 
qualified report and three directors resigned suddenly, the Reserve 
Bank of India—instead of taking action —gave the bank a clean chit. 
This, despite cr&'s net worth being wiped out two years ago. 

Why did the central bank let the problem fester till July 
2004? Was rs finalising a white knight for cts before announcing 
a moratorium? Or was it giving the bank management an oppor- 
tunity to get its act right? Whatever the motivation, it can now claim 
that it was acting in good faith and get away with it. The amal- 
gamation scheme of crB with Oriental Bank of Commerce states 
that no suit or legal proceedings shall lie against the nai, the 
transferee bank or the transferor bank for anything that is done or 
intended to be done in good faith in pursuance of the scheme. 
That's one hell of an escape clause! 


RBI Governor Y.V. Reddy 


THE POWER TWINS 


high-flying bankers inebriated by the heady 
cocktail of money and power. M. 
Gopalakrishnan was Chairman of the 
Chennai-based Indian Bank from 1988 
indian Bank's to 1995, while Ramesh Gelli was the pro- 
M. Gopalakrishnan moter of the Secunderabad-headquartered 
Global Trust Bank (ate) and its Chairman and Managing Director from 
1994 to 2001. Coincidentally, both presided over their respective 
domains for seven years. When Indian Bank sank into the red in 
1995-96 with a net loss of Rs 1,336 crore against a net profit of Rs 
14.06 crore the previous fiscal, Gopalakrishnan was accused of giv- 
ing advances to exporters close to the then bMK government in 
Tamil Nadu. Similarly, ara managed to erode its net worth by giving 
loans to a cartel of stock brokers led by Ketan Parekh, who used the 
funds to rig the stock prices of a raft of companies, including those 
of the bank itself. Eight years on, Indian Bank is back in the black; 
it earned a net profit of Rs 405.75 crore in 2003-04. As for ate, it 
has been amalgamated into the Oriental Bank of Commerce. But 
there' one crucial difference in the script for the two men. His political 
patrons (he was reportedly close to the late Tamil Manila Congress 
strongman G.K. Moopanar) couldn't save Gopalakrishnan from go- 
ing to jail. But Gelli’s proximity to the Telugu Desam Party ensured 
that he came out unscathed from are's troubles. At least till now. 
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In the hot seat: CEO Sudhakar Gande has 
the difficult of task of steering GTB through 
its proposed amalgamation with OBC 


From then on, an executive credit commit- 
tee and Committee of Board (COB) approved 
all major loan decisions. Gelli was chair- 
man of both committees. A new structure 
was put in place, but as a banker puts it: 
“The centralisation continued.” 

Come 1999, the stockmarkets started 
moving north. GTB immediately saw a growth 
opportunity and began courting Ketan Parekh, 
the so-called Big Bull of 2000. This proved to 
be the bank's nemesis. GTB advanced huge 
amounts to the likes of HFCL and Zee, who, in 
turn, routed this money to Parekh for rigging 
their stocks. Parekh also ramped up GTB stock 
prices using the bank’s funds just before the an- 
nouncement of its merger with UTI Bank 
(the marriage was called off in May 2001). 
When the market crashed, GTB's NPAs mounted 
and its net worth turned negative. RBI's finan- 
cial inspection report in 2000-01 reveals in 
Para 5.3.1: *Perusal of board reviews/agenda 
papers revealed that during this period, the 
committee of the board under the chair- 
manship of CMD (Ramesh Gelli) had aggres- 
sively sanctioned ad hoc/one-time over- 
drafts/short-term loans to not only share and 
stock brokers, but also stockbroking com- 
panies." The scrutiny revealed that during 
December 2000 alone, about Rs 300 crore was 
outstanding against 19 broking companies. 

GTB’s association with KP's companies 
and subsequent JPC investigations into the 
scam are history. At the time of GTP's birth, 
there were questions asked about whether 
Gelli, the chairman of the scam-struck 
Vysya Bank (it was allegedly involved in the 
stockmarket scam of 1992), should have 
been allowed to float a new bank. Today, as 
others clean up the mess he created, Gelli's 
vaulting ambition is taking him into newer 
pastures. This time, it's a venture in training 
and education. Watch this space. Œ 





| deem it à privilege to extend you all 
a very warm welcome to this meeting 
and speak a few words about the 
performance of your Bank for the 
financial year 2003-04. Let me gratefully 
acknowledge your unstinting support to 
take the Bank to greater heights. 

The Directors! Report and the final 
accounts of the Bank for the period 
ended 31st March 2004 have already 
been provided to all the shareholders. 
With your permission, | shall consider 
them as read. 


Performance of your Bank during 
2003-04 

With the above background, | now 
proceed to outline the performance of 
your Bank during the financial year 2003- 
04. You would be happy to note that your 
Bank has made commendable progress 
in the area of profitability, geographical 
expansion of branches and their 
networking, etc. 

| am happy to report that your Bank's 
total business has crossed Rs.14,000 
crore as at 31st March 2004. Deposits 
have increased to Rs.9406.94 crore at 
the end of March 2004 from Rs.8291.72 
crore during the same period last year, 
thus recording a growth of 13.4596. 
Advances have touched Rs.4667.92 
crore at the end of the year as against 
Rs.3899.70 crore as on 31.03.2003 
indicating a rise of 19.7096. 
Profitability and Working Results 

The net profit of your Bank rose to 
Rs.133.17 crore from Rs.110.12 crore 
registering a growth of 20.93 % in 2003- 
04. The Operating Profit of your Bank 
grew by 30.16 96 to Rs.329.79 crore 
during 2003-04 from Rs.253.37 crore in 
the previous year. 
Net Owned Funds / Capital 
Adequacy Ratio 

The net owned funds of your Bank 
increased from Rs.583.40 crore to 
Rs.698.15 crore, registering a growth of 
19.6796. The Capital Adequacy Ratio of 
your Bank stood at 13.03% at the end of 
the fiscal 2003-04. This is well above 9% 
stipulated by the Reserve Bank of India. 


Market Capitalisation 

The Market Capitalisation of the Bank, 
which was at Rs. 212.59 crore as at 
March 2003, more than doubled and 
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ENDEARING CREDENTIALS 


reached a new high of Rs. 531.99 crore 
as at March 2004. 


Social Banking 

The Bank founded by illustrious 
agriculturists and eminent lawyers has 
been committed to extend rural credit. 
The advances to Priority Sector have 
increased to Rs.1910.21 crore from 
Rs.1500.93 crore. The advances to 
Priority Sector together with the 
contribution to Rural Infrastructure 
Development Fund (RIDF) formed 
42.62% of the net credit of your Bank, 
thus crossing the regulatory minimum of 
40%. Your Bank gives utmost importance 
to farm credit which in the recent budget 
has been allocated a large share. 


Forex Business 

The Foreign Exchange turnover in 
terms of exports, imports and 
remittances amounted to Rs. 3336.00 
crore in 2003-04 as against Rs.3199.90 
crore during the previous year, showing a 
growth rate of 4.2596. The level of export 
credit at the end of the financial year 
2003-04 was 12.5296 of the advances, 
which is above the minimum of 12% 
prescribed by the Reserve Bank of India. 
Distribution Network 

| am happy to inform you that during 
the year under report your Bank 
performed a hat-trick by opening 3 new 
branches on a single day at Hyderabad- 
Rajbhavan Road, Uma Nagar and 
Secunderabad - Dr. A.S. Rao Nagar. In all 
10 new branches were added to the list 
of your Bank's branches taking the total 
to 370 at the end of the fiscal. The seven 
other new branches opened were at 
Mumbai - Oshiwara, Indore, Faridabad, 
Mangalore-Head Office Complex, 
Chennai - Beasant Nagar, New Delhi - 
Rohini and Bangalore - Sahakaranagar. 
Our Branch network is proposed to be 
expanded to 390 by the end of this year. 
We have plans to enter at least 10 new 
cities where we do not have our 
presence at present. 


Technology Initiatives 

You have the advantage of Anytime 
Anywhere Banking at over 225 branches 
nationwide. The pact for mutual sharing 
of ATMs with Corporation Bank enables 
customers to withdraw their money 
round the clock at over 670 ATMs 
located countrywide. The Bank has been 


offering a wide range of customer centric 
and customer friendly value-added 
products & services like Multi-Branch 
Banking (MBB), Flexi Term deposit 
(K-Flexi), ATM Card linked credit facility 
(K-Power), collection of utility bills, ete. 
Necessary arrangement has been made 
for switching over to RTGS which would 
help our clientele in reducing transaction 
time and settlement risk. 

Your Bank plans to bring more number 
of branches under the Core Banking 
Solution (CBS) and launch a range of new 
products and delivery channels like Debit 
Card, Demat Services, Internet Banking, 
Cashtech for fast collection of cheques, 
Mobile Top Up etc in the near future 


Dividend Recommended 

RBI has approved dividend of 40% 
recommended for the year ended March 
31, 2004 on the equity shares, as against 
22% for the previous year. 


Human Resources 

It is my firm belief that machines can 
never be a substitute for human beings. 
After all, computers are ‘yours faithfully’. 
Necessary training is being imparted to 
the staff to bridge the knowledge gap in 
this era of information explosion where 
mind becomes obsolete unless 
periodically refreshed. Efforts are on to 
design and develop training modules on 
various products of your Bank so that the 
information about the products is made 
available to our customers across the 
counter by the personnel at the 
branches. Per Employee Turnover of your 
Bank has increased from Rs.2.75 crore 
during 2002-03 to Rs.3.20 crore during 
the year 2003-04. 


New Initiatives 

Apart from the extant tie-up with 
MetLife Insurance Company, your Bank 
signed a memorandum with Bajaj Allianz 
AG for distribution of non-life insurance 
products in order to augment the income 
of the Bank. More and more branches of 
your Bank will be designated for life and 
non-life insurance business in the days to 
come. Your Bank inked an agreement 
with Bharat Overseas Bank Ltd., 
Rathnkar Bank Ltd., Sangli Bank Ltd., and 
IDBI Bank Ltd. as partners for payment of 
inward remittance of funds through 
Western Union Money Transfer, 


Future Plans 

It is expected that the year 2004-05 
would be favourable to Banks with a pick 
up in credit. Your Bank hopes to do better 
during 2004-05. 


The Corporate Plan for 2004-05 
includes the following targets 

Business Turnover of Rs. 17,000 crore 
(Deposit: Rs.11,000 crore & Advances: 
Rs.6,000 crore). 


Net Profit ; Rs.150 crore 
New Branches ; At least 20 
Net NPA Ratio : Around 3% 
Networking of : To be extended 
branches to 280 


Exploiting the technology to the 
optimum level with the twin purpose of 
improving the quality of service and 
convenience at affordable costs will be 
our focal point for the year. 

Launching of products such as 
Internet Banking, Mobile Banking, Debit 
Cards widening the tie-ups with other 
banks / agencies for providing services, 
setting up of Customer Care Centre for 
Internet Banking and ATM Channel etc 
are the moves for achieving the above 
objectives. 

ments 

|, on behalf of the Bank and on my own 
behalf, take this opportunity to express a 
deep sense of gratitude to our 
Shareholders, customers and well 
wishers for their unstinting support and 
patronage. 

The contribution made by Auditors, 
Legal. Advisers, Consultants and 
Correspondents is thankfully 
acknowledged. 

The constructive and conducive role 
of the Unions of Workmen and Officers in 
maintaining and promoting healthy 
industrial relations is highly appreciated. 

lam pleased to record appreciation for 
the diligent employees of the Bank for 
their excellent teamwork to your Bank's 
encouraging performance. 

| also gratefully acknowledge the 
continuous guidance and support of the 
Reserve Bank of India. 

Finally, Lam very much beholden to the 
Board of Directors for their enlightened 
guidance and support 
Thank yon. 


Note: This does not purport to be a record of the 


proceedings of the Annual General Meeting 
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Healing 


-The Wònl 





A clutch of state-of-the-art, but relatively low-cost, 
hospitals has become the centre of a booming new 
industry: medical tourism. sy supriva striate 


IRPORT PICK-UP, A SWANK SUITE, INTERPRETER 
service, home cuisine, home cable channels, 
a visit to the Taj Mahal... It is the Indian 
hospitality industry going out of its way to 
woo the foreign tourist, right? Well, ac- 
tually, the industry in question is not that of hotels, but 
of hospitals (yes, you read that correctly). In a dozen or 
so state-of-the-art hospitals in the country, the number 
of foreigners coming for treatment is clipping. An es- 
timated 100,000 *medical tourists" visited India last 
year, representing a 20 per cent jump over the previous 


THE TOP FIVE 


Most of the foreign patients end up at a dozen or so hospitals across the country. 
Here are the top five by total revenues. 
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year. A Cil-McKinsey report suggests that medical 
tourism could fetch as much as $2 billion by 2012, com- 
pared to an estimated $333 million currently. 

But what's new about people coming to India seek- 
ing wellness? After all, haven't they been coming to the 
country for decades now to experience yoga, Ayurveda 
and spirituality? Yes, but the medical tourists that we are 
talking about are those seeking critical medical care such 
as heart surgery, organ transplant, knee or hip repla- 
cement, or even something as simple as a root canal 
treatment. But a caveat may be in order here: It is not as 
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Rs 218 crore 
Rs 26 crore 
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Escorts Heart Institute’s Naresh Trehan: | 
He wants accreditation and uniform pricing l 
in the industry to attract more foreigners 


if hospitals across India have suddenly become desti- 
nation points for the ailing visitor. Most of the medical 
tourists end up going to a dozen or so hospitals, simply 
because these are the ones that have invested in state-of- 
the-art medical equipment, modern buildings, and 
world-class systems and practices, besides employing 
top-notch doctors, most of whom have worked abroad. 

Take Escorts Heart Institute and Research Centre 
(EHIRC) as an example. It performs 4,000 heart opera- 
tions every year, with an infection rate of less than 0.3 
per cent and a mortality rate lower than 1 per cent. Or 
Apollo Hospitals, which is said to be the single-largest 
private hospital group in Asia with a network of 35 hos- 
pitals and 6,400 beds. It has performed more than 
49,000 cardiac surgeries with a success rate of 98.5 per 
cent, and over 130 successful bone marrow transplants. 





.. APOLLO HOSPITAL, 
NEW DELHI 
650 351 
Rs 165 crore Rs 135 crore 
Rs 12 crore Rs 4 crore Rs 10.8 crore 
Nepal, Bangladesh, African and SAARC US, Japan, Middle East, 
Sri Lanka, Gulf and Africa countries and African countries 


hospitals, Some refused to part with their revenue figures 








— a 
P € 


There are 4,000 specialists and super-specialists and 
3,000 medical officers (read: residents doing their 
specialisation) who work for Apollo in 53 different clin 
ical departments. And there are at least a dozen other 
hospitals such as Wockhardt, Breach Candy, CARE, 
Narayana Hrudayalaya (See The Top Five), which are 
considered equally good. 

The result: A growing number of believers in India's 
medical capabilities. Says Gregory Bates, a former 
world powerlifting champ from the UK, who under 
went a coronary bypass surgery at Wockhardt in 
Bangalore: “I have no hesitation in saying that I got the 
best treatment I could have anywhere in the world.” 
Bates is now recuperating in Goa following his dis 
charge. Frustrated by the quality of medical attention 
in his home country, Mohammad Zakir Hussain, a 
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We Love India: (L) Julia, a five-month-old baby from Tanzania 
with multiple holes in her heart, was successfully treated at 
EHIRC; (R) Kerry Dickson (standing) came all the way from 
| Australia to Apollo Indraprastha for the treatment of his wife, 


= who was suffering from multiple pelvic bone fracture 


Lua 


36-year-old Bangladeshi turned to Apollo Gleneagles 
Hospital in Kolkata for a cure to his inflammatory 
skin disease called discoid lupus erythematosus (DLE). He 
was more than impressed with the attention he recei- 
ved at Apollo. Says Vijai Kumar, Medical Director, 
Jaslok Hospital, Mumbai: *Most of our patients come 
through word-of-mouth publicity." 

Like Henry McInnes, a software engineer based in 
Seattle. After checking with his friends in Bangalore, 
McInnes decided to get his root canal treatment done in 
India. He figured that for the $4,000 he would have had 
to spend in the US, he could not just get the treat- 
ment done in Bangalore, but throw in a vacation too 
(now you know why they are called medical tourists!). 


Vijai Kumar, Medical Director, Jaslok Hospital: Jaslok 
counts on word-of-mouth publicity to do the trick 
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A lack of reference, however, doesn’t deter the deter- 
mined. When Richard Ng’etich, a UNDP employee from 
Tanzania, discovered that his five-month-old daughter 
had multiple holes in her heart, he trawled the internet 
to find the best hospital, both in terms of quality and 
cost. He ended up at EHIRC in July, and now his baby 
girl, Julia, is recovering nicely. “I am glad we came 
here,” says Ng'etich, also delighted that the surgery 
cost him half of what it would have in South Africa. 

Indeed, that is the compelling proposition offered 
by the top hospitals in the country (that the quality will 
be world class is taken for granted), and what’s helping 
them convince foreign patients to come to them for 
treatment is the soaring cost of healthcare in countries 
like the US and the UK. A cardiac surgery in the US 
costs anywhere between $40,000 and $50,000. In India, 
it costs a quarter or fifth of that in the best hospitals. 
Want a hip replacement done? It costs $10,000 in India 
compared to $50,000 in the US. What about neuro- 
surgery? Around $8,000 against the $29,000 it would 
cost in the US. Notes Anupam Verma, Director 
(Administration), P.D. Hinduja National Hospital and 
Medical Research Centre: *A foreign patient gets 
treated by a world-class doctor with the same GE machine 
and similar ambience at one-fifth the cost." 

Patients covered under insurance progammes 
like the National Insurance of Health (NIH) or the 
National Health Services (NHS) in the UK have long 
waiting periods, ranging from six to 18 months. 
To beat the queue, most patients are forced to go in 
for private health insurance, which costs a bomb. 
Patients who can't wait or opt for private insur- 
ance, then, end up coming to a country like India, 
where they get pampered silly at bargain prices. A 
case in point: Anette Ulstrup, a 46-year-old nurse 
from Denmark, who came to Apollo Indraprastha in 
Delhi for an adrenalectomy (surgical removal of 
one or both adrenal glands). At the price she was will- 
ing to pay, she got to stay in a hospital suite that cost 
Rs 12,000 a day, besides which the hospital even or- 
ganised a trip for the Ulstrups to the Taj Mahal. 
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EXECUTIVE EDUCATION PROGRAMMES 
SEPTEMBER - NOVEMBER 2004 





a Impact of Economic Forces on Corporate Strategy 


September 13 - 17, 2004 | : 


ISB Kellogg Global Advanced Management 
* 

Programme 

| (2 Weeks at ISB « 1 Week at Kellogg) 

ISB Phase (October 04 - 16, 2004), 

Kelloge Phase (November 21 - 26, 2004) 


a Leadership Skills for Top Management 

October 05 - 09, 2004 
a Perpetuating the Family Enterprise 

October 11 - 15, 2004 
€ Penetrating Developed Markets 

October 17 - 20, 2004 
a Behavioural Finance 
November 01 - 04, 2004 

a Measuring and Managing Marketing Investments 
November 08 - 10, 2004 


a Accelerated Management Programme" 
November 19 - December 04, 2004 


The fees for the above programmes range from Rs. 1 lakh 


to Rs. 1.5 lakhs per participant. 

"ISB Kellogg and Accelerated Management Programme: 
for information on the fee, please contact Lakshmi 

at the ISB. 
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Wharton 





Are you equipped to face the twists and turns of an 
unpredictable tomorrow? Where change is the onl 
constant factor in the corporate world, it is imperative 


you stay prepared for future threats and challenges. 


The Indian School of Business (ISB) has de eloped 
a range of Executive Education Programmes to ensure 
your relevance in the new world. The faculty for thes: 
programmes comprise of some of the leading minds 
from renowned B-Schools suc h as the Kellogg School 
of Management, The Wharton School, the Londo: 
Business School, INSEAD, HKUST. UCLA 
Stern School of Business (NYU), Universitv ol 


Chicago, Purdue University among manv others. 
E g 


ISB. It's just the place to make you future read 


For more information, call Lakshmi at 
040-2300 7041/42 or Email us at execed@ish.edu 


www.isb.edu/execed 
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bt healthcare 


Bring 'Em On 

To increase the flow of medical 
tourists, the top hospitals are beefing 
up their marketing. Apollo, which 
has an international marketing team 
that manages in-bound patients 
from arrival to departure, has offices 
in the Middle East and Mauritius, 
and is opening newer ones in Sri 
Lanka, Nigeria, and Malaysia. The 
Hinduja hospital has a coordina- 
tion centre in London, which fa- 
cilitates registration of patients from 
Europe. Sankara Nethralaya has tie- 
ups abroad that channelise patients 
to itself. EHIRC has two facilitation 
centres with limited diagnostic ca- 
pabilities in Bangladesh, and two 
more are to be opened in. Kabul 
and the UAE. Manipal Hospital, 
on the other hand, has set up in- 
formation centres in several coun- 
tries, including the UK and the UAE, 
while Narayana Hrudayalaya has a tie-up with the 
government of Kenya, besides information centres in 
Bangladesh and Malaysia. 

Interestingly enough, the leading hospitals are even 
considering tying up with hotel chains to make the des- 
cription medical tourism, literal. Apollo Gleneagles, 
which plans to double its revenues from foreign patients 
to Rs 8 crore in 2005-06, is in talks with Hyatt Regency 
to offer its foreign patients a comprehensive medical- 
cum-tourism package. Apollo Gleneagles, of course, is 
just one example. Says Pratap C. Reddy, Chairman of 
Apollo Hospitals and the man who corporatised health 
care in India: ^We have the best healthcare professionals 
in the world and super-speciality hospitals. What we 
need is aggressive and concerted marketing." 

With medical tourist numbers clipping at 30 per cent 
a year, there is a rush to add beds, rope in doctors 
with international experience, and stay up to date with 
advances in medical technology. Manipal Hospital has 
started work on the US Joint Commission International 
Accreditation, an industry certification for quality stan- 
dards. It already has an 1SO certification for meeting 
European quality standards. Narayana Hrudayalaya is 
increasing its bed count from 460 to 780, and the 
number of operating theatres from 10 to 30. Fortis 
Health Care, awarded the Best New Hospital Designed 
Worldwide by the American Association of Architects 
in 1999, has four facilities in operation, but plans to add 
three new hospitals in and around Delhi. 

There's another reason why international patients 
are being wooed with such fervour. The rates for 
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Pratap C. Reddy, Chairman, Apollo Hospitals: He already runs the biggest 
chain of corporate hospitals in India, but wants to market more aggressively 


them are higher. Apollo and Manipal have dollar rate 
cards, where the charges work out to 10-12 per cent 
higher than the rupee rates. Hinduja levies a 25 per cent 
surcharge on foreign patients and Jaslok, 20 per cent. 
Even Fortis has a differential rate. Needless to say, all 
value-added services such as airport pick-up, translator 
services, or home cuisine are billed separately. 

Some in the industry, however, think that differential 
pricing is not a good practice. Also, there’s the issue of 
different hospitals charging different rates for the same 
procedure—something that leaves international pa- 
tients confused. According to Naresh Trehan, Executive 
Director of EHIRC and a top-notch surgeon, “accredi- 
tation of hospitals, uniform price banding like in the 
developed countries and organised campaigns will en- 
courage more overseas patients to get treated here.” 

The industry is working on creating some kind of 
standards. “We are talking to various agencies, in- 
cluding credit rating agencies, insurance companies, CII 
for standardising different functions,” informs Dr 
Ramakant Panda, CEO, Asian Heart Institute of Mumbai. 
Then, there is the need for external auditing and mon- 
itoring of doctors’ performance—something unheard 
of in India. “We want to make it a big game, to use the 
clear advantage for the next five decades,” says Reddy 
of Apollo. “(India is) now ready to heal the world.” As 
the numbers show, more and more medical tourists are 
veering round to Reddy’s point of view. 

ADDITIONAL REPORTING BY ARNAB MITRA, 
E. KUMAR SHARMA, NITYA VARADARAJAN, 
SHILPA NAYAK AND VENKATESHA BABU 
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For a special journey 
called life. 





INTRODUCING THE CHEVROLET TAVERA. 
THE COMFORTABLE FAMILY CAR. 





Comfort makes the journey special. The new Chevrolet Tavera is designed to make every moment on the 
road an absolute delight. Everything, right from the generous cabin space and lavish cooling, to a 
sophisticated suspension and thoughtful storage spaces, comes together to make your drive seamless. 


Sure, it is a little indulgent. But then your family is well worth it. 





ERGOMAX SEATING TRAC SYSTEM CATEGORY-FIRST 
Maximises cabin comfort, Triple Row Air Conditioning 5 ; 5.year/150,000km 
with more legroom, System, with two evaporator | "^^. | 8 | warranty on the engine, 
elbowroom & optimum units, for quick and uniform LAC KM besides a standard 
back, lumbar and cooling in al! three MEM 2-year/50,000km 
thigh-support seats. rows of seating. , we warranty on the car. 


" ADVANCED SUSPENSION 
Independent torsion 
spring system with 
anti-roll bar for a superior 
ride quality and great 
handling. 


INSTA-TORQUE ENGINE 


Isuzu's diesel expertise in a 


2.5L Direct Injection Turbo - 
Diesel powerplant that gives 
ample low-end torque, for 


instant pedal power. THE COMFORTABLE FAMILY CAR. 





*$-year/150,000km warranty (whichever is earlier) on the engine is a limited period offer. In addition to a 2-year/50,000km standard warranty on the car. 


www.gm.co.in or www.chevrolet.co.in Email: customer.connect@gm.com 
Insist on GM Genuine Accessories from our authorised dealers. 47 service outlets in 40 cities. 24-hour service assistance helpline - 9628011099 in 10 select cities: Delh 

Mumbai, Pune, Kolkata, Bangalore, Chennai, Hyderabad, Lucknow, Kanpur and Ahmedabad For assistance at location outside of these 10 cities, prefix the helpline number with the STD 
code of the nearest city from there. Colours and specifications are subject to change without prior notice, Colours shown may not match the actual colours due to printing limitations 
Features mentioned and accessories shown will vary by model and may not be part of standard equipment. Chevrolet Tavera is available in SS, LT & LS variants with seating options of 7-10 
passengers. Please check with your dealer for details. Chevrolet Tavera is a passenger vehicle and has been manufactured using technology from Isuzu Motors Ltd., Japan. Chevrolet is a 
registered trademark of General Motors Corporation ENTERPRISE NEXUS a 
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T IS NOT EASY TO IMPRESS 
Larry Ellison, tbe maverick 


world's second largest soft- 





y $10.16 billion, but for Charles E. 
Phillips Jr., it took just eight months 


to do precisely that. When Ellison 
decided to broadbase Oracle's man- 


agement in January 2004, cro Jeff 
Henley was made Chairman, and 


(00 Executive vp Safra Catz, and Phillips, 
A < who had joined in May 2003 as. 
aS Executive VP, were made co- 

A Presidents. | 
Tt wasn't much of a surprisa; n 
though. The forty-five-year-old 
ad been with Morgan 












r nine years before j joinin 
Oracle, and was one bik the t re 





ers of growth and the US g going into. L 
-> consolidation mode, Phillips bas. Ld 

< tumed out to be the right man in the 
E might place at the right time. On a 
tour of the Asia Pacific, he spoke to 


P BT’s Venkatesha Babu on India, 


China, and Oracle’s hostile takeover — Peo 


attempt of PeopleSoft. Excerpts: | 


You are coming here after visiting. 


.' China. What do you feel about sos 
two markets? 

Lots of energy and enormous oppor- 
tunity. In markets like the US and 
Europe, it has been some time since 
we saw this kind of energy. Whereas 
(here) people are getting hired, con- 


--. struction is booming, and there i is a 


lot of action. It feels good. 


What is the outlook on global tech 
spending? Is the tech recovery sag- 
ging, especially in the light of warn- 
‘ings given by leading players like Intel, 


CEO of Oracle Corp., the: 


ware company with revenues : 







: Veritas and BMC? 
We: never thought that there would 
be a tremendous upsurge in tech 





ending. So spending remains tight; 
customers are sceptical i in making 
lots of additional investment, and 


have become choosy on what they 


arë going to invest in. Luckily for 


“Oracle, given our strong ria logy 
-and customer focus, we have been 


able to do better than others. Our 


- last three quarters have been good. 


We have been shipping record li- 


cences, and we have been gaining 
_ customers and marketshare. There 
is plenty of competition out there. 





but vi oe trying to reduce = 





| We are weis on "it 
lh TM be able to doi it. 


af kg on te 


E wif“ esperate” is the 
right word. We feel that there is a 
iot of syn d we saw an oppor- 
1 hou ; ht it would ae 


| be ybod including t ed be n 
ter served with this move. Peop- 


leSoft would have anyway been 


bought over somewhere down the 


line. Every quarter, we have been 


adding customers while PeopleSoft 


has been losing its. So we had to de- 
cide: What is the best way for cus- 
tomers going forward? If customers 
are going to migrate anyway, we 
would like that they rather migrate 
to Oracle than to our competitors. 
We will get a big chunk of them 
(customers) one way or the other. 

All we are talking about is timing; 
Wüetlier this will happen in a single 





stroke, immediately, or whether it 
will be an elaborate affair. There 
is no desperation, only value addi- 
tion to everybody concerned. 


What will happen to JD Edwards offe- 
rings in the marketplace if you do suc- 
ceed in your PeopleSoft bid? 
We have not made any decisions 
down the line on what will happen. 
All I can say at this moment is that 
they will be treated exactly as Peo- 
pleSoft’s customers would be. If they 
want to migrate to Oracle platform 
and services, we will welcome that. 


But why is there this feeling among 
some customers that choice will be 
reduced if you succeed in your 


PeopleSoft takeover bid? 


That is because PeopleSoft has been 
telling them that. Basically, they 
have been trying to scare the cus- 
tomers. That is their defence and 
their whole strategy. That is all there 
is to it. Initially some customers 
nught have had apprehensions, but 
we came in, explained to them that 
Oracle would look after their in- 
terests, explained our strategy and 
now that they have heard our case, 
they do not feel so any more. 





quoting your own pesa made as 
an analyst at Morgan Stanley, that this 
was an oligopolistic market and there 
should be more players... 

I didn't say any of that. It is just 
your commentary. Remember too 
that this was three years ago. 
Microsoft since then has pumped 
in $2 billion (Rs 9,000 crore) into 
this segment. There have been a 
number of other factors, which 
have fundamentally changed the 
market dynamics. The market has 
undergone lots of changes. If the 
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“India is a great place for technical talent. | am 
amazed at the kind of work being done here" 


justice department was that des- 
perate to get an analyst’s three- 
year-old report, well... 


Isn't it surprising that you are using 
Microsoft's investments in the sec- 
tor to advance your case for the take- 
over of PeopleSoft... 

What is so surprising? As I already 
said, Microsoft has made $2 bil- 
lion worth of investments in terms 
of acquisitions, in getting customers, 
they were talking to SAP... 


You feel vindicated by that? 

It does not matter what I think or 
you think. It is what the judge thinks 
that matters. All we are saying is 
that there is plenty of competition 
and that Oracle must be allowed 
to do whatever is in the interest of 
the customers and the company. 


Would you look at an acquisition in 
the middleware space like, say, BEA 
Systems, as has been speculated? 
We have already gotten a lot 
stronger in middleware than we 
were; we have gained market- 
share; we have gained in the num- 
ber of units sold; we regularly 
scan the marketplace. I cannot say 
anything more than that. 


How much revenue does Asia Pacific 
provide? 

Last year, APAC accounted for 19 
per cent of all shipped licences and 
nearly 14 per cent of the revenues 
(around $244 million, or Rs 1,098 
crore). Japan and South Korea were 
the number one and the number 
two markets for us. 


How do you see the Indian market 
evolving vis-à-vis China? 

Both of them are huge opportu- 
nities for Oracle. Originally we 
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had looked at China as a market- 
ing place, with probably some 
customisation for the local market. 
India was also initially seen as a 
development centre, which would 
then export to Oracle customers 
worldwide. Those views have, 
however, changed. There are 
other opportunities available now 
in both these markets. 

India is a great place for tech- 
nical talent. Since many of our 
multinational customers are present 
here, we have had a research and 
development (R&D) facility func- 
tioning here. | am amazed at the 
kind of work being done out of 
here. In Mumbai, | had also an- 
nounced that we would be hiring at 
the rate of 250 people per month 
for the foreseeable months. 


What will they be working on? 
Oracle has multiple lines of business. 
They will be deployed in software 
development, support and other 
functional areas. 





Why is there this perception that your 
offerings are for large enterprise cus- 
tomers and not aimed at SMEs (small 
and medium enterprises)? 

Not at all. Nearly a third of Oracle 
India’s revenues come from that seg- 
ment. We have adapted our offerings 
to meet the needs and requirements 
of this very important segment. 


Are you happy with what has been 
achieved by your operation in India 
over the past couple of years? 

[| am particularly pleased at the 
progress we have made here. Two 
years back, India was at the tenth 
place in terms of revenues from 
APAC but it has moved up to the 
fifth since. But then, we are never 
pleased 100 per cent. We are go- 
ing to ask Shekhar (Shekhar 
Dasgupta, the Managing Director 
of Oracle India) and his team for 
more. India is becoming a pretty 
big market opportunity. Right 
now it is the fifth, we want that 
to move up to the third. 
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D ortunity 


Having cornered the world diamond-cutting and polishing 
business, Indian jewellers have set their sights on the 
$56 billion global market for gold jewellery. sy supriva sHrinaTe 


year when JCK Magazine put 





hotel, the Venetian. Models from 


I: THE FIRST WEEK OF JUNE THIS A Glittering Show 2545 Evening” at the Sin City's exotic 


together its annual jewellery ^ are surging. 
show in Las Vegas, a contingent 
of 63 exhibitors from India showed 
up at the Sands Expo & Conven- 


tion Center, venue to the six-day 
long show. If the maiden contin- 
gent, put together by industry apex 
body, Gems and Jewellery Export 
Promotion Council, (GJEPC) drew a 
huge number, it was for good rea- 


son. The US is not just India's m Ea ES 


biggest market for gems and jew- Es ans ie € am 


Jewellery exports from India 


1,087 1,150 1,167 







different parts of the world sas- 
hayed down the catwalk, wearing 
delicately designed rings, pendants 
and necklaces. Indian jewellers, 
long known as mere polishers of 
low-end diamonds and makers of 
chunky jewellery, were making a 
statement to the world of jew- 
ellery retailers and buyers. And 
they were making it with a bang. 
Says Sanjay Kothari, Chairman of 
the GJEPC, industry apex body: 


1,504 
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ellery, but also one of its fastest Source: Gems & Jewellery Export Promotion = “The idea was to showcase the 


growing. Last year, of the $12 bil- 
lion (Rs 55,200 crore) that the industry raked in, $3.95 
billion (Rs 18,170 crore) came from the US—a jump of 
19 per cent over the previous year. 

The high point of the show, from the point of 
view of Indian jewellers, was the “Unmatched India 
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Council of India = versatility of the Indian jewellery 
sector, which in its diversity can cater to the tastes of in- 
dividuals in any part of the world.” 

But why are Indian jewellers making a beeline to the 
gold jewellery business? The reason is pretty simple. Over 
the last 40 years, which is roughly how old the industry 


KAMAL GUPTA/ Chairman/ PP Jewellers 


t ee 





“Infrastructure and our know-how of jewellery-making 
allows us to compete with any country in the world” 


is, India has risen to the top of the heap of the diamond 
cutting business. Nine out of 10 rough diamonds are cut 
and polished and re-exported from India. The prob- 
lem with that kind of a dominance, however, is that 
there's little room for growth—unless India can move 
into high-value diamonds. But that’s easier said than 
done because a strong lobby of foreign jewellers holds 
sway in this lucrative segment and breaking into 
this zealously-guarded world means mas- i id: 
tering complex socio-political equations g 
that drive the diamond trade. ; 
An easier avenue of growth, as í 
dozens of Indian jewellers have dis- 5 
covered, is to enter gold jewellery ? 
exports, where they can leverage $94 
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an area of focus until recently. Jewellers were happy cut 

ting and polishing diamonds for buyers abroad, and 
their gold jewellery was sold mainly to buyers within th 
country. One big reason was that their craftsmen were 
trained in the traditional (read: clunky) style of jewellers 

making, whereas markets like the US demanded simple 
but stylish ornaments. Retraining designers or getting new 
Ones from abroad was too much trouble, especially 


M». when diamond polishing was a booming busi 
d 


NRG ness. Now, of course, hard-pressed for 
growth (and realising the fact that ex 
port margins are 3 to 4 per cent higher), 

m. ter the $56 billion global market. 
InterGold Jewellery, a Rs 1,000 
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SAMEER SHAH/ Executive Chairman/ Gemplus Jewellery 


"A rich beritage of jewellery- 
manufacturing gives us an edge" 


in the world, already tops the list of exporters with 
Rs 900 crore in sales abroad last year, and intends to tie 
up with big entities in Europe and US for distribution of 
products in these markets. Jindal Exports, a Delhi- 
based jeweller with a topline of Rs 2,000 crore and ex- 
port income of Rs 275 crore, has so far only exported 
plain gold ornaments, but is now considering studded 
jewellery, where the profit margins are higher. Says 
Kamal Gupta, Chairman, PP Jewellers, with Rs 200 
crore in exports: "Infrastructure and our knowhow 
coupled with highly skilled and economic labour would 
allow us to compete with any country in the world." 

Certain regulatory and market developments -at 
home may be making it easier for exporters like Gupta 
to compete globally. All restrictions on gold import have 
been eased and jewellery manufacturing equipment 
attract lower rates of duty, thanks to the general re- 
duction in tariffs. Besides, a shift in the taste of domestic 
buyers—standardised designs sold at retailers such as 
Tanishq and Oyzterbay, apart from family-owned 
chains—is allowing the jewellers to invest in hiring 
designers, not just from design schools in India, but also 
professional designers from abroad. For example, 
Gemplus Jewellery's inhouse team of 30 trained de- 
signers from India, Italy and Japan helps churn out 
100,000 units of jewellery a month. 

Still, initially it may be difficult to match up to the 
quality standards of countries like Italy, Germany and 
Hong Kong who have catered to the US for more than 
a century now, but Indians are confident of honing 
their skills over time. Says Kunal Doshi, co-Convenor, 
Panel Committee on Gold Jewellery, GJEPC: “If we 
could become No. 1 in diamonds, | don't see any reason 
why we can't repeat that success in gold jewellery in due 
course of time." Aiding India's exports is the 
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RAJESH NA Chairman/ Rajesh Exports 
“We intend to tie up with big entities 
in Europe and US for distribution” 


rising Euro (versus the dollar), which has affected exports 
from Europe. Italy, for instance, has seen its market 
share drop from 38 to 30 per cent in the last two years. 

Yet, there’s no dearth of competition from devel- 
oping countries. Consider: In plain gold jewellery, 
Turkey leads with a 20-per cent share, followed by 
Malaysia and Singapore. China and Hong Kong pose 
stiff competition in studded jewellery, and countries like 
Pakistan and Thailand are masters of the coloured 
stone-embedded jewellery. Notes Sameer Shah, 
Executive Chairman, Gemplus Jewellery: “A rich her- 
itage of jewellery-manufacturing, large pool of talented 
artisans, economic prices and easy access to diamonds 
and gold give India its long-term competitive advantage.” 

At the moment, there are four channels through 
which Indian gold jewellery is exported: retailers, 
whole-sellers, independent stores, and Indian stores. The 
wholesale channel is the most preferred because it is 
seen as low-risk and hassle-free, although retailers 
such as Wal-Mart and JC Penny are sought after too. 
The high-end segment is tapped through independent 
stores, 32,800 of which are there in the US alone. 
But the bulk of sale happens via Indian stores, which are 
frequented if not entirely by Indians, but Asian con- 
sumers with similar tastes in jewellery. 

In the years to come, the challenge for Indian jew- 
ellery exporters will be to churn out designs that appeal 
to a wider swathe of young consumers in western 
markets. “There is an increasing trend to export 10-14 
carat studded jewellery in fusion designs at a lower price 
than the traditional 22 carat ornate gold. So we need to 
be on the ball as far as jewellery fashion goes" says 
Saunak Parikh, MD, UniDesign. If the JCK Show in 
Vegas is anything to go by, then the Indian exporters 
may have already got the message. @ 
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Money, not anything else, seems to be at the bottom of the recent 
exodus of former Andersen global partners from Ernst & Young, 


BY SAHAD P.V. & AMANPREET SINGH 


LITTLE OVER TWO YEARS 

after Arthur Andersen's Ind- 

ian operations merged with 

Ernst & Young India, crea- 

ting an audit firm that was, 
depending on whose account you went 
by, slightly larger or just smaller than 
India’s #1 audit firm Pricewaterhouse- 
Coopers, the company's present CEO, 38- 
year-old Rajiv Memani is having to revisit 
much-trodden ground to prove that the 
union was a success. “We are better off be- 
cause of the combination,” he says. “We 
have more than doubled the size of our 
operations since 2002." He rattles off 
the benefits of the merger: size, growth, 
and the adoption of Andersen's systems- 
driven style of management by Ernst & 
Young India, a company that followed a 
more traditional approach. Memani finds 
himself doing the explaining because of 
the exit, over the past two months, of 
five partners who came in from Andersen. 


RAJIV MEMANI/ CEO & Country Managing 
Partner/ Ernst & Young 


The foreign hand: Memani insists 
E&Y India has nothing to do with 
the exodus. It's a problem between 
them (the exiting partners) and 
E&Y Global, he insists. 








HOW IT ALL CAME 
UNSTUCK 


Y June 2002 

Andersen India and Ernst & Young India 
merge, a union facilitated by E&Y Global. 
The combination sees 23 partners 








ANDERSEN 


(11 worldwide partners and 12 national 
partners) joining E&Y from Andersen. 
Post-merger, the combine had 56 partners 
and a total of 2,100 employees (later 
pruned to 1,500). Kashi N. Memani 
remains Chairman and Country Managing 
Partner while Bobby Parikh (Andersen's 
Managing Partner) becomes the CEO. 


November 2003 

Bobby Parikh resigns as CEO after he 
loses support of the majority of the 
partners. Kashi Memani's son Rajiv is 
elected CEO. Bobby’s right hand man 
Ameet Parikh (ex Andersen) too quits. 


Y March 2004 
Kashi Memani retires. 


Y April 2004 

CEO Rajiv Memani takes over as the 
all-powerful Country Managing Partner 
while Jai Purandare (ex Andersen) is 
elected Chairman. He is responsible only 
for partner-related matters and governance. 


Y July 2004 

Three more partners who came in from 
Andersen quit: Mukesh Butani — 
(National Tax Director), Sanjay Mehta 
(head of the telecom practice) and Lalit 
Ahluwalia (oil and gas). 


Y August 2004 

Chairman Jai Purandare and Head (Indirect 
. Taxes) Rajiv Dimri (ex Andersen) resign. 
Ernst & Young Global issues a press 
-Statement to the effect that the resignation 
of the five partners (Purandare, Dimri, 
Butani, Mehta, and Ahluwalia) has got to 
do with "some unresolved differences" 
and unfulfilled ^commitments". The last, 
according to the statement, refers to 

some commitment made by the Andersen 
partners to E&Y Global when they joined 
E&Y India. Reports originate about E&Y 
India's ‘family’ style of management. 
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MUKESH BUTANI/ Former National Tax Director/ Ernst & Young 


Butani was reportedly close to former E&Y Chairman and 
Country Managing Partner Kashi N. Memani and his son and 
current CEO Rajiv. That seems to indicate that all talk of 

a clash of cultures is exaggerated 


Today, of the 11 worldwide partners of Andersen who signed on 
with E&Y, only one, Farokh Balsara, remains. Memani finds him- 
self at the receiving end of questions because the recent spate of ex 
its has come in the wake of the March 2004 retirement of his fa- 
ther Kashi Nath Memani as Chairman and Country Managing 
Partner. Rajiv, who was CEO until then, a post he was elected to in 
November 2003, took over the job of Country Managing Partne: 
(see How It All Came Unstuck). The exits, to cut to the chase, have 
come on his watch. And, finally, Rajiv finds himself offering ex 
planations because the financial media is abuzz with reports of how 
the exits are a sign of a merger gone sour, largely on account of a 
clash in cultures and family-style succession at the top. 
Unfortunately, that's all the explaining Rajiv will do. The mer 
ger was a success, he repeats, and yes, the organisation will feel th« 
impact of the exodus. “If we lose some accounts," he says in a mat 
ter-of-fact fashion, “we will definitely make it up." The CEO and his 
team have been busy meeting companies. Rajiv himself has just 
flown in from Mumbai on the morning of his meeting with 
Business Today, and he admits that he met with executives of 
Reliance Infocomm in the city (that account was handled by Sanjay 
Mehta, a partner who quit last month). Rajiv refuses to be drawn 
into a discussion on the exits and toes the company's official line 
that they revolve around some differences between the partners 
who left and E&Y Global. That echoes a press statement issued by 
E&Y Global that the exits were caused by the fact that the partner: 
did not stick to “certain commitments made by them in conne 
tion with their joining E&Y and their departure from Andersen 
Worldwide". Outgoing Chairman Jai Purandare counters, “There 
Is no such commitment. | don't know what they are talking 
about." In response to an e-mail sent by BT, E&Y Global spokesper 
son William Mutton says, “We have no further comment on this 
matter, beyond the statement that you have already received. 


The Bone Of Contention 


BT's investigations reveal that money is at the core of the problem. 


B1 





KASHI N. MEMANI/ Former Chairman and 
Country Managing Partner/ Ernst & Young India 


Memani was the face of E&Y India. Some 
reports suggest that it was his desire to see his 
son Rajiv succeed him and that this caused 


the trouble. That seems unlikely 


This money—more than one person 
BT spoke to used the term corpus— 
was reportedly the cash surpluses 
generated by Andersen and put away 
for a rainy day. The story goes that 
when the merger happened, the 
Andersen partners assured E&Y 
Global that this money would be 
used for the benefit of the merged 
entity. That, it continues, didn't 
happen, and the partners of 
Andersen enriched themselves some- 
time back. Here, the story diverges. 
One version insists that the global 
partners sort of split the money be- 
tween themselves (which could ex- 
plain why the exits have largely been 
of those people who were global 
partners at Andersen). And another 
insists that the national partners got 
a share too (it even puts a number Rs 
50 lakh to Rs 75 lakh to this). 

One thing BT was able to estab- 
lish was that the money did exist. 
Two former global partners at 
Andersen, one who quit well bef- 
ore the merger and another who 
did just before it confirm the exis- 
tence of a corpus. “There is a hell of 
a lot of money at stake," one says. 
"And that is the only reason for this 
trouble." The exact magnitude of 
the corpus is anyone's guess, al- 
though the numbers doing the round 
vary from Rs 70 crore to Rs 150 
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BOBBY PARIKH/ Former CEO/ Ernst & Young India 


Parikh's exit, in November 2003, can be directly 
linked to his loss in an election for the CEO's 

post to Rajiv Memani. He is reportedly considering 
starting a financial services business 


process outsourcing firm 


crore. Purandare for his part says, 
“All talk of a corpus is speculation 
and a mere conjecture." 

He and the other partners who 
have quit deny that there was a cor- 
pus at all. “This is a deflection from 
the truth," says one. “The house 
(E&Y India) is not in order and pro- 
fessionals are not getting their due." 
“Everyone is running scared because 
all ex-Andersen partners could get 
together and do something big," 
says another partner who recently left 
E&Y India. “So, the rumour of a cor- 
pus is being floated; we are a major 
threat to them.” “In any case,” asks 
a third partner who left, “why should 
someone earning around Rs 3.5 
crore a year want to leave; we are 
professionals and we have a code 
of ethics; we left without jobs in 
hand for reasons other than money." 

That would have to be the Parikh 
vs Memani tussle that came to a 
head last November. At stake was 
the control of E&Y India. A senior 
executive in the audit industry claims 
that most E&Y partners were afraid 
that the crowd that came in from 
Andersen would “hijack” their firm. 
This, he adds, was the main reason 
for Bobby Parikh's loss in the election 
to the CEO's post. Another senior ex- 
ecutive claims that the partners were 
put off by Parikh's indecisiveness 


and wanted a change. Parikh himself 
refused to speak to BT. This tussle, 
the way some of the exiting partners 
see it was a clash of cultures: Ander- 
sen was a professionally run MNC 
and its partners expected the same 
thing of E&Y India which turned 
out to be a family-run company. 
The one thing that goes against 
this version is the timing: Parikh quit 
in November; the exits happened 
eight months later although it must be 
said that they happened just three 
months after Rajiv was made Country 
Managing Partner. That was the time 
Kashi Memani's designation of 
Chairman and Country Managing 
Partner was broken up and Jai 
Purandare, a former Andersen part- 
ner made Chairman with powers re- 
lated to governance and partnership- 
issues. It is quite conceivable that this 
was the proverbial last straw. Only, 
the exits have come four months 
thence, and most of the partners who 
have left do not have a job in hand. 
Either way, it has been a rough 
induction for Rajiv. Apart from los- 
ing some of the finest minds in the 
business (Rajiv Dimri and Mukesh 
Butani are widely reckoned to be at 
the top of their respective fields in 
India), he now runs the risk of los- 
ing some key accounts. Not to men- 
tion the bad press he is getting. Bl 
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Global Glory, Indian 


roan 


A recent ACNielsen Global Study shows personal 
products growth in India faltering even while it 
booms almost everywhere. BY SHAILESH DOBHAL 


VEN WHILE INDIA HOUSEHOLD AND 

Healthcare Limited (IHHL), the Chennai- 

based sole franchisee of LG Care fast 

moving consumer goods (FMCG) in India 

rolls out LG’s soaps, toothpaste, sham- 
poos, diapers and hairstylers across four lakh retail 
outlets in the country, it is looking hard to find an- 
swers to the impasse that has gripped not just the Rs 
47,800-crore FMCG market but even the hitherto ro- 
bust Rs 12,088-crore personal care market 
in the country. 

“What is killing the personal care market in this 
country is the sachet,” says Vijay Singh, Managing 
Director, IHHL. Perhaps what he is saying is right, for, 
how else does one explain the findings of a recent 
ACNielsen Global Services study on 58 personal 
care product categories held across 56 countries? The 
study, What’s Hot Around The Globe: Insights On 
Growth In Personal Care, places the growth in sales 
of these products in India right at the bottom of the 
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global heap—at a negative 0.2 per cent—even while 
the whole of Asia Pacific registered a growth of 1 per 
cent, and Europe, a developed market, 4 per cent on 
a huge $ 40 billion-plus base. 

Emerging markets such as Russia, the Czech 
Republic and Poland saw a strong double-digit 13 per 
cent growth, with Latin America touching 10 per 
cent. *Nowhere in the world is the sachet, which is 
merely a sampler, sold at a price. Our research 
showed that in the long run, marketers lose almost 
half a bottle of shampoo consumption per month per 
household because of the sachet," adds IHHL’s Singh. 

Little wonder then that while shampoo sales 
grew 4 per cent globally, it declined 3.1 per cent in 
India last year. The biggest of all players in the 
Indian shampoo market, the Rs 10,138-crore 
Hindustan Lever Ltd., sold nearly 450 crore 
units of shampoo sachets in 2003. Is there a 
huge opportunity cost to that? Sachets, in a 
sense, have eroded the product availability 
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at consumer homes, because 
the single use-and-throw packs 
have pushed the traditional 
bottle out. Globally, the trend 
is just the reverse—bigger con- 
sumer packs drive volumes and 
value growth. For instance, 
Procter & Gamble's recently- 
launched five ounce jars of fa- 
cial cream retail for over $100 
in the United States. 

India also went against the 
global, and even the Asia 
Pacific market trends in many 
more personal product cate- 
gories. Take male grooming 
products, for instance. The 
global trend shows the groom- 
ing-aware metro-sexual man 
pushing growth in not just 
male-oriented categories like 
deodorants, shaving systems 
and shaving creams, but even 
in unisex products like shower 
gels and hairstylers. Cut to 
India, and what you have is 
blood all over these categor- 
ies—barring the basic prod- 
ucts, razors and blades—with 
growth even in these manag- 
ing to just about touch 2 per 
cent in 2003, even while the 
market grew at around 5 per 
cent globally. 

"A large part of the cologne 
and perfume market is gray in 
India, and therefore does not 
reflect in retail sales data," ex- 
plains Anmol Sherpa, Senior 
Manager and Client Service 
and International Service Coo- 
rdinator for ACNielsen Global 
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Growth In Diaper Sales Female Vanity: In Hair Care Was A Bright Lower Priced Products 
Didn't Mirror Population Cosmetics, Lipsticks Spot For India, But Drove Sanitary Napkins 
Growth In India Grew, But Only Just Shampoo Sales Slid Sales In India 
51.6 
Baby Diapers & Sanitary 
Protection 
4 | i 
| | Conditioners | Colourants ' 
-7.7 i 7 é 
| Nail Care Lipstick Perfume/ Shampoo Temporary 0 
: Cologne Styling = 
Global India æ Global æ India m Global æ india Global India 
Figures are sales growth in percentage Source: ACNielsen Global Service 
Services. While that may well be true, how does one in most Asian countries last year due to the threat 
explain negative growth in well-represented retail au- of Severe Acute Respiratory Syndrome (SARS), while 
dit categories such as toothpastes and toilet soaps? theRs 4,800-crore Indian toilet soaps market de- 

In a country of over a billion people with a pop- clined by around 6 per cent in 2003. | 
ulation growth rate of 1.9 per cent annually, one Female vanity too suffered a setback in India, 
could expect basic hygiene considerations to take much like everywhere else this time, with declining f 
soaps and toothpaste sales up, much like the 3 per sales being the trend across most categories includ- 
cent-plus growth globally. ing nail polishes, perfumes and colognes. India man- 

Yet, the Rs 2,000-crore toothpaste market fell ^ aged to duck the declining lipstick sales though, 
over 8 per cent in 2003, and this, when nearly while the sale of face cleansers slid here as against a 
two-thirds of the 56 countries surveyed showed — 7 per cent growth worldwide. 
positive growth in toothpaste sales. In fact, tooth- Fortunately, this declining sales trend in per- 
stain removers and whiteners was the fastest-grow- sonal products in India is not secular with smart mar- 
ing category across the globe at a scorching 48 __ keters using product innovation to drive growth. “We 

per cent, adding $127 million (Rs 584 identified shower gels and liquid hand washes as 
crore) to its already high $15-billion (Rs emerging categories where consumers seek to up- 
69,000 crore) dental care market. Even grade to products that do more than just cleanse and 
toilet soaps grew by over 10 per cent X moisturise," says Vinay Hegde, Vice President 
(Marketing), Colgate-Palmolive India. Over the past 
year, since its launch in India, Palmolive Aroma i 
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shower gels have experienced a strong double-digit 
growth of over 25 per cent. 

Though it is still too early to pass the verdict, the 
experience of Colgate-Palmolive in India does 
point to a clear switch from bar toilet soaps to 


While shampoo sales grew by 
around 4 per cent globally, it 
declined by 3.1 per cent 
in India last year 
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Though India was consistent with the global theme of innovation, 
the level of market stimulation remained uniquely Indian 


shower gels, albeit only with very high-income 
consumers at the moment. 

Another case in point is Hindustan Lever. Even 
while it barley managed to grow its overall sales in 
2003, its 12-brand personal product portfolio 
grew by over 15 per cent—from Rs 2,095-crore in 

2002 to Rs 2,410-crore in 2003. 
Expanding its skin-care brand Fair & 
Lovely to include newer usages such 
as anti-marks and deep-skin vari- 
ants helped HLL double the brand's 
sales in just three years. 

Little wonder then, 

that the anti-spot 

and acne cleansers 
category grew at à 
strong 18 per cent in 
[ndia, almost thrice 
the global rate in 2003 

and is inviting a lot of 
activity. "We're extend- 
ing our fairness cream, 
Fairever, to the ayurvedic 
platform," says C.K. 
Ranganathan, Chairman of 
the Rs 300-crore personal products 
company, KavinCare. 

Another bright spot for India is 
the hair care category, barring 
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shampoos. The hair conditioners 
category with brands such as 
L'Oreal's Ultra Doux, Modi 
Revlon's Flex and Hindustan 
Lever's Sunsilk, is growing a phe- 
nomenal 50 per cent, though 
the category comprises a mere 1 
per cent of the entire hair care 
market. Hair colourants, with 
a fourth of the hair care pie, is 
also growing at a healthy 6 
per cent. *Hair colourants 
are driving the growth of 
conditioners," adds AC- 
Nielsen's Sherpa. 

Though India was consistent with | 

the global themes of innovation, convenience and 
concern for health and safety, the level of market 
stimulation or inhibition remained uniquely Indian. 
So while in Indonesia, a market similar to India in 
more than one way, the disposable baby diapers 
segment grew by a phenomenal 24 per cent, it 
just inched up 1.2 per cent in India, not reflecting, 
in any way, our young demographics. 

On the other hand, the female hygiene category, 
in particular, the market for sanitary napkins, ex- 
ploded with the introduction of low-priced products, 
registering 11 per cent growth across the country and an 
eye-popping 24 per cent in the rural markets. Œ 
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Males Make Their Mark 


N INCREASED INTEREST IN 
A orn hygiene and 
grooming on the part of to- 
day's males has contributed to the 
growth in personal care categories 
around the world. A look at the 
ACNielsen Global Services study, 
What’s Hot Around the Globe: 
Insights on Growth in Personal Care, 
which analysed retail purchases in 
56 countries across 58 categories, 
found many examples of this trend. 
Women aren't the only ones 
focused on personal grooming. In 
many of the countries we studied, 
the growth in personal care cate- 
gories was impacted by the intro- 
duction of new male-oriented prod- 
ucts. In the UK, for instance, the 
shower gel category grew by a mere 
4 per cent last year, while the male 
segment grew by 18 per cent. 
Two other categories, deodor- 
ants and razors and blades, are also 
benefiting from the men’s new- 
found attention to appearance. 
Moving in tandem, the deodourants 
category grew by 5 per cent overall, 
with 35 of the 50 countries studied 
by ACNielsen reporting an increase 
and the sales of male-oriented prod- 
ucts grew twice as fast as that of fe- 
male-oriented products. 
Our study also found the trend 
towards older populations affecting 
purchases in the personal care 





arena. With the baby boomer seg- 
ment getting older and continuing 
to influence the consumer market- 
place, the sale of anti-aging prod- 
ucts is growing. Face & eye mois- 
turisers grew by 10 per cent with 
the introduction of creams that do 
everything from reducing wrinkles 
and minimising dark circles to light- 
ening age-spots. 

Consumers’ desire for conven- 
ience, a key global trend found in 
other ACNielsen studies, was also 
seen across a number of categories 
within personal care. For exam- 
ple, new baby care products that 
emphasised on convenience, per- 
formed well. Disposable diaper 
pants are being used as an easier 
way to change a baby on the go 
and not just as a training tool. 
Developing economies in Latin 
America, parts of Asia, Eastern 
Europe, the Middle East and Africa 
experienced the fastest growth, 


Metro-sexual Consciousness Contributes To Growth Across Most 


Product Categories, Much Like Deodorants Here 
| Value sales 2002 Value sales 2003 ~ Growth 
US$ (million) US$ (million) 2002-03 





Figure are based on data from 21 countries 
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Source: ACNielsen Global Services 





with a number of categories ex- 
panding by double digits, while 
the more developed economies re- 
ported slower growth. While look- 
ing at global trends, it is impor- 
tant to consider the fact that what 
is new in one country may well 
have been available for years in 
another. Disposable diapers, for 
example, grew by 24 per cent in 
Indonesia as the dimensions of the 
category expanded with the intro- 
duction of lower-priced products. 

Another factor driving growth in 
the less-developed markets was the 
increased presence of international 
grocery chains and the greater avail- 
ability of international brands and 
private label brands. As new vari- 
eties and brands are constantly 
added to the Personal Care arena, 
the growth across these categories 
has accelerated. In the more de- 
veloped markets, growth was not as 
strong. In North America, for in- 
stance, six of the nine product areas 
reviewed showed declines. The 
three that grew were dental care, 
hair care and face cleansing and 
moisturisers. Increased sales of pre- 
mium products—once sold only in 
speciality stores, salons and de- 
partment stores and now available 
in traditional drug and grocery out- 
lets—drove growth in the hair and 
face care categories. 

For certain categories, such as 
toilet tissue and disposable dia- 
pers, value growth was negatively 
affected by the wider availability of 
more economical products in ware- 
house clubs, hard discounters and 
dollar stores as well as the in- 
creased share of less expensive pri- 


. vate label brands. 


Jane Perrin is the Managing Director of ACNielsen Global Services 
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India's Crowning Glory 


HE INDIAN HAIR CARE MARKET 

with a 3.8 per cent growth 

over the previous year has 
much reason to thank the Indian 
Obsession with healthy-looking hair 
as a marker of beauty. 

While hair conditioners and 
colourants were earlier restricted to 
the affluent, they have become a 
way of life today. In addition, 
emerging product areas like 
colourants are looked at as sub- 
stitutes for hair dye to counter 
graying hair. Contrast this with 
the more mature markets of the 
Asia Pacific like Australia, and it is 
evident that the structure of the 
hair care market in India is still in 
the development phase and has 
vast potential to grow. 

For instance, in Australia, hair 
conditioner accounts for a huge 
market within the hair care prod- 
uct area, but it is only a fraction of 
the Indian hair care market, though 
it is growing at a scorching pace 
over the last two years, at 46 per 
cent in 2003 and a whopping 63 
per cent in 2004. Hair colourants 
too indicate strong growth trends 
with a year-on-year growth of 8 
per cent. This is notable given that 





India, unlike any market abroad, 
has a large proportion of con- 
sumers whose hair care expendi- 
ture also includes hair oils. 

Still in its nascent stage in India, 
the diaper category reflects the 
coming together of multiple factors 
that have pushed its growth up- 
wards. India's current phase of de- 
mographic transition, a burgeoning 
population, price erosion across 
FMCG categories, and rising urban 
affluence has combined to ensure 
an acceleration of growth for this 
category. While developed mar- 
kets talk of growth in changing 
mats, swimming and trainer pants 


Price-led Growth Of The Sanitary Napkins Market In India 


Urban gr wth% 
Rural growth% 
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within this category, these 
segments are still not available to 
Indian mothers. 

Feminine hygiene has grown 
substantially by expanding its user 
base, increasing affordability and 
gaining greater width of distribu- 
tion. Over the last year, the sanitary 
napkins category registered a vol- 
ume growth of 11 per cent. This 
has been fuelled primarily by the 
category’s increasing contribution 
and faster growth within rural 
India. In rural India for instance, 
the average price per unit has 
dropped from Rs 3.45 in 2002 to 
Rs 2.94 in 2004. Multiply this by 
ten to get a price for a standard 
pack of ten units and the difference 
is significant—a drop of Rs § per 
pack in just three years. 

Evidently, the Indian consumer 
is as convenience-seeking as her 
global counterpart. The difference 
however lies in the fact that she is 
willing to pay for convenience, 
provided products are priced in a 
manner that allows her to set aside 
a part of the income available to 
her, which is often based on what 


she thinks is a luxury or a necessity. 


Anmol Sherpa is Senior Manager, Client Service and International Service Coordinator for ACNielsen Global Services. 
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Who is Mr. Strategy? 


" Successful business strategies do not come from rigorous analysis but from a thought 
process which is basically creative and intuitive rather than rational." - Dr. Kenichi Ohmae 


in his book 'The Mind Of The Strategist’. 


Described as Mr. Strategy and selected by The Economist as among the top five 


management gurus in the world, Dr. Kenichi Ohmae is one of the most sought after public 


speakers and management consultants. Well known for his emphasis on intuitive strategy, 


an art to do with the "state of mind", in operation with the classic rigours of the analytical 
method and now having developed a new theory for individuals and companies seeking 
success in the new Millennium, Dr. Ohmae will conduct an interactive session in Mumbai 
on ‘The Mind of the Strategist: Roles and Strategies for the CEO in the New Age.’ 


So, here's your chance to meet Mr. Strategy in person. 


Business Today Knowledge Management Forum features 
the ultimate guru of strategy, Dr. Kenichi Ohmae. 
Live on September 15, 2004. Be there. Or be left out. 
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It's a war out there and here's someone who can help you win in the 
battlefield of business, Mr. Strategy himself. Dr. Kenichi Ohmae will conduct 
an exclusive executive seminar in Mumbai on 'The Mind of the Strategist: 
Roles and Strategies for the CEO in the NewAge.' 


How will you benefit from this session? 
Understand the role of the CEO and his strategies for the new economy. 
Learn to distinguish between the old-world titans and the new-world 


Godzillas. Gain insights into this century's four basic forces - the visible, 


invisible, cyber and high multiple dimensions. 


Who should attend? 


Top executives including Chairmen, Executive Directors, Presidents, MDs, 


CEOs, Entrepreneurs and Professionals from knowledge intensive industries 


and Academia. 


How to attend? 
Single delegate fee: Rs. 30,000. Groups of more than 3 delegates: Rs. 25,000 
per delegate. Attractive incentives for early registration. Contact Ashish 


Badhani. Phone (OII) 23736970-78, Fax (011!) 23736217 or email: 


ashish.badhani@intoday.com 
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ONDA NEVER ENTERS 
a market to be No 
2,” shrugs A.V. 
Srinivasan, Exe- 
cutive VP, Yamaha 
Motor India. 
R.L. Ravichandran, VP (Mar- 
keting), Bajaj Auto, expects 
Honda to go “mass-market 
soon.” And Hero Honda Exe- 
cutive Director Atul Sobti per- 
haps sums it up best when he 
mutters: “No one should ever 
take Honda lightly.” 

[f the competition in 
the Indian motorcycles market is 
worried about Honda's entry 
into this segment, it's not just 
because the Japanese two- 
wheeler giant is the largest mo- 
bike manufacturer in the world. 
Rather, it's Honda's celebrated and 
decidedly superior production, 
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engineering and marketing skills 
that have helped it capture major 
world markets (in mobikes as well 
as cars) including the US that are 
giving rivals sleepless nights. Now, 


The Segment That Counts 


The executive segment accounts for nearly 65 per cent 
of the total mobike market. 


Hero Honda 
Splendor -- , Passion Plus, 
Ambition 135 


Others 
LML Freedom, 
Kinetic Velocity 











Yamaha 
Libero, Fazer 


Bajaj 
Caliber 115, 
Wind 125 


TVS 
Centra 
Victor GL. 
Victor 125 


Figures are marketshares in percentage 





after playing second fiddle for 

decades in its joint venture with 

Hero Honda, Honda has decided 

to launch its first motorcycle in 

the country, the world's second 
largest two-wheeler market af- 
ter China (even as it renewed its 
technical collaboration with the 
Munjals in May). 

Honda Motorcycle and 
Scooter India (HMS!I), Honda 
Motor Co Japan's 100 per cent 
subsidiary, has already got a feel 
of the scooter segment, with the 
launch of Activa in 2001. The 
scooters market may not be a 
rage, but Activa certainly is, selling 
over a quarter of a million units 
since launch. But the big bang 
will clearly come with the mo- 
bike, expected to roll out in 
October, which will be branded 
the ‘Unicorn’, apparently because 
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with the odida juggernaut ready to storm the Indian 
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A 125cc product is ¢ + launche 
October-November. ne expected p price range is 





Rs 50,000-55,000. 7 
Its 125cc Di iscover will bà Tan for launch by 


September. It will be priced at around 
Rs 45,000. The upgraded Eliminator cruiser is 


_ expected to be offered at Rs 65,000-75,000. 


À new four-stroke product is to be launched in 
the Economy Segment by year-end. Priced in the 
Rs 27,000-35,000 bracket, it will replace TVS 
Max. An upgraded Fiero model is expected to hit 


_foads by early 2005. — B 
It plans to launch a slew of mobikes $ in Y 150-250cc 


range over a period of 24-30 months. Upgrades 
planned to Libero and Enticer include 
fuel-injected engines. 


Its first mobike, tentatively. called "Unicorn will 
hit the roads by October. The 150cc bike is 
expected to come with a price tag of Rs 55,000 
-65,000. Its second product —rumored to be a 


125cc motorcycle—will be rolled out by end 2005. — 


A 125cc motorcycle is expected to be launched 
by mid 2005. 
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the bike will have a ‘unishock’ (sin- 


gle-shock absorber) design at the 
rear vis-a-vis the conventional dual- 
shock absorber. Industry observers 
point out that this bike could be a 
150cc product, which as of today is 
a niche segment of just around 
50,000-60,000 units a month. Bat 
clearly, Honda wouldn't be rest- 
ing on a niche laurel, and a mass- 
market move is only a matter of 
time. Industry sources point out 
that HMSI has already developed 
its second motorcycle product for 
India. This is expected to be a 
125cc motorcycle due for launch 
some time in 2005. 

Clearly, it's the executive seg- 
ment, of 2-2.5 lakh bikes per 
month, which is 60-65 per cent of 
the total mobike market, that's go- 
ing to see most of the excitement, 
Hero Honda dominates this 
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IVS has been losing marketshare 


turning the heat on its TVS Max. The launch of 
a new four-stroke bike is expected to reverse this soon 


. Chairman and Managing Director, TVS Motor 


segment with the Splendour, Passion 
Plus and Ambition, with a 55 per 
cent marketshare. But that could 


change soon, what with a slew of 


new launches expected in this seg- 
ment, as manufacturers attempt to 
protect their turf in the midst of a 
Honda onslaught. Come September, 
Bajaj Auto will launch the 125 cc 
Discover (formerly codenamed the 
K-60) in the Rs 45,000 range. Like 
the Pulsar, Discover is a totally in- 


digenous Bajaj offering from its 
Chakan plant for which it has ag- 
gressive plans, including a ramp- 
up to 800 units in three months. 
TVS, meantime, has lined up a 
launch of an updated Fiero for early 
2005, in the Rs 55,000-60,000 
range. Market sources also point 
out that Suzuki is preparing the 
ground for a 125 cc launch in mid- 
2005. “With an established net- 
work of Maruti dealers in place, 


along with a tried and tested sup- 
ply chain as well as brand recog- 
nition (courtesy their former tie-up 
with TVS), Suzuki could make a 
dent in the market," says Atul 
Sobti, Executive Director, Hero 
Honda Motors. 

Sobti, of course, has little to say 
about the prospects of a Honda vs 
Hero Honda showdown, but 
clearly the Munjals aren't resting on 
their handlebars. Hero Honda is 
expected to roll out a 125 cc model 
in October-November, in the Rs 
50,000-55,000 price range. You 
can't be too sure whether this is a 
Hero Honda salvo to counter the 
Honda onslaught, but what you 
can be sure of is that the 125 cc seg- 
ment is where most of the action 
will be concentrated. The 100-110 
cc range, more popular for their 
fuel economy, are beginning to out- 
live their usefulness. *The technol- 
ogy has emerged that makes 125cc 
products as efficient, and being a 
bigger engine these bikes are more 
powerful," points out A.L. Srini- 
vasan, Executive Vice President, 
Yamaha Motor. “People want more 
performance without compromising 
on efficiency,” adds Ravichandran. 

What could upset the mobike 
fiesta is the failure of the monsoons 
to deliver (although at the time of 
writing, the rains were doing just 
fine). After all, the impact of a poor 
monsoon will begin to be felt in 
the second half of the fiscal begin- 
ning October. “The festive season is 
critical, and a major monsoon fail- 
ure will hit the two-wheeler indus- 
try," warns R.L. Ravichandran, Vice 
President (Marketing), Bajaj Auto. 
Sobti of Hero Honda takes solace in 
the recent reports that indicate the 
monsoons aren't as bad as “we once 
believed they might be". The gods 
in the clouds may not disappoint, 
but even divine intervention may 
not be enough to protect many of 
India's motorcycle manufacturers 
once Honda unleashes its might in the 
domestic market. 
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With inflation rising and the rupee falling, you need to 


And while the equity market (normally 
volatile) is relatively stable at the moment, 
the forex and bond markets (normally calm) have 
gone for a toss. Blame it on that old fear. The fear 
of India slipping back into the old era of high in- 
flation, falling rupee and high interest rates. 
Have we spoken too soon? Take a reality check. 
Inflation, by the latest figure, is nudging 6.5 per cent. 
The rupee has touched a low of Rs 46.50 to the dollar. 


F ACE IT. MARKETS IN INDIA CAN BE QUITE WEIRD. 


And the benchmark 10-year yield has zoomed to si 
xe 


6.25 per cent. 

Sure, these are but incipient 
signs. Like everybody else, 
we hope it’s just 
a series 


LE 


of blips. 
But no investor 
can afford to dismiss 
| evidence of a change in macro 

trends. The time to get cracking 
on implications is simple: 


EN straightaway. 


What's Happening? 
The dollar shortage has 
P) Jbeen perplexing. Are inter- 
national factors at work— 

/ or domestic? The domestic case 
seems much clearer, given the timing, 
The dollar reversal coincided with 
the change in government, and the 


RAJAT BARAN 





subsequent fracas over what the country's economic 
policies would be. Some market participants even 
think that the Manmohan Singh government is actually 
an exponent of a weak rupee as a strategic tool (his dou- 
ble devaluation has not been forgotten). Before the elec- 
tions, dollars were being sold off. Now, they're being 
slurped up. Though the Reserve Bank of India (RBI) was 
supporting the Rs 46.30 level for some time, it has 
allowed even this line to be pierced. 
The global story, however, is also imp- 
ortant. The dollar's weakness, start- 
ing 2002, played a big role in the 
i —  rupee's rise. But as the US 
' b economy turns around, the 
E. dollar has been 
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Ag 
strengthen- 5 
ing— but only in — 
bits and starts. In ~ 
fact, the picture is-far 9 
from clear. *Currency-míar- - 
kets are in turmoil, and are ex- _ 
pected to remain choppy tH the 
US election,” says Rajagopal V., Chief 
Dealer, Forex at Kotak Bank. “The forex market will 
be volatile for the next two-to-three months and dur- 
ing this period, the rupee may weaken further,” concurs 
Jamal Mecklai of Mecklai Financial Services. To what 
levels? According to Rajagopal of Kotak Bank, “If the 
46.50 levels are broken, it can weaken to Rs 47 in the 
short term—that is, in two-to-three months.” 

With the trend reversal, exporters are no longer in 
































Inflation Investing. 
Mutual Funds Taxed 
India's Oil Slick 
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rto sell dollars; they would 1 


 &hurn They had been 
wait for better prices. Businesse 


te relaxed all this 
le, and are now rush- 
g to stack up the green- 
backs for future payments. 
In all, the demand and supply scenario spells an 
annualised forward premium of 2 per cent. Just 
three months ago, this figure was negative. 




















Deeper Analysis 

any major The big question is whether any of this means a 
driver for the ru- slide back to the bad old days of perpetual rupee de- 
pee to appreciate,"  preciation. It might gladden you to hear that most an- 
says Deepak Sogani, Chief — alysts do not think so. According to one projected sce- 
Investment Officer, Patni nario, the rupee will start regaining strength by the 
^ Computer Systems, who is in no end of the year, after the US elections. Again: to 
~~ mood to increase his hedged positions what levels? “By March end, it should be back at 
(around $100 million or Rs 463.7 crore). Rs 46," surmises P.K. Rao, Assistant Vice President, 
Importers, meanwhile, are busy biting their (Foreign Exchange), UTI Bank. 








The Forex Kaleidoscope 


THE BIG EARNERS -— THE BIG SPENDERS -€— 
Company Earnings ee Net exports Company armings em Net exports 
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But what about India's own inflation that tends to 
gnaw away the purchasing power of the currency? 
The RBI has recently spoken of 5 per cent as being the 
average rate for the foreseeable future. But inde- 
pendent economists expect a rate higher than that, 
given the continuing high oil prices and the knock-on 
effect of that. Second, the view that China's slow- 
down would dampen commodity prices (especially 
metals) is now being challenged. Many expect higher 
input prices instead. And lastly, a poor monsoon in 
the granary belts of North- 
west India is bound to 
push up prices of agricul- 
tural products. “Our ear- 
lier year end inflation tar- 
get of 5-5.50 per cent will 
be revised upwards," sum- 
marises Subir Gokarn, 
Chief Economist, CRISIL. 

Rising inflation also 
means rising interest rates— 
though with a lag, since 
banks in a competitive mar- 
ket do not like dissuading 
credit until they absolutely 
have to. The market, of 
course, has its own voice 
in the bond market, a good 
indicator of what's going 
on out there. The bench- 
mark 10-year bond's yield 
rise (from a low of 5.05 
per cent in mid-April) to 
6.25 per cent is an ac- 
knowledgement of an up- 
ward shift in inflation (as 
also the rise in the US 
benchmark rate). But ana- 
lysts do not expect the RBI 
to raise rates so sharply as 
to hurt the economy. “In the next one-two months, we 
don’t expect any change in policy (that is, no rate in- 
crease),” says Naval Bir Kumar, Managing Director, 
Standard Chartered Mutual Fund, “but the steepening 
of the curve is expected to continue. On a sustainable 
level (not the shoots in the middle), the rates are not ex- 
pected to go up much beyond current levels.” 





Market Impact 

What does all that mean to you, the investor? Debt 
market investors could look at accrual products (such 
_as floating rate funds and liquid funds), according to 
Kumar of Standard Chartered Mr. Equity investors? This 
is tricky, and calls for enhanced discrimination 
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CHANGES AND IMPLICATIONS 


m Inflation, after lying low for several years, 
seems ready to soar once again. It is at 6.5 
per cent already, and could rise further 


m Interest rates invariably follow inflation, 
since they must make up for falling purchas- 
ing power. So interest rates are headed up | 


W The rupee, which had been strengthening 
for the past two years, is now weakening 
again. It is at Rs 46.50 tothe dollar. — 
lI Some equities gain pricing power on infla- 
tion, while others lose wallet-crunched cus- 
tomers. Be discerning with your stock picks. 


M Banks might find fewer credit seekers be- 
cause of higher interest rates. But they could 
also gain from better ‘spread’ strategies. 

Œ Importers are hit hard by the falling rupee, 
but exporters stand to gain—not just in terms - 
of price competitiveness, but cash takings too. 





between companies with different strategies. 

The effect of the rupee is the most straightforward. 
Big exporters gain, and big importers lose. Here again, 
much depends on the financial strategies of different com- 
panies, and the tools they employ to counteract forex 
pressures. Straight off, though, rr exporters stand to 
gain. “Most of the IT companies are quoting in the 
range of 15-25 (forward P/E), but earnings growth 
prospects are 30-40. This is one of the few sectors 
where earnings upgrade possible,” says Tridib Pathak, cio, 

Chola Mutual Fund. 
Inflation is trickier to 
understand. Overall, it 
distorts pricing across the 
economy, so its immedi- 
ate effects are hard to 
gauge (long-term, price 
instability is bad because it 
results in gross resource 
misallocation). Still, eq- 
uities respond to inflation 
in assorted ways. Some 
companies gain pricing 
power, but others suffer 
. low demand caused by an 
erosion in people's pur- 
chasing power. Several 
FMCG companies, for ex- 
ample, may actually suffer 
from inflation—since the 
'commodification' of their 
products has hurt their 
pricing power. "There is 
very high competition at 
the FMCG sector now, and 
they won't be able to pass 
on the inflation to the 
consumers," elaborates 
Pathak of Chola Mutual 
Fund. Yet, the job of mar- 
keting is to determine value-for-money perceptions, 
and not all brands are powerless. 

Banks could suffer too, if demand for credit is dis- 
suaded by higher rates. *The treasury profits of banks 
(especially the ones that hold large long term gilt papers) 
will be get affected," says Ashim Syal, Chief Investment 
Officer, ING Vysya Mutual Fund. Not to imply that 
banks cannot gain from higher rates; they could possibly 
play a smarter game of spreads under the new condi- 
tions, but that depends on their asset-liability matching 
flexibility among other factors such as persuasion 
skills. Business conditions may have changed slightly, but 
it is times like these that often separate the market value 
players from the bean-counters. 
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Purchase price is not the only consideration while buying lighting. There are many 
advantages of the Philips’ MASTER Collection, a premium range of lighting products: 
e Better quality lighting translating into enhanced employee productivity. 

e Minimum running cost due to optimum energy consumption, 

e Reduction of maintenance. 

e Savings of upto 45% in lighting costs. 

e Get a payback on your investment in less than a year. 

To find out how your company could benefit from Philips’ MASTER Collection, 

click on the at www.lighting.philips.co.in 
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Equity mutual funds attract the transactions tax too. What does this mean 
to your investments? By NARENDRA NATHAN 


INANCE MINISTER P. CHIDAMBARAM HAS 
clarified that equity mutual funds 


(MFs) are also subject to the trans- 
action tax introduced in the Union Budget 
of 2004-05. They will, of course, be eli- 
gible for the waiver on long-term capital 
gains tax announced alongside. As for 
short-term capital gains tax, it will apply 
at a flat rate of 10 per cent. 

What does the new tax structure mean 
for mutual fund investors? 

The Mr industry does not seem to be in 
the least displeased. According to Ravi 
Mehrotra, President, India, Franklin 
Templeton, *The extension of the revised 
capital gains structure to units of equity-ori- 
ented mutual fund is a positive step, and will 
help in sustaining and promoting the ad- 
vantages of investing in the stockmarkets 
through mutual funds, especially among 
retail investors." If that sounds a little too 
optimistic, listen to what Ved Prakash 
Chaturvedi, CEO of Tata Mutual Fund, has 
to say. “These measures have encouraged 
retail investors to look at equity as a 
good tax-free investment class,” he 
enthuses, “As a vibrant equity mar- 
ket is possible only on the back 
of long-term domestic individual 
investors, this move will also help 
in the revival of capital markets.” 


Double Whammy 
But don’t pop the champagne just 
yet. Your overall cost of 
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owning equity mutual fund units is likely to go 


up. How is that? Pin it down to a double 
whammy. Unlike direct equity investors, 
MF investors end up paying tax twice. 
First, when they actually purchase or sell 
the very MF units. For example, assume 
that you are buying an MF scheme listed 
on the stock exchange. This act amounts 
to a taxable transaction. So here, you 
have to pay a transaction tax of 7.5 basis 
points (plus 2 per cent education cess, 
don't forget) in addition to the regular 
brokerage. And you also have to pay 7.5 
basis points when you sell the same in the 
market. That's how the ‘15 basis points’ 
tax operates: by taking half from the 
buyer and half from the seller. 

That's not all. Once you own the units, 
your MF will pay the tax on any transaction 
made, either buying or selling shares in the 
market. In terms of incidence, it is the 
MF that must pay; but the expense will 
eventually be deducted from your units' 
Net Asset Value (NAV). In that sense, you 
the MF investor end up paying twice. 
Things are not that clear when it comes 

to open ended MF schemes. This is 
because there is confusion over 
whether Mrs will be treated as a 
'selle when you put money in 
them, and a ‘buyer’ when you red- 

eem your investment. If so, these 
qualify as taxable transactions, 
and will therefore attract the 
7.5 basis points tax as 


At IIPM the MBA Degree that our students get is just incidental. They do a course in Entrepreneurship w 
incorporates MBA * MA (Econ.) * Compulsory Marketing Specialization 


(Intellectually Superior + High EQ + Awesome Communication Skills) 
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More than 20% of IIPM graduates have international exposure through our exchange programmes 


IIPM Alumni include the Managing Director of Fuji Xerox, HongKong, Executive Director Business Strategy & Dev., Oracle Corp.. Singapore 


| i ex | : L1 B P p "WE. Y oe | 
P E'" l A"FENEM "ZM-i"I'L.g "^. IM A L 


For Campus Placements call Prof. Shouvick Dutta today at *91-9892261539 or Prof. 


Rakesh Malhotra at *91.9810049633 
E-mail : placementsi@ipm.edu; www.iipm.edu 


Celebrating e years of academic ev vellence 2 


irt campus kec 


a i th In India over: all, ; ena in T, id ul istry i iter fa Ce c 4th in cours 
= 14 "T " - T iita " ai P r " ` ' 
i ' permanent faci it members GUUT CO "EOS TOJ campus pi 


p'acements ani ALA 


NEV y DELHI vI IMBAI SANGAI ORE CH 


TITU OF PL X614, 
WHAT WE TEACH TODAY OTHERS ADOPT TOMORROW 


IN: 











Sie 


INN 


AMZ MILLENIA 


| 431 
^ CI «Kl 


oee. 


rn => 2 . 
Centenntal 


< Bangalore 























well. If this is indeed the case, then be assured that open 
ended Mrs will pass on this cost also to you by way of 
expenses. There is still some ambiguity on this issue, ac- 
cording to Krishnamurthy Vijayan, CEO of JM Mutual 
Fund. Clarifications are currently being sought. 


. The Relief 
So, both dealing in Mrs and the dealings of Mrs are tax- 
able. But fund managers are still not sounding very op- 
pressed with the new tax structure. 
How come? "While we are awaiting the final details 
with regard to the applicability of the Securities 











Other Funds, 


treated as debt funds 





vestment strategy be? 





multiples more than the tax payable. 

In practical terms, you should use this opportu- 
nity to generate more capital gains and less dividends 
by shifting your investments from dividend op- 


tions to growth options. 


Transaction Tax for mutual fund units,” ex 
Franklin Templeton’s Mehrotra, “we do not t 
it would have a significant bearing on the cost to in- 
vestors, given the savings on capital gains tax they 
would now be benefiting from." 

Net net, goes the argument, it could work 
out for the better. Fund managers, for example, 
might be encouraged to make fewer trades, churn 
their portfolios less frequently, and take up po- 
sitions for longer time spans. This, in turn, could 
potentially induce investments that are better re- 
searched and less speculative (that bank less on 
short-term price volatility to make their buck 
is). Yet, the end of long-term capital gains tax 
could encourage flexibility in fund allocation 
Over a span of a year or more. The mes 
seems to be: go ahead, transform your portfolio, 
but don't get into rapid juggling of stocks u 
your gains clearly outweigh the additional taxe 





Debt funds have escaped the transactions tax alto- 
gether, because the underlying investments (debt 
securities) have been let off. The tricky question, 
though, concerns such hybrid schemes as balanced 
funds. What happens to investors in these? Well, bal- 
anced MF with an equity component of more than 
half will be taxed as equity Mrs while others will be 
: That's for the tax applicable to 
you, specifically, as a buyer or seller of these. For the 
actual operations of these funds, only equity deals 
will bear the tax, as in the case of other Mrs. 

Given all the changes, what should your } 
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First of all, it’s important to recognise that 7.5 
basis points is only a tiny fraction (100 ‘basis 
points’ make up a percentage -point), so this 
tax cannot be quantitatively compared easily 
with any other kind. Do not be daunted by it. In 
fact, it should not alter any investment plan 
that is well grounded in the hope of reason- 
able returns, since these returns should be many 


Beyond that, within your risk profile, try shifting as- 


sets to the equity Mrs umbrella. Merging your separa 


e 





equity and debt fund schemes into a balanced fund can 
quity component, 
placing around 50 per cent in debt funds and the rest 
in balanced funds can easily attain this. You needn't 
lose sleep over the transaction tax. 


do this. Even if you want a low e 
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IL IS A BEWILDERING SECTOR 

for the savviest of investors 

worldwide, with ‘state con- 
trol’ being the operative phrase al- 
most everywhere. In other words, 
the normal rules of free market inv- 
esting do not apply. But the money 
is big, very big, which makes the sec- 
tor irresistible. In India, the gov- 
ernment was supposed to be ceding 
control, in phases, to the market. 
But India’s oil psUs are presenting 
quite a patchy picture at the mo- 
ment. Their privatisation has been 
knocked off the agenda by the new 
regime, and their pricing auton- 
omy remains constrained by a sta- 
bility plan. Is it worth having 
money in these stocks? 

India's oil PSUs, going by recent 
policy announcements, do have 
some measure of pricing freedom. 
The fuel price is to be benchmarked 
by the mean of two average prices: 
one, the last three months’ rolling 
average price, and two, last year’s 
rolling average. If global prices rise 
or fall, oil marketing companies are 
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Is India’s oil sector still a 
worthy investment for retail 
investors? BY SHILPA NAYAK 


entitled to adjust their retail prices in 
India accordingly—but only within 
a price band of a maximum 10 per 
cent above or below the bench- 
mark, and that too, only on a bi- 
monthly basis. In effect, the gov- 
ernment has set a band within 
which the companies can wriggle. 

In line with the policy, the latest 
revision took place on July 31, with 
petrol rising by Rs 1.10 per litre. 
This shores up the margins of 10C, 
HPCL, and BPCL, and helps cushion 
the effect of subsidies borne on LPG 
and kerosene. But if global oil prices 
were to soar, they would be in a 
spot. So that’s the risk. 

“Earlier when oil prices moved 
up, the retail price was adjusted ac- 
cordingly,” says Ambareesh Baliga, 
Vice-President, Karvy Stock 
Broking, adding that investors had 
been losing interest in oil PSUs 
post-elections. Their share prices 
fell sharply (by about 45 per cent), 
as fears persist of their having to 
bear the burden of public policy 
subsidies. Baliga, however, further 
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adds that the new fuel-pricing pol- 
icy has resulted in a reassessment 
of sorts. “The macro picture is 
much better than before,” he says. 
And the stocks are relatively cheap 
at the moment. “HPCL, for exam- 
ple, was quoting at Rs 450 six 
months back, and is now avail- 
able around Rs 300, which is an 
attractive price for this oil major.” 
Similar is the case with BPCL (now 
quoting at Rs 343, down from 
around Rs 500 four months back) 
and 10c (Rs 415, from Rs 564 
four months back). 

Yet, the new price band will 
still drain the psus if global oil 
prices remain as high as they cur- 
rently are: over $43 per barrel. If 
you expect oil prices to stay under 
the $40-level, by and large, the 
stocks look attractive. But re- 
member, betting on future oil 
prices is the biggest game in global 
investing—with so many variables 
that everything else looks simple in 
contrast. Ensure that you are well 
acquainted with them. Œ 








By D. Nagabrahmam 





nstitutional governance is a common theme for 
discussion in recent times, both in public and in 
private. Most of the present-day problems in 
educational institutions seem to be caused by the absence 
of or inadequate governance. 

I believe that governance of an Institution such as ours 
needs to be approached differently. While the need for 
value-creation through accountability is imminent for 
promoters, the governance system ought to provide 
opportunities for innovation and creative work, for the 
benefit of the faculty and the students. I also believe that a 
good governance system should not only provide for 
establishment of higher standards of performance 
and results, but also for recognition and rewards for such 
accomplishments and achievements. This demands 
à genuine concern and care 
for the overall well-being and 
welfare of all the constituents of 
the systems - particularly the 
faculty and students. Such 
care and concern will be 
demonstrated through processes 
and work methods, recognising the need for the present, 
as well as the future. 

Thus, governance is an overarching and comprehensive 
way of looking at every aspect of an Institution's life - 
constitutional, executive and operational. Such an effort 
would have to be based on sound values and principles, 
willingness and readiness to take on responsibilities, and a 
greater degree of involvement and commitment. 

The significance of human intellectual capital cannot be 
overemphasised in such a system. An academic Institution 
of our kind must possess an intellectual climate that gets 
demonstrated through research, publications, seminars and 
excellence in teaching (as reflected in the preparation 
of teaching materials, cases, collection of good articles 
and use of innovative pedagogical tools). The essence 
of an Institution thus, should be borne out of a culture 
that seeks to provide knowledge, skills and the ability 
to influence attitudes. 

Participation, involvement and contribution of the 
faculty in decision-making processes will be a 


Governance of educational 
institutions is an overarching and 
comprehensive way of looking at 

every aspect. 


TAPM NURTURING WEALTH CREATOR SERIES 


Institutional Governance: 
An Approach 


pre-requisite for good governance. Flexibility and 
autonomy coupled with commensurate responsibility and 
accountability for the faculty in all aspects of the 
institutional processes will ensure necessary internal 
checks and balances. 

The governance process at TAPMI in creating a centre of 
excellence in management education, training and research, 
with continuous updation, has been largely facilitated by the 
symbiotic relationship between Management, Trustees and 
the Governing Council. The confidence reposed by the 
Trustees and the autonomy and freedom enjoyed by the 
Director and faculty have been largely responsible in 
developing our effective approach to governance, systems, 
work methods and norms. Legitimacy for such a system has 
been gained on the basis of formal and informal approval and 
recognition by the constitutional 
bodies of the Institute that 
represent stakeholders. The 
system has been institutionalised 
through regular and periodic 
sharing of information, advice 
and guidance between the 
Management, Trust and Governing Council. Formal and 
proper documentation of all major policy decisions and 
important executive and operational decisions have enabled 
effectiveness of the system. 

Thus, governance has to be a balanced activity of checks and 
balances, guidance, direction and counsel resulting in 
meaningful sets of tasks and responsibilities. To sum it all up, 

* Governance encompasses the constitutional, executive 
and operational canvas of an Institution. The importance of 
such a linkage could be demonstrated through an Institute's 
priorities and performance. 

* Good governance provides a means to view an Institute 
in its entirety, with a long-term perspective. The structure, 
systems and procedures are developed to enable dynamism 
and effective functioning. 

* Governance provides a process of combining a 
charter of work, functions/ activities and a value proposition 
to work with. 


Prof. D. Nagabrahmam is Director. TA, Pai Management Institute, 
Manipal and can be contacted at director@mail tapmi.org 
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Surviving The Churn 


Managements do churn. But the survival instinct is strong too. BY ABIR PAL & AMANPREET SINGH 
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ORPORATES LIKE TO HAVE A LOT OF THINGS 

endure through the decades: the values, 

culture, appeal of brands, and above all, 
profitability. Human resources do not always 
form part of that list. In fact, keeping profi- 
tability intact often calls for a churn of the 
management. It happens. It's a dynamic market 
out there. after all, which must be matched in all 
its diversity by organisational flexibility. 
‘Transformation.’ ‘Rejuvenation.’ 'Restructu- 
ring," These are some of the labels that go with it. 
Some people stay put, some get shaken out. 

Some get hurt. A senior manager at a well- 
known bank still can't believe it. Just back from 
a 15-month training programme overseas, he 
was looking forward to greater responsibilities as 
part of the global management team. Imagine 
how numb he went, then, when he returned to 
the Mumbai office to find a subordinate two 
rungs his junior appointed as his new boss. 
“Maybe I was naive to think that managerial abil- 
ities were all that mattered,” he rues, at his new 
office in a utility firm, “maybe I thought things 
had changed since the last century.” The con- 
solation is that he wasn't alone: some 50 others 
left the bank after he left earlier this year. “People 
are fed up of constant roadblocks to their growth 
and progress,” he claims, reeling off the “better” 
assignments they’ve all got. 

Yet, the insecurity phase can turn any- 
body into a raw case of nerves. A senior- 
level manager at a durables firm who claims to 
be meeting “111 per cent" of his targets, but 
was publicly hauled over the coals for lagging 
“by 3 per cent” on a single deliverable, has 
thought it best to float his resume—before be- 
ing forced to walk the plank. 


Periodic Motion 

Speak to headhunters, managers and other 
sources, and you hear tales of corporate churn in 
sectors as diverse as finance, consultancy, 


Keeping your cool is a survival tactic. It minimises 
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FMCGs and durables. Entire teams, they 
whisper, have been sent packing. The 
reasons for the churn vary, according to 
Anindita Banerjee, Lead Consultant, 
Stanton Chase India: “It could be inter- 
nal restructuring, mergers and acqui- 
sitions, non-performance by the com- 
pany or personal commitments of sen- 
ior managers." The real triggers, how- 
ever, are difficult to spot, since com- 
panies are good as disguising these 
things as non-events. 

Whirlpool, LG, Hindustan Lever 
(HLL), Ranbaxy and Ernst & Young. 
These are just some of the companies 
that have become the subject of such 
‘churn’ talk in corporate circles, in rec- 
ent times. But an HLL spokesperson 
describes charges of managerial dis- 
quiet over its recent reorganisation as 
"completely baseless and incorrect". 
He also denies the bandied-about figure 
of ‘150 managers’ having been rendered 
surplus. The attrition rate, he adds, is 
what it was: 6-7 per cent per annum. 

“Attrition has become something 
of a norm across the globe in most 
industries," says Garrick D'Silva, 
Chairman, Whirlpool of India 
Limited, *including ours." 

Yet, complacency is for fools. Execu- 
tives across industry know better than to 
ignore the possibility of losing their job 
in a reshuffle. Ears tend to get espe- 
cially sensitised to warning signals. 
Corridor murmurs. Voices dropping 
abruptly at water-coolers. Eyeballs dart- 
ing left and right. A sudden formality to 
all exchanges. Awkward body language. 
Performance anxiety. Palpable tension at 
meetings. The ex-banker recalls how 
"everybody was on the phone with 
headhunters and potential employers". 

The most sinister aspect of it, accor- 
ding to a senior manager at a Delhi- 
based durables company, is the atmos- 
phere of fear and distrust. While people 
start playing the waiting game, meetings 
become more about making the right 
noises than accomplishing anything. 
The urge to quit is enormous. 


Those who succumb to the pressure 
need not always fear a stigma. “Even if 
the churn is due to corporate ‘non-per- 
formance’,” reassures Banerjee, “it does 
not necessarily rule out the manager or 
even reflect personally on him. Sure, 
the reference and background checks 
may be more thorough, but a company’s 
poor performance often does not have to 
do just with an individual’s abilities.” 


Survival Instinct 

Survival entails more than just sensing an 
oncoming crunch. Ensuring a proper 
performance record is the first priority, 
without letting the jitters sink your 
morale. Beyond that, keeping your cool 
is survival tactic number one. It min- 
imises any potential loss of self-confi- 
dence or esteem. “The idea is not to 
panic,” says Mohit Mohan, Senior Vice- 
President, Gilbert Tweed, “an incredible 
track record will help. It’s a setback— 
don’t be down and out. Don’t make 
hasty decisions. Usually something good 
comes out of the churn. There’s a turn- 
around, and people become stronger. 
They get a chance to prove themselves.” 

Remember, headhunters look for 
survivors. Adaptive managers who've 
seen tough times are better than those 
who've had it easy. According to San- 
geeta Sabharwal, a consultant at Mafoi, 
those who take the initiative to multi- 
skill themselves tend to survive churns. 
“The environment may not encourage it 
because it may be construed as aggres- 
siveness,” she says, “but indispensable 
people survive the churn." 

Advisors also recommend lying low, 
and avoiding run-ins with others. Faced 
with insecurity, a middle-level man- 
ager at a Delhi firm adopted the practice 
of “keeping my own ego a notch lower 
than anybody I spoke with, without 
going ineffective". Instead of dilly-dal- 
lying on decisions, he sped up his own 
work, and survived by the skin of his 
teeth. “Blend in, they said, don't stand 
out," he says, “but I stood out without 
attracting the wrong attention." 
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| am a 21-year-old commerce graduate. Initially | was pur- 
suing a bachelor's degree in commerce from a top-rung 
college in Delhi, but had to quit mid-way due to ill-health and 
had to finish my graduation through correspondence. | 
ended up losing a year in the process. Now | wish to enrol in 
an MBA programme, preferably in a top B-school. Will the fact 
that | graduated through correspondence hamper my chances 
of getting into a top B-school? | have always been a good stu- 
dent with an excellent track record in school. | am even pur- 
suing a course in financial planning. Given this, what are my 
chances of getting admission into a good B-school? 
There are several criteria considered by B-schools for ad- 
mission into their MBA programmes—grades are just one. 
You need to find out whether any of the B-schools 
you are interested in applying to have a problem with a 
graduate degree through distance learning. If not, then 
this is not something you need to worry about. 
However, there are other criteria such as co-curricular 
activities in which you may score less, given that you 
have not been a full-time college student. I would rec- 
ommend that you consider the second-rung business 
schools as well. A CA course could also be an option. 


| am a 30-year-old post graduate in rural development with 
a science background. | decided to join an NGO for monetary 
reasons and have been working with it for the last four 
years. | now want to switch to a corporate career and feel my 
best chances of doing so would be through obtaining an MBA 
from a reputed B-school. Do you think it is too late for me to 
make such a switchover? Will my age restrict my chances of 
doing well in the corporate world? Finally, is it possible for me 
to obtain financial assistance to pursue further studies? 
Your work experience in the NGO sector is not a hurdle 
at all to your making a career in the corporate world. 
In fact, many corporates even place a premium on B- 
school grads with such experience. As for financial 
assistance, it is available in form of scholarship from 
numerous educational institutes as well as that of study 
loans from most banks. Given your previous work 
experience, the agri-business management course offered 
by the IIMs is particularly suited for you. 
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| am a 27-year-old MBA from a second-rung B-school with 
specialisation in marketing. | have been working with a 
reputed private banking and insurance firm as a bank as- 
surance officer for the last couple of years. | worked for 
three years with a reputed cellular service provider prior 
to this. | feel my salary has not kept pace with my ex- 
perience. Most of the companies | have approached for a 
job have failed to offer me a package that is much of an 
improvement over what | am already getting. Do | need 
to acquire additional educational qualifications? 

Your current pay package sets the limit to what you can 
ask of prospective employers. Most prospective em- 
ployers ask what your current pay is and then offer a pay 
that is a respectable increase over it. If your current pay 
is low, chances are that the pay offered to you will also be 
low. Having said this, you need to first decide what you 
define as low pay. You should worry only if others wor- 
king in the same capacity as yours are being paid more. In 
that case, you should take up the matter with the HR head 
of your company. However, if everyone who works at a sim- 
ilar position is paid the same, then you should just resign 
yourself to whatever your company chooses to pay you. 


| am a 38-year-old teacher working with a reputed public 
school for the past 10 years. | obtained a master's degree in 
economics and followed it up with a BEd. Simultaneously, | 
also did a hotel management course in PUSA, New Delhi. | 
then joined a five-star hotel and worked there for three 
years. Later, | took up a teaching career after marriage. 
However, | now realise that there is little scope for growth in 
my present line of work. Is it too late for a person of my age 
to go in for a corporate career? Do | need to acquire additional 
qualifications ahead of making such a move? 

If you are decided on switching over to the corporate 
world, the best bet for you would be the hospitality in- 
dustry. Your three years in the hotel job should hould 
you in good stead there. You could also take up a job 
at a call centre. However, since your teaching expe- 
rience would not be considered relevant, you may 
have to compromise at least initially on the position and 
compensation you are offered. 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jhandewalan Extn., New Delhi—1 10055. 
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Headhunting - 
Etiquette 


Awkward when a headhunter calls? Don't be. 








Back with a bang: Cubicles are set for a population explosion 








Tech Intake 


| Tech firms are recruiting by the shipload. Hurrah! 





year. You heard right: 9,000. Ditto TCs. In fact, 
TCS is adding on so many new people that it has 
hired a Vice President, Transformation, P.5. 
| Viswanathan, just to handle all the change this is 

QO: IT'S A COLD CALL FROM A HEADHUNTER. | likely to set off within the organisation. 


SHOME BASU 


[ NFOSYS WILL HIRE SOME 9,000 PROFESSIONALS 1 HIS 


2r ^ " : p 





Handling job offers: Being prepared is everything 


Instead of mumbling awkwardly, not know- And then there are the foreign players too. Accen- 
ing what to reveal or even how to appear, | ture, EDS, CSC and IBM Global Services are relocating 
it would help if everyone knew the ‘done thing. So, | some 50,000 jobs overseas from the US over the next 
what's the best way to respond? three years; according to research firm IDC, some 
In a word, with discretion. “Response is a function | 30,000 of these jobs could come to India. On a recent 
of how we communicate," says Sangeeta Sabharwal, | trip to India, Charles Phillips, the Global President 
Executive Director, Mafoi. And discretion makes for | of Oracle Corp, spoke of adding on 250 people a 
instant credibility to cold-callers outlining a job for you. month in the country. Microsoft is upping its head- 
Assessing the caller's credibility is critical too. A pro- | count for the IDC operations to 500 by 2005, from the 
fessional will confirm your identity, give a quickshot in- | current 300. Hughes Software Systems (Hss) hired 450 
troduction, and present a snappy outline of the client. people in the first quarter of 2004-05, and the company 
If you're still listening, a job description will follow. | will be hiring around 1,000 more through the year. 
What you, the call receiver, mustn't do is convey Will the hiring continue? "Seems like it," says 
racing-pulse enthusiasm for the offer. What you | Parijat Chakraborty, Head (Communications Research), 
must never, never, never do is reveal details of | IDC. A word of caution, though. Jayaram Easwaran, 
your current job description and pay package. Not | Vice President (Human Resources), HSS, cautions 
until you're actually sure of the offer's authenticity | against grabbing any job on offer instead of working to 
and are in an advanced stage of discussion. a career plan that meets long-term aspirations. 
AMANPREET SINGH | SUDARSHANA BANERJEI 
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SOFTWARE ENGINEER/PROGRAMMER 

Methodex Technologies Pvt Ltd 

Incumbent should have 2 yrs of demonstrated development ex- 
perience in mainframes pl/1. This opening requires excellent com- 
munication and interpersonal skills. Job Code: 551549 


J2EE DEVELOPER 

Wipro Limited 

The incumbent of this opening will be required to strengthen the 
value proposition of existing ERP offering for the healthcare 
market and to create new offerings aligned with the demand pat- 
tern of these geographies. Job Code: 549786 


ORACLE DBA - ON SITE PROJECT 

Telesis Global Solutions Limited 

This opening requires installing and upgrading the Oracle server 
and application tools, allocating system storage and planning fu- 
ture storage requirement for database system and creating primary 
database structures and objects. Job Code: 551564 


CALLING MF - COOLGEN PROFESSIONALS 

HITECH RECRUITS 

Incumbent should have strong development expertise in MF- 
COBOL, Coolgen and OS 390. Development expertise in banking 
and insurance domain will be an added advantage. Job Code: 
544823 


PROJECT MANAGER - INSURANCE 

Kanbay 

The selected candidate should have development/analysis experi- 
ence. He/She should have experience on mainframes and should 
have hands on experience of Life of P & C insurance processes. 
Job Code: 551577 
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To Apply to these Jobs: Log on to www.jobsahead.com and type the Job Code 


TEST LEAD - SECURITY TESTING 

Kanbay 

Incumbent should be able to handle tools like WebInspect, 
les, Nessus/ISS/Retina, AppScan, WebProxy, SPIKE 
Sleuth. He/She should be familiar with security testing for 
application vulnerabilities like SOL injection and etc. 


Job Code: 551580 


SOFTWARE PROFESSIONAL 

India Comnet International 

The incumbent of this opening will be responsible for ana 
requirements documents, finding gaps with respect to re 
industry standards / specifications, design, development and 
tenance of OSS product. Job Code: 551599 


BUSINESS INTELLIGENCE SPECIALISTS 
Scape Velocity, Inc 
We are looking for business intelligence specialists with expe 
in Microsoft BI tools using OLAP in providing analysis a 
porting services. This opening is based at Chennai. Job : 


551605 


URGENT REQUIREMENT FOR J2EE, WEB M. 
ODS, EDI PROFESSIONAL 

Imanage India Pvt Ltd 

We have immediate requirements for software engineer 
strong exposure to J2EE. Knowledge of EDI, Web m 
]2EE, XML or any other RDBMS package with minimum. 
of experience will be an added advantage. Job Code: 5456 


DSP SOFTWARE DEVELOPER,SIMULATOR 
eQURA 

We are looking for a software development engineer tc 
within the DSP development tools product line within the. 
development team which covers the man machine interfa 
bugging, Active X and COM API's. 


Job Code: 549997 
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To Apply to these Jobs: Log on to www.jobsahead.com and type the Job Code 


NAGER (FINANCE &ACCOUNTS) 
Axis India 
re looking for a Manager-F&A who will be responsible for 


finance and accounts function of the organisation. This 
ion is based at Secunderabad. Job Code: 541445 


‘OUNT & ADMIN ASSISTANT 

ic Techno Management Pvt Ltd 

opening will lead to prepare invoices, keep track of AMC's, 
ce/Sales tax formalities, TDS payments and returns filing etc. 
code: 533432 


4D ACCOUNTANT 

ips Ice Creams Pvt Ltd 

re looking for a person with proper control over all accounts 
0 keep books upto date with day to day transactions. Incum- 
should have knowledge of computers and should have good 
munication skills. Job Code: 531103 


:OUNTANT, CASHIER 
Advertisers of New Indian Express 
nbent should be a commerce graduate with good exposure 


mputer knowledge. He/She should have good communica- 
ind analytical skills. Job Code: 532578 


ANCE MANAGER 

ündra Holidays and Resorts India Ltd 

she should manage the accounts team and handle the finance 
ion individually and should be responsible for the daly fi- 
ial transactions, debtor and creditor handlings. Job Code: 
52 


How long will you wait to be 


Finance Head? 





ACCOUNTANT 

Aceon Tech e Services India Pvt. Ltd 

Incumbent should be a commerce graduate preferably CA inter 
with minimum 5-10 years of experience in accounting field. He/ 
She should have exposure to all accounting packages as well as 


administration works. Job Code: 506985 


ACCOUNTANT 

Sudarsan Technologies 

The selected candidate is required to independently handle unit 
accounts. He/She should be conversant in latest Tally and well 
versed with statutory matters and taxation procedures. Job Code: 


501743 


OFFICER/SR. OFFICER- INTERNAL AUDIT 

Pricol Limited 

We are looking for young and energetic first class graduates prefer- 
ably CA/ICWA (all stages /groups) with 2-8 years of experience 
in audit and account functions in a reputed company. CS will be 


an added advantage. Job Code: 501448 


CREDIT MANAGER/CREDIT OFFICER 

ICICI Bank 

This position will lead to complete the credit assessment targets 
within the specified TAT, to enrol credit processing agencies (CPAs) 
, Set processes and systems and monitor activities and to maintain 
a healthy credit portfolio. Job Code: 527804 


OPPORTUNITIES FOR CHARTERED ACCOUN- 
TANTS! 

Covenant Consultants 

We are looking for Chartered accountants with relevant experi- 
ence. Knowledge of accounting packages will be an added advan- 
tage. Job Code: 548080 
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HEAD - SALES & MARKETING 

Scape Velocity, Inc 

We are looking for Head - S&M with offshore sales and marketing 
exposure in the US market and in handling an offshore sales 
team. This opening requires excellent communication and inter- 


personal skills. Job Code: 551499 


STATE LEADER - SALES 

McDowell and Company Limited 

He will be responsible to lead a sales team comprising 3-4 branch 
managers, area sales managers, area sales executives and territory 
sales executives and will be accountable for achievement of prod- 
uct wise targeted sales volumes. Job Code: 551268 


BUSINESS DEVELOPMENT MANAGER 

Triad Infotech Pvt Ltd 

We have immediate openings for ERP business development 
managers with minimum 5 years of experience in a similar field. 


This opening is based at Secunderabad. Job Code: 548490 


RENEW YOUR BRILLIANCE - HOME MAKERS ONLY 
Metlife India Insurance Company Pvt. Ltd. 

Incumbent should be a graduate in any stream with excellent com- 
munication skills and a flair for selling insurance related products. 
This opening is based at Chennai Job Code: 530262 


SALES MANAGER/ SALES OFFICER 

ICICI Bank 

This opening will lead to deliver the set volume and value targets, 
to enrol DMAs/ DSTs, set processes and to prepare the sales plan 
and delegate the targets. Job Code: 527792 





Get a head start in the race to be 


Chief - Marketing. 
i 





To Apply to these Jobs: Log on to www.jobsahead.com and type the Job Code 


BUSINESS DEVELOPMENT EXECUTIVES 

Pioneer 

Primary responsibilities of this job is to tap major corporate ac- 
counts, leased lines and dot leased lines , accompanying, helping, 
encouraging executives to achieve the targets, cable internet and 


web services. Job Code: 528039 


PRODUCT MARKETING MANAGER 

Wipro Limited 

Responsibilities for this job include managing business results 
for WPC division, manufactured products and Microsoft busi- 
ness, making technology roadmaps for WPC lines, principal man- 
agement - Intel, Microsoft, IBM and AMD. Job Code: 543131 


BRANCH MANAGER / REGIONAL MANAGER 
Frontier Business Systems Pvt Ltd 

The selected candidate will be responsible for overall performance 
of the branch, carrying sales target of the entire range of products 
and services and managing team selling IBM range of products. 


Job Code: 543182 


MARKETING EXECUTIVE 

Medical Solutions India Pvt. Ltd. 

This opening will lead to developing and promoting our clinica 
information management solutions and Tele Imaging / Medi 
cine solutions among the various hospitals and other medica 
centres. The area of work includes the private as well as the gov 


ernment sectors. Job Code: 533267 


TERRITORY SALES IN CHARGE 

ICI India Limited 

This job involves development of the market in Andhra Prades 
for the company's premier adhesive products, meeting sales an 
collection targets, handling SSFs and distributors and providin 


accurate and timely MIS to the corporate office. Job Code: 53544 
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HEAD - INDIAN SOFTWARE OPERATIONS 

,Sorix Solutions Pvt Ltd 

We require a professional with vision, skills, Strategic planning 
and an understanding of the dynamics of running a software 
development centre. Experience in handling entire operations of 
a software development company will be an added advantage. 


Job Code: 522597 


GENERAL MANAGER 

The Advertisers of New Indian Express 

Incumbent will be responsible for overall profitability, manage- 
ment of property, marketing, establishing community relations, 
record-keeping, employee recruitment/ training and coping with 
upcoming problems. Job Code: 508937 


DEPUTY GENERAL MANAGER 

Digital Domain 

This opening requires minimum 10 years of experience in cus- 
tomer servicing preferably in the telecom industry. People from 
other sectors like banking, insurance with similar profile may also 
apply for this opening. Job Code: 503285 


DIRECTOR-ADMISSIONS & FINANCIAL AID 

indian School Of Business 

Che selected candidate will be responsible for all activities related to 
dmission of students to the post graduate program in manage- 
nent, will formulate and implement the admissions Strategy which 
vill include identifying target markets. Job Code: 475268 


Z// Ct *(SR.SOFTWARE ENG & PROJECT LEAD) 
ataayu Software Pvt Ltd 

acumbent should have at least 3 years of experience in C/C++ 
rith the UNIX platform. This opening requires good communi- 
ation skills and the incumbent should have the ability to lead a 
rge group. Job Code: 527850 
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CONTROLLER OF EXAMINATIONS 

The Advertisers of New Indian Express 

The selected candidate will be posted as controller of examina- 
tions. Knowledge of Urdu software is a pre-requisite for this 
opening. This opening is based at Hyderabad. 

Job Code: 511036 


AREA MANAGER - PROJECTS 

GTL Limited 

We are looking for an Area Manager who will be accountable for 
timely completion of projects with optimal resource utilization 
and quality output. He is expected to exhibit skills like planning, 
scheduling, organising and coordinating. Job Code: 506475 


HEAD - DELIVERIES 

CyberKorp India Pvt Ltd 

This position will lead to heading and taking responsibility of 
deliveries of all projects of the company, identifying and building 
a good technical team comprising of Project Managers / Project 
leaders and to ensuring complete quality aspects of delivery. 


Job Code: 485045 


PROJECT LEADER/PROJECT MANAGER 

Jataayu Software Pvt Ltd 

We have immediate openings for a project leader with a strong 
experience of atleast 3 years in project/ product development. 
Knowledge of C/C++ and Java will be a pre-requisite for this 
opening and experience in the Telecom domain will be required. 


Job Code: 527830 


SYSTEM ANALYST - MICROSOFT PROFESSIONALS 

Sobha Renaissance Information Technology Pvt Ltd 

The candidate will be required to analyse, design and implement 
the overall solution. Knowledge of translating client requirements 
into highly specified project briefs and requirement gathering will 
be an added advantage. Job Code: 524221 
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BUSINESS COMPETITIVENESS 


PANGS OF GROWTH? 


There need not be any. Not with access infrastructure software 
around. That's what LG Electronics, ICICI Lombard and 
Indraprastha Apollo have found. sy veNKATESHA BABU 





ET'S TALK NUMBERS. IN 2000, LG ELECTRONICS 

India Limited (LGEIL) had offices in 40 loca- 

tions, 1,200 employees and a turnover of Rs 

900 crore. Today, it has 75 offices, 2,900 

employees and a turnover of Rs 4,500 crore. 
In August 2001, when private general insurance player 
ICICI Lombard started operations, it had seven offices, 
processed 30 policies a day, had less than 50 employ- 
ees and boasted a turnover of Rs 22 crore. Today, it has 
700 offices, processes 3,000 policies every day, has 
1,000 employees and expects to touch a turnover of Rs 
1,000 crore by the end of this year. 

Such impressive growth presents a key challenge: 
companies have to ensure that all business processes 
continue to function as smoothly as ever. And given 
that most organisations have automated their 
business processes, the challenge has to be 
met by scaling up existing IT systems. 

Elementary. But that’s easier said than 
done. For instance, to enable all LGEIL 
locations to act in concert, Arindam Bose, 
CIO of LGEIL, decided to implement an ERP 
(Enterprise Resource Planning) system 
developed by LG CNS, a sister concern. 
However, even after deployment of 
the ERP, low bandwidth kept invoicing 
time excessively high: a full five minutes 
for a transaction entailing 10 steps 
from sales to dispatch. Considering 
that LG conducts thousands of 








Old 

outdated PCs 

have to be replaced 
and additional 


state-of-the-art 
PCs required... 


transactions every day, five minutes was just not on. 
For LG, the problem could have been solved by 
hardware and software upgrades, and additional 
bandwidth. But that meant huge investments, some- 
thing that the organisation was not willing to com- 
mit. It wanted to extract full benefits from the ERP, 
while retaining its existing infrastructure. 
It was then that Bose zeroed in on MetaFrame 
Presentation Server, an access infrastructure soft- 
ware developed by Citrix Sys- 
tems. Result: invoic- 



































Client ing time reduced 
software has to be from five minutes 
upgraded. Need more to 40 seconds. 
people for system Bose is thrilled: 
maintenance... “It met two of our 


immediate obje- 
ctives: Low- 
ered band- 
width cost 
and spee- 
ded up proc- 
essing time. 
There were long- 

term advantages also. Citrix technology 
allowed us to expedite deploy- 
— ment of monthly 
ET * application updates, 
—* operate effecti- 

vely with low 
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bandwidth and extract more value 
from our legacy systems, inclu- 
ding even 386/486 computers." 

That would be sweet music to 
most ears. To put it in simple 
words, access infrastructure makes 
it possible to install just one copy 
of any software, such as Microsoft 
Office for instance, on the com- 
pany's server and have it accessed 
by client PCs across the organisa- 
tion. Which means upgrades to 
software are needed only at the 
server, needing only one licence 
for an application as opposed to 
many required with desktops. This 
makes system upgrades easier, 
faster and less expensive. Besides, 
since applications are not stored on 
the client, the company can con- 
tinue to use older machines. 

It also helps reduce training costs, 
something that ICICI Lombard has 
benefited from. Says Sanjay Mot- 
wani, National Manager (Techno- 
logy) of ICICI Lombard: *We have 
grown from less than 50 people to 
1,000 people in the last three years. 
If we had to get somebody each 
time to a centralised location to 
train them, the costs incurred would 
have been huge. What Citrix's 
MetaFrame software has done is to 








Providing access: Citrix s John C. Burris 


enable us cut down on bandwidth 
cost, utilise legacy hardware invest- 
ments made and enable smoother in- 
formation flow that can be accessed 
from anywhere." 

Another organisation going the 
access infrastructure way is Indra- 
prastha Apollo Hospital in Delhi. 
Having successfully implemented 
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such a solution for its finance 
department, the hospital is now 
implementing a similar one for its 
doctors and nurses. Says R. Sri- 
nivasan, Head (rr), Indraprastha 
Apollo: *We were looking to 
upgrade our DOS-based Hospital 
Information Systems (HIS) to a 
Windows-based system. At the same 
time, we were also concerned about 
the continuing obsolescence of hard- 
ware, particularly the worry that 
the new version of HIs might be 
incompatible with older systems." 
Citrix's MetaFrame, scheduled to go 
live by October 2004, will ease his 
concerns, Srinivasan reckons. 

And this isn't just an India phe- 
nomenon. According to John C. 
Burris, Senior Vice President 
(Worldwide Sales and Services) 
of Citirix, companies around the 
world are realising the advan- 
tages of having access software. 
He says, “In a dynamic and com- 
petitive environment, informa- 
tion is power. Employees need 
to be able to access information 
anywhere, anytime, in any for- 
mat, and from any device. That is 
what Citrix aims to do. Across 
sectors, it is our effort to pro- 
vide competitive advantage 
through access infrastructure." 

LGEIL, it appears, has achieved 
just that. Bose estimates that over 
the past three years, LG has saved 
more than Rs 2 crore, with Rs 
70 to Rs 80 lakh per annum in 
bandwidth cost alone. “At LG IT 
is a very high priority. We believe 
that if rr stops, business stops. It is 
this technology edge which has 
given an advantage to our 2,900 
employees and helped us achieve 
a turnover of Rs 4,500 crore last 
year." He'sgot a point. El 
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Understanding the crowd: Individually irrational acts often end up delivering collectively rational outcomes 





Multitudes versus the individual, that eternal debate, plus the edge 
granted by passion and the love of JRD’s life. 
ORMALLY, CROWDS ARE CROWDS. THEY'RE NORMAL, THEY EVOKE THE 
statistical image of the Bell Curve, with its ring of ‘average’, rather 
than aura of wisdom. Entertainment whizkids often complain 
the most bitterly about the crowds that make up the ‘mass marker’. A loopy 


E Kylie music video goes nowhere trying to ‘kaleidoscope’ our sensory imprint 
Æ of time progressing along a single linear path, but one of India’s first 
sz stockmarket-funded productions rakes in millions turning cinematographic 
: x demonisation into pornographic violence. Wisdom of the multitudes? 

ES Yet, and yet, everybody is better off if the throngs of the market end- 
RS ure as surely as democracy. The market is good. After all, melodious cin- 
t= ema sells mostly on genuine love, hearts do beat warmly in the swarms 


Ran 


around ballot boxes, and none of this is the outcome of mass stupidity. 
This book, by The New Yorker columnist James Surowiecki, The Wisdom 
of Crowds: Why the Many Are Smarter Than the Few, uses fascinating stud- 
ies in behavioural economics et al to make a strong case for collective int- 
elligence. Many heads, he says, make more sense than a few—even if the 
latter are all geniuses. Google serves web pages ranked by popularity, and 
it is just what you need. So trust mass opinion. 
At first glance, this other book, In Praise Of Prejudice, offers a contrary 
argument: in favour of individual insight taking precedence over market 
research. Its author John Stewart, a JWT adman, opposes the attitude of 
THE WISDOM | IN PRAISE OF "The answer is we'll have to ask consumers; now what was the question?' 
OF CROWDS | PREJUDICE Thus does he sell ‘prejudice’, defined benignly as an intuitive bias, as the 
By James By John Stuart very source of all breakthrough ideas, be it a scientific hypothesis or mar- 
ket-shaping brand. Apple and L’Oreal are brands made of individual judg- 





Surowiecki Roli Books qus Bu Tec 

. ment and coherent values (thus, of ‘bias’), not market dictation. So: in what 
Little, Brown (with The "tos ; 
PP. 205 Subhas Chosal way does the rabble really know better: 

k Foundation) Ah, the answer is in the details. Surowiecki's book is nicely nuanced; 

Price: Rs 1437 he does not exalt the market as some mystical know-all entity. And this, 

PP: 92 indeed, is the book's power. He cites Vernon Smith's famous lab 

Price: Rs 95 experiment that saw prices converge to optimal points even in a 
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Learning for Leadership 





The opportunity before business schools today is to create a new cadre 
of management professionals who can understand the new dynamics of 
global business environment within o framework of business ethics and 


2 Year, Full-time Program 
2005-07 


corporate governance. It is with this view the ICFAI Business School. 
a constituent of the ICFAI University, offers the two year fy time 





MBA Program with different areas of specialization. Within a few years 
IBS hos grown to an impressive size and achieved wide-spread recognition 
from industry, academic circles and professional bodies. In recent surveys 
of B-Schools, IBS hos been ranked among the top B-Schools in Indio 
IBS alumni, numbering over 5500, are currently pursuing fast-track careers 
with over 750 blue-chip organizations in India ond ab ond 


The MBA Program of IBS is designed to provide contemporary know! dge | 
. à; à; f i 

and skills, both functional and integrative, in the field of n anagement 

with emphasis on leadership, entrepreneurship, ethics and gove 


IBS Admission Test: December 19, 2004 


at 83 Test Centers 
For Prospectus (Rs. 100 by DD in favor of 


ICFAI University A/c IBS, payable at Hyderabad), please contact: 
CPAD, 43, Nagarjuna Hills, Punjagutta | BU SIN ESS S CHOOL 


Hyderabad - 500082. Tel : 040-23435328-30 www.ibsincia.or 
Fax:040-23435347/48. Email cpadhq icfai.org De rg 
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market full of participants of varying silliness and ignorance. He 
even explores how “individually irrational” acts often deliver a “col- 
lectively rational" outcome: as in the *ultimatum game', where peo- 
ple in test situations opt for an equitable division of the pie even 
though they have the power to hog most. Left to itself, the market 
works—even if in the oddest of ways. 

But that's not the point. Surowiecki also worries about instances 
of market failure arising from ‘groupthink’, peer influence and mob 
hysteria. Crowds, you see, are smart only when characterised by 
diversity and independence of opinion, and that too only when they 
operate in a system that is decentralised but still unified by a mecha- 
nism to aggregate information. "Paradoxically," he writes, *the best 
way for a group to be smart is for each person in it to think and act as 
independently as possible." Yes, ideas often come from individual quirk- 
iness—so varied perspectives are invaluable. But these, the book 
contends, are easier to get in the chaos of a bustling free-to-enter mar- 
ket, than from among a select group of 'experts'. Moreover, the 
task of picking winners from a variety of ideas—once generated—is 
still better left to the collective mind of many market participants. 

Suroweicki writes with dispassionate clarity, betraying no more 
‘prejudice’ than his belief in the market. The disappointment, how- 
ever, is that his espousal of democracy is not nearly as persuasive. 
Maybe the experimental resources are poor. Perhaps democracy is eas- 
ier sold as a consensus-seeking mechanism instead of a majority-rule 
thing. As something that stimulates thoughts on what all must not 
assume utterly undefiable authority. As something that's calibrated 
finely enough to distill the mind of the entire market. Something sen- 
sitive enough to value small shifts in opinion as well. 

ARESH SHIRALI 


N= ONCE HAS A PRIME MINISTER ASKED 
A me what I thought of the economic pol- 
icy of the country,” was the man’s enduring 
heartbreak. A man who needs no introduc- 
tion: JRD, or Jehangir Ratanji Dadabhoy 
Tata, born a century ago, and who lived just 
long en to see India—at long last—adopt 
free saint reforms. This book of speeches 
features his views. It also features the ‘Mixed 
Economy’ of the 1944 Bombay Plan; Tata 
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LR.D. TATA 
KEYNOTE 


i fought hard to keep it from ending up as a 
rek A ‘mixed-up’ economy. *...a high rate of growth 


RM.lala 19 an essential but not a sufficient condition of 
Rupa & Co. for faster growth to tackle poverty. The most 
PP. 214 endearing part is the section titled The Song 
Price: Rs 295 


Of The Clouds. You guessed it: his "greatest 
love". Flying, a lifelong affair that started in 
the 1930s, involving a Gaza tryst in a Gypsy moth and a 
Karachi-Bombay flight in a Puss Moth, and one that kept the 
flame alight through the aviation era: even after his tearful ejec- 
tion from Air-India in 1977. Fat) 
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Game Theory == 


MES IS A FIELD OF STUDY THAT 
examines the rational strate- 
gies of players in competitive 
game situations (such as pric- 
ing products against a rival), 
simplified to give us theoreti- 
cal insights. It has also added 
much to the business vocabu- 
lary. A ‘zero-sum’ game is one in 
which A's gain is B's loss. The 
*Nash equilibrium', named after 
the theory's most famous ex- 
ponent John Nash, is a stable 
scenario where all players are 
at their payoff maximising 
strategies, under the condition 
that nobody changes strategy. 
This often makes for a ‘gnash To be a leader in the high-tech storage 
equilibrium'—if it leaves every- 
body unhappy. Breaking such 
a deadlock necessitates the hunt 








industry, Seagate has consciously nurtured 


a spirit of innovation and the ability to 


for a fresh equilibrium. constantly break records. "Traits" that have 
An interesting non-zero-sum helped Seagate Hard Disc Drives deliver 
game 1$ the 'Prisoner s the industry's best combination of 


Dilemma'. Two buddies are ar- 
rested under the suspicion of a 
joint bank robbery. Kept in sep- 


innovation, performance, acoustics and 


reliability. No wonder, Seagate continues to 





x arate cells, each is told that he be the world's leading provider of storage 
> goes scot-free if he rats on the | technology for Enterprise, Internet 
> other. If neither speaks up, they business and consumer applications 


are both let off on lack of evi- | 
dence. If one betrays the other, the betrayer escapes but the other is jailed 
for life. If both rat on each other, both get light sentences. The dilemma: nei- 
ther knows which of the two options to take without knowing the other's 
i mind. This example is often used to argue against the belief that individual | 
self-interest invariably delivers a collectively optimal outcome. 

An equally interesting game is the ‘ultimatum game’. Assume A has 10 one- 
rupee coins, of which he can choose to give any number to partner B, who 
can choose to either accept the division or reject it. If B rejects the deal, nei- 
ther gets any coins. Self-interest ‘rationality’ dictates that A should offer B just 
one coin, keeping nine, and B should accept it (or else get nothing). Again, 
a case of individual self-interest giving a collectively sad result. But this so- | 
called rationality never works in real-life test situations. Human behaviour 
comes into force; B would rather do with nothing than be treated shabbily, | 
and A, aware of the human sense of fairness, prefers to offer an ‘even’ deal 
than risk losing everything. From a zoom-out perspective, this is indeed a far 
more enlightened form of rationality. Zoom further out, though, and you 


might chuckle that it makes even more sense for the two partners to keep all | t C 
ate 
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BACK OF THE BOOK 


Boxwallah Redux 





Kolkata's clubs still preserve their age-old boxwallah culture. The world may have 


moved on, but here, time stands still, and the clubs are proud of it. BY ARNAB MITRA 


HERE'S A NEW JOKE DOING 
the rounds in Kolkata these 
days: Where in the world 
would you still find charac- 
ters out of a P.G. Wodehouse 
novel? Answer: At Kolkata’s old clubs. 
“The atmosphere at Calcutta Club is pos- 
itively Wodehousean,” says Arijit Roy- 
choudhury, a third generation member, 
"and the member profile more so: very 
genteel and upper class." But hiding behind 
these quasi-literary allusions is another 
interesting story: These old clubs are, 
collectively, possibly the last pockets of the 
Raj-era boxwallah culture in the world. 

Says Bhaskar Sen, bar-at-law and 
President of Calcutta Club: “We have a : 
tradition that we try very hard to pre- 
serve." Adds Amiya Gooptu, industr- 
ialist, Honorary Consul-General of 
Hungary and former President of Bengal 
Club, arguably the most prestigious of Kolkata's city 
clubs: “These are typically British institutions where 
people of standing come to meet, network and relax. 
Once inside, you you are transported to another era 
when hectic schedules and stiff targets meant being 
ready for the evening ball after five gin-and-limes in 
the afternoon and three rounds of tennis." 

It is still common for the who's who of society to 
drop in at these clubs. Bengal Club is famous for its cui- 
sine. Dr Andrew Hall, Deputy High Commissioner of 
UK in Kolkata, is a regular, as are Erhard Zander, 
Consul General of Germany, Anne Wright and corpo- 
rate honchos like Bhaskar Mitter, Purnendu Chatterjee, 
P.C. Narielwala and Sukhendu Roy. 

Whisky and soda have replaced gin and lime, but 
everything else remains exactly as it was 50 years ago. 
Lunch is a Continental affair and smoking is not allowed 
in the dining hall before 2.30. “You'll find members 
lighting up cigars at 2.31," says Gooptu with a chuckle. 
There's no ban on cigarettes, but it's considered poor 
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Standing tall: Complete with khanshamas and abdars, Calcutta 





Club continues many of its Raj-era traditions to this day 


form to light one in the main dining hall. 

This formal—even stiff—atmosphere is present at 
Calcutta Club as well. Come November 15, the official 
onset of winter according to the Raj calendar, and a 
jacket and tie becomes mandatory for entry into the 
club's main lounge and dining hall. The Foundation Day 
Commemorative Dinner is a tuxedo-and-bow-tie affair. 
“Their Consommé soup (a soup of non-veg extracts) is 
still the best in India," says a member. Here, waiters 
(called khanshamas) and wine stewards (called ab- 
dars) move quietly around servicing their patrons. 

The Raj-era boxwallah culture at these clubs extends 
towards their attitude to women as well. Calcutta Club 
has a men’s bar which is called just that—Men's Bar. But 
Room No. 7 in the same club balances this out; men 
can't enter it unless accompanied by a woman. “It 
could be your two-year-old daughter... you won't be al- 
lowed in without her," informs Roychoudhury. 

"We encourage our member's wives to take an 
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CORPORATE GAMERS 
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active interest in the affairs of the club," says Sen. 
“Our Ladies’ Advisory Sub-Committee is in charge 
of gardening, housekeeping and cleanliness. They 
even have their own functions and plays.” 

Neither Bengal Club, nor Calcutta Club have 
single ladies as members, though widows are allo- 
wed all facilities save the right to vote at club elec- 
tions. “There’s nothing in the constitution of the 
club that stops us from taking in women members,” 
explains Sen, “it’s just a tradition.” But the debate is 
on and gender equality might still enter these hal- 
lowed institutions. In this respect, though, the Calcutta 
Cricket and Football Club, better known by its acronym 
CC&FC has stolen a march over the Big Two. It opened 
its doors to lady members four years ago. Says Oindrilla 
Dutt, event manager, newspaper columnist and the first 
lady member of the club: “It was M.J.Z. Mowla, then 
president of the club, who invited me to become a 
member." Mowla, a senior vice president of Bata, 
had to get the rules changed to allow Dutt in. Today, 
CC&FC has about 20 women members. 

But old habits die hard. At Bengal Club, the third 
oldest social club in the world, members are divided 
into two categories: town members (those who live 
in Kolkata) and mofussil members. “Even today, 
members who live in Delhi, Mumbai or elsewhere are 
classified as mofussil members," says Gooptu with a 
twinkle in his eyes. “This dates back to the days 
when Calcutta was the centre of the British Raj and 
rest of the country was considered the backwaters." 

This attitude probably stems from the days when the 
Viceroy of India met members of the Bengal Chamber 
of Commerce—the premier European trade body of the 
Raj era—for lunch at Bengal Club on the last day of 
February every year. In his pre-lunch speech, he outlined 
his government's economic priorities and set out the 
economic policies his government would pursue in 
the following financial year. “This was the forerunner 
to the Budget speeches of today,” informs Gooptu. 
Finance ministers of today would be interested to 
learn that proposals were greeted not with the thump- 
ing of desks but with loud 
cheers and tinkle of glass 
hitting glass as members 
toasted to His Excellency, 
the Viceroy of India. 
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BEATING DIABETES 


Indians were strictly barred from entering then. 
So were dogs. “In this respect, the Bombay Yacht 
Club was ahead of Bengal Club; members could 
be accompanied by their canine pets,” chuckles 
Gooptu. The first Indian members were admitted 
to the club in 1959, a full 12 years after Indep- 
endence. Calcutta Club, of course, was very dif- 
ferent, Set up in 1907 by leading Indian and 
British figures of the day, it had a tradition of elect- 
ing Indian and European presidents every alternate 
year; its 22-member executive committee was also divided 
equally between the rulers and the ruled. Now, of 
course, the club has no expat members left. The last time 
a foreigner presided over the club was in 1975 when 
Englishman A.G.M. Twinning was elected president. 

But how do these clubs maintain their standards? “We 
have very strict membership criteria,” says Sen. Gooptu 
concurs. “At the Bengal Club, membership is by invita- 
tion only. If a member (of at least five years) wants to pro- 
pose a new member, he circulates an unsigned note 
giving the details of the person concerned, If the com- 
mittee members find the person suitable, he is invited over 
for a drink and a chat with the committee. It’s all very 
friendly and chummy but it allows the committee of eld- 
ers to size up the prospective candidate. If after this, the 
committee decides to accept him, he is issued an invita- 
tion to join the club,” he says. The club has opened its 
doors to corporate members but only the top three 
men of the member companies are allowed to use it. 

Calcutta Club, and almost all the other Brit clubs 
in Kolkata and elsewhere, pretty much follow varia- 
tions of this routine when admitting members, but 
Bengal Club is still acknowledged to have the most rig- 
orous screening process in the country. 

But you can’t really shield institutions completely 
from the societies they serve. The winds of change are 
now blowing—albeit slowly—through the portals of 
these clubs as well. The May Queen balls, the Come 
September dances and the turkey-and-brandy pud- 
ding routine is now complemented by Diwali and 
Holi gatherings and Poila Baisakh lunches. Club li- 
braries now stock vernacular titles and translations of 
leading vernacular literary works. 

But despite these concessions, the old Kolkata clubs 
still have an aura that Bertie Wooster and all his titled 
relatives would have been proud of. 


_ CALCUTTA CLUB: The old-fashioned club boasts 
 amen's bar called just that —Men's Bar 
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Yes, we mean the serious PS2 types. And this aggressive new breed is increasingly 
taking its gaming from the college dorms into corporate boardrooms. BY KUSHAN MIT RA 
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All in the game: For game freaks like Microsoft India's Mohit Anand (centre), the line between work and play is non-existent 


HEN YOU THINK OF VIDEO GAMES, 
many of you think of young whip- 
persnappers. Kids with nothing much 
to do with their time but kill aliens 
with weapons from the 31st cen- 
tury, driving the Ferrari F50 at Schumacher-esque 
speeds along the French Rivera or even trying to make 
India win the soccer World Cup utilising every last avail- 
able resource on their computers. 

Sorry to break the cliché of video game users, 
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video gamers today range from three-year olds to 53- 
year olds. The first generation of gamers, who grew up 
playing games on the Atari 2600 (the original game con- 
sole) or playing Pacman, Dig-Dug or Test Drive on their 
Intel 386 PCs with monochrome monitors are today 
working their way up the corporate ladder. 

Of course. few have a better job than Mohit 
Anand. Home Entertainment Division Manager, 
Microsoft India. His job? Selling video games (among 
other more mundane things), and he gets to try them 
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out, *for free", he adds with a smirk. *Video games 
are the best stress-buster. I mean, what could be bet- 
ter than shooting some people up or building an 
empire after a really bad day at office," is his rather 
compelling argument. “Even in this office, some- 
times, when someone just needs to relax, they play a 
quick five minute game of pinball," he adds. 

No surprises then that even at BT, when this cor- 
respondent is summoned by the editors (a sadly much- 
too-frequent occurence) he finds them playing games, 
án a sort of pre-emptive stress relief operation. 

On weekends, Anand, an ‘Age of Empires IP fanatic, 


.. usually invites some of his peers over for a round of 
gaming over dinner. “Well we play against each other. 


Sometimes on the PC, but mostly on my X-Box con- 
sole,” he says. His fellow gamers are all mid-to-senior 
level managers in companies spanning a whole gamut 
of industries. *Many people see gaming as a socially de- 
structive force, but I believe that gaming forms rather 
socially cohesive bonds," he passionately argues. Tt is ob- 
vious that this is a guy that really loves his job. 


Sandeep Shetty, Project Manager, I-Energizer, is 
a long-time game freak. “Games take up most of my - 


waking life." His current game of choice, ‘Counter 


Strike: Condition Zero’. “Every once in a while, I get 


together with my friends at Reliance Web World 
stores and play games over the : 
local network. Its fun killing 
each other in the virtual 
world," he says. 

Last year, when Microsoft 
organised a competition to pro- 
mote the launch of their best- 
selling game franchise ‘Halo’, 
Shetty was one the people who 
organised it. “Ir was quite a task," 
he points out. It must have been. 
Nearly 12,000 people competed 
for a Rs 1 lakh cash prize and an 
opportunity to represent India 
in the Halo world champion- 
ships. Even though many were 
working professionals, the 
top prize was snatched by 
13-year old Nikunj Bansal 
from Mumbai. 

Rohit Kumar, Creative 
Director, Georapid, is ano- 
ther person who considers 
himself to be a ‘hardcore ^ 
gamer'. The 28-year old... | 
who spent the bet- “3 
ter part of his last X 
weekend finishing — IP 
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"have the connectivity to enjoy really good gaming like 


in India, reckons that there are over 50. 


| professional careers, they ca 


duced a program called ‘Pl; = it 





stress and in 
forming social - 
bonds 


off ‘Call of Duty’, believes games are the best way to | 
give vent to frustration. "Instead of keeping it inside, | 
T take it out on obliging Nazi soldiers," he points out. ie 


But he adds that there are times that he even gets in- 
spired by the games he plays. 

A senior manager at Reliance Infocomm, who de- 
clined to be named in this story (perhaps he does not 
want his bosses to know that he plays games at work) 
is an avid gamer dabbling in real-time strategy plays like 
Command and Conquer and Ground Control, along 
with the occasional shooter (like Doom). *The user ex- 
perience with online gaming is very poor, we do not 





in the West; but gaming over the Office network is very 
popular,” he says. However, he does point out that in 
a corporate like Reliance there “aren't too many 
gamers as yet”. Gamers, according to him, hang around 
mainly in media-linked professions. 

Jayant Sharma, Managing Director, Milestone 
Entertainment, the distributor of Sony Playstation 2 , 
,000. 

















Playstation 2 consoles in India. "Ther 
nite shift in age profile. As gamers g 
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In order to tap. 


few have purchased consoles 

from us,” Sharma adds. “It is 

not just a hypothesis. There is 
empirical evidence from 
Western companies to show 

that gaming helps reduce work- 

place stress and also in forming . 
social bonds,” he states. 

As more game-addicted 
young folk step out of college 
into the professional world, 
gaming will increasingly move 
out from the college dorm into 
the boardroom. 

Until then however, this cor- 
respondent will get back to 
playing ‘Need For Speed: 
Underground’ where our hero 
, will drive his Lamborghini 
E — Gallardo through the the 
twisted roads of Tuscany. 
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TEST DRIVE 
Coolness, Colourised 


HERE ARE FEW GADGETS 
that have as intuitive a 
user experience as the 
Apple iPod. Correction, there are 
no other gadgets that have such 
a feel. And it looks cool to boot. 

But if white is not your thing, 
and if you do not have 3,000 
CDs to digitise (like the Editor of 
this magazine does) say hello 
to the younger brother of cool- 
ness—the Apple iPod mini. 
Small, light and cased in a shiny 
blue anodised steel case, the 
mini looks almost too cool to 
touch—like something out of 
the distant future. 

But, not only can you touch 
it, you can operate it with just 
your thumb. Which is a refresh- 
ing change from needing to have 
anorexic fingers to operate the 
latest gadgets, or other digital 
music players for that matter. 

The iPod mini, which was 
launched in January (but in India 
only last week) introduced the 
touch scroll wheel, an innova- 
tion that has made it onto the 
fourth generation iPod, launched 
last month. You can store up to a 1,000 songs on the player (it has a four-gi- 
gabyte microdrive), which you can scroll down in less than a minute. 

The innovation in Apple products is that not only are they great to look 
at— I stared at the first iMac for over half an hour—they are so easy to use 
that even the most technologically challenged person can feel comfortable 
on them. In fact, the player is so easy to use, that it actually makes you want 
to listen to music. But great hardware can be ruined by pathetic soft- 
ware. And, to put it bluntly, with all due respect to Windows Media 
Player and Winamp—Apple's media player—iTunes leaves the competition 
far behind. One click to transfer music from your CD to the hard drive and 
another to transfer it onto the iPod. Almost idiot proof. 

Of course, in the time since I have been testing the iPod, my colleagues and 
my family have given up verbal communication with me. Notch up another 
plus for the iPod. The only issue with the iPod mini is its rather obscene 
sticker price. At Rs 20,500, it is only Rs 7,000 cheaper than its 40-gigabyte 
bigger brother. And at the same time, both are about Rs 8,000-9,000 more 
expensive in India than in a friendly foreign nation. @ 





Apple iPod mini: As cool as it gets 


KUSHAN MITRA 
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pos: DIGITAL MUSIC 
players have come a long 
way since the first Rio Riot 
jukebox came out. Initially, 
such players were all based 
on flash memory. Flash 
memory players have long 
battery life and are small, but 
are expensive and cannot 
store much music. 

Buying preferences have 
recently switched to hard 
drive based players, which 
are bigger and drain batteries 
fast. But they can store im- 
mense amounts of music. 

But, the competition has 
caught up with Apple. Rio 
has come out with two new 
players, the Karma and the 
Carbon, which target iPod 
acolytes with longer battery 
life, bigger screens and in 
the case of the Carbon, a 60 
gigabyte capacity. Fans 
aren't convinced, however, 
saying that Rio has not been 
able to recreate Apple's 
amazing interface. 

Sony has also created a 
new hard-disc based player 
the Network Walkman 
NW-HD1. With a name 
like that it can never hope 
to match the iPod. 






Blame it on 
Rio: Storing 
music's never 
been easier 
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TREADMILL 
PULL YOURSELF UP 


UCH OF THE MAIL DIRECTED TO ME AT MUSCLESMANI@INTODAY.COM 
M: from people who want to flatten their tummies, add some mus- 

cle mass or get a broader chest or bigger biceps. Rarely does a 
reader have questions about strengthening the back muscles. That’s a 
pity because a thick, wide back is essential for a V-shaped torso and 
apart from aesthetics—I’m told women are attracted to a man with a 
strong, broad back—it is a building block for a good posture. 

Ironically, the best exercises for a stronger back are ones that many peo- 
ple can't do: pull-ups or chin-ups. Both these exercises require no weights 
just a bar. Try it. Grab a horizontal pull-up bar with an overhand grip that 
is wider than your shoulders. Now link your feet together and pull your- 
self up till your chin is above the bar. Hold for a few seconds and get back 
to the starting point (See Fig. A). Repeat. How many can you do? If you're 
a newbie, chances are that you'll find the going really tough. Don't despair. 
Try pull-ups every day and you're sure to progress. On the other hand, if 
you can do, say, just five, try to add at least one more every 
day. (Hint: the number you can do depends on your body 
weight—after all, you're pulling up your own weight in this 
exercise—and the shape you're in overall). 

The pull-up or chin-up using your own body-weight 
strengthens the latissimus dorsi and teres major—two sets of 
back muscles that are related. The added benefit is that the ex- 
ercise also builds your biceps. In the early days of body- 
building when all those snazzy black and chrome equipment 
was not ubiquitous, body-builders and athletes used their own 
body weight to build 
muscle strength. 

A big and strong 
back can be built by 
stretching these mus- 
cles to the maximum 
because a stretch works 
a muscle through its 
entire range of motion. 
Here's a back-stretching exercise that can work wonders. Lie on a 
bench (Fig. B), with your right leg straight on the bench and the other foot 
on the floor. Grab a dumb-bell in your right hand above your thigh and 
keeping your arm straight, lift it up and back through a 180-degree arc. 
Return to the starting position and switch to the other arm and leg. Do 
four sets of eight reps with each arm. 

A little more on pull-ups: The pull-up builds strength not only in the 
back muscles but also in the fingers, hands, forearms and, as I mentioned 
before, the biceps. In addition—and this is a serious bonus—the abs get 
a good workout because of the stabilisation that your core abs muscles 
have to provide throughout the movement. The best thing about the pull- 
up is its comprehensiveness! 













RAJAT BARAN 
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Write to musclesmani@intoday.com 
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N° CONTENT WITH HIS LARGER THAN LIFE 
presence in the real world—cEO, youth icon, 
marathon man, and more recently Member of 
Parliament—Anil D. Ambani, 45, the Vice 
Chairman and Jt. Managing Director of Reliance 
Industries, Chairman of Reliance Energy, and newly 
elected member of Indian Parliament’s Upper 
House, Rajya Sabha, has acquired a digital spoor. 
The url www.anildambaniforindia.com went live in 
the first week of August. The idea, according to 
Ambani, is to be a true representative of people by 
listening to their ideas (or complaints). And so, 
the website lists a number (a 24X7 line and it is a 
local number in 533 cities across India) at which 
one can leave a message for the man, a four-digit 
mobile messaging number at which one can send 
him a SMS, his co-ordinates in Delhi and Mumbai, 
and an e-mail address. The site also boasts exten- 
sive sections on his personal and professional life. 
India’s Minister for tr and Telecommunications, 
Dayanidhi Maran, who launched the site on August 
6 was impressed enough to proclaim that every MP 
would do well to emulate Ambani. P.S: Maran 
himself doesn’t have a website. 





VIVAN MEHRA 





Power Play 


HE PHOTOGRAPH ON THE LEFT DATES BACK TO 

February 2000 and was shot in Delhi during a 
visit by the man in the picture, Arun Sarin, now 49. 
Sarin was then a senior executive at Vodafone, hav- 
ing been a director at AirTouch Communications, a 
company acquired by the former in 1999. He left the 
company soon after (which could explain why we 
never used the photograph and the interview he 
gave us), but last year, he took over as CEO of the $57 
billion (Rs 2,62,200 crore) company. In between, he 
worked at dotcom flameout Infospace and with 
boutique investment firm Accel KKR telecom (that’s 
right, the KKR stands for Kohlberg Kravis Roberts). 
Now, Forbes magazine has named Sarin as the sev- 
enth most powerful businessman in Europe (L.N. 
Mittal is #15). It describes the irr Kharagpur alum as 
“part of the Indian disapora that is rising to lead 
banks and tech companies in Europe". Just so you 
know, the man hasn't changed much. 
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The Dot King 


HE THING WE LIKE MOST ABOUT K. VAIDYANATHAN, A 

40-year-old engineer and alum of irr Madras is that we 
can use long-forgotten terms such as B2B, path to profitabi- 
lity and offline presence while writing about him or his 
business venture. That's Autopartsasia, a dotcom that did 
some Rs 40 crore of business last year (it hopes to do Rs 80 
crore this year) finding suppliers for some 200 overseas junelent=™ 
companies, and then shipping the products to them. At ARemame s 








x d tributo 
the heart of the company's success—it was founded in and s d 
. . . . Du! ^ nd Eng! 
2000, turned profitable in its second year of operations, and — $ Me tomotive a! de OE 


will close this year with Rs 5 crore in income—is Vaidyana- — Meistens 
than's contrarian strategy. *We decided to be buyer-oriented manufac 

rather than merely offer a neutral technology platform.” The 
other B2B auto parts sites played safe and see what it got them! 


Direct-To-Home Hopes 


Ce MAN WHO WILL BE PRAYING THAT DTH 
succeeds in India is TVS Electronics CEO Gopal 
Srinivasan. “Wireless technology is in,” says the 46-year- 
old whose company makes set-top boxes. “Cable has a 
limited reach outside cities.” Already, TVS-E has struck 
a deal with Zee, which will purchase around 15,000 set- 
top boxes a month from the company for its DTH venture 
Dish TV. And with the Tata-Star combine set to launch 
its DTH venture later this year Srinivasan and TVS-E 
would appear to be on firm ground. This year, the 
company hopes to generate around Rs 20 crore from the 
sale of set-top boxes. That’s not a bad ending to a story 


that began when Srinivasan found himself saddled with A 1 Și K 
Rs 5 crore of inventory of set-top box components [IS6, | aggerman 
when a customer cancelled an order placed in antici- 
pation of the conditional access regime taking off. A A TIME WHEN HOME-GROWN IT CZARS (A1 
least, some of them) are threatening to move 
out of Bangalore, the city has acquired an un 
likely white knight. Dr Henning Kaggerman, th« 
53-year- old CEO of SAP AG, was in Bangalore re- 
cently (a follow-up to his 2003 visit), and an 
nounced that his company would be investing 
an additional $24 million (Rs 110.4 crore) and hir- 
ing an additional 1,900 engineers over the next 
two years. SAP's Bangalore centre is already its sec 
ond largest centre in the world (the largest is at its 
corp HQ). Coming as it does now, Kaggerman' s 
words should provide some succour to a local 
government under fire from all sides. @ 
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bt crossfire 


BI CROSSFIRE/ CHENNAI 


Blurring The Divide 





‘The South is just a translator's destination’ was the topic. 
Mohan Menon spoke for, and Satish Kumar against. 
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Crossing swords: Satish Kumar (L) and Mohan Menon spar on whether the South is relevant to marketers and ad agencies 


ESTINATION TALK IN 

Chennai tends to 

have little to do with 

advertising. But with 

the BT Crossfire de- 

termined to stir voices up, and with 
BT Editor and debate moderator 
Sanjoy Narayan looking forward 
to an appropriately combative dis- 
cussion, the audience in the hall 
had an inkling of what was to come. 
The motion for the evening was: 
“The South is just a translator’s des- 
tination.” Mohan Menon, former 
board member of O&M India, spoke 
for, and Satish Kumar, Chief of 


136 BUSINESS TODAY AUGUST 29 2004 


Henkel Spic India, spoke against. 
Menon began with a hint of his 
defence strategy—resisting pre- 
debate inebriation—but got onto 
the offensive straightaway, quoting 
a Delhi visitor to Chennai as saying: 
"It seems to be a different coun- 
try, yaar... nobody speaks Hindi." 
He spoke of branding gaffes such as 
Nova, a car which went nowhere in 
Mexico because it meant *won't 
go", and Umda, a cooking medium 
which failed in the South *for obvi- 
ous reasons". Yet, the Indian ad 
industry saw little shame in inflicting 
one culture upon another, with 


Southern sensitivities almost ignored 
(reflected in Northern ads merely 
being given a Southern voiceover) to 
the point of induced alienation. 
Example: Chevrolet Optra's sun- 
roof ad—on a North Indian cus- 
tom—left Chennai mystified. 
“There are a million examples 
where cultural, social and religious 
cues are totally lost in a different ge- 
ography,” said Menon, sticking up 
for the South as a progressive, cre- 
atively vibrant region that actually 
coined ‘josh machine’—a successful 
‘Hinglish’ adline. “Is it apathy? Is it 
ignorance? Is it insensitivity?” he 


9 AN SHAVYDOLOHG 
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asked, concluding mournfully that in 
the advertising scheme of things, 
"The South doesn't count." To 
wrap up his argument, Menon 
showed the audience two Hindi 
commercials translated into Tamil: 
Asian Paints’ ‘Sunil babu’ spot and 
Vanilla Coke’s ‘parampara’ spot. 

At the opposing podium, Kumar 
opened his case wondering whether 
Menon was speaking on his side— 
against the motion. And against, 
he himself certainly was. The South, 
he argued, was no more a transla- 
tor’s destination than the whole of 
India is. In a country featuring a 
“complex interplay” among many 
“competing cultural forces”, the 
South had got a raw deal, Kumar 
admitted. “But l'd remind him that 
gone are the days when anything be- 
low the Vindhyas was called ‘South’, 
and anybody from the South was 
termed a ‘Madrasi’,” he continued, 
to emphasise the point that change 
is in the air, and Southern advertis- 
ing is coming into its own, even if 
some ad professionals still fail to 
notice how North Indian wedding 
customs draw a blank in the South. 
The four linguistically-varied states 
of the region continue to be clubbed 
together, by and large, “but langu- 
age is just one of the many textures 
of communication”. 

Much is happening by way of 
symbols, values and rituals—and 
the South has its idiom here. 
CavinKare, for example, is running 
an ad for Mera Shikakai that's based 
on the Friday oil bath ritual that 
people in the North would not un- 
derstand. “If you look at even MNCs 
like Coke, Pepsi, Nescafé or Lever, 
and even if you look at Indian com- 
panies like Bajaj or TTK, all have 
separate creatives for the South,” 
said Kumar, adding that where local 
competition is strong, regional adap- 
tations are getting more localised— 
with Southern cine stars being used. 
Examples? Ajith for Sunrise, Vijay 
for Coke and Madhavan for Pepsi. 
“At the end of the day I think both 


marketers and agencies have started 
realising that things have changed; 
local brands are gaining share and 
becoming stronger,” said Kumar. 

The South, however, seemed 
quite dissatisfied. Who was to 
blame? “But Satish,” posed 
Narayan, “are you saying that it is 
the advertising agencies who are 
not taking into account all these 
various factors that you're talk- 
ing about?" 

"To a large extent, yes," res- 
ponded Kumar, “Because I think 
you need a local presence, underst- 
and the local culture, customs, rit- 
uals before you start making a sto- 
ryboard." But why, asked Narayan, 
"do the clients not pull the plug?" 

Cost-efficiency, according to 
Menon, was the answer. The locali- 
sation decision was one of cost-effi- 
ciency. Kumar agreed, citing reso- 
urce constraints, and even revealing 
a personal preference for localisation 
of Henkel's Fa commercial. 

On how well translated ads actu- 
ally work in the South, Narayan 
threw the question to the audience. 
The consensus: most translations 
are too poor to click. Then why 
does the South get bulldozed by 
the North? A management lecturer 
in the audience wanted to know. 
Or, as Narayan phrased it, *Why 
doesn't the Southern head of marke- 
ting get up and say, ‘this is not going 
to work here'?" Menon put it down 
to the market’s low relevance: mar- 
keters prefer spending funds where 
they expect the biggest impact. 

Another questioner wanted to 
know why the translation fixation 
persisted, even though national ads 
with a Southern touch had always 
done well—such as Feviquick. *The 
thing is that the South has always 
been an object of merriment for lots 
of North Indians," replied Menon. 
To which another audience member 
responded that all advertising is lit- 
tle more than amusement to most 

ple—and since no ad can work 


for all, why all the fuss? @ 


IS THE SOUTH 


IGNORED? 








“Marketers and agencies have 
Started realising that things have 
changed; local brands are gaining 
share and becoming stronger” 
Satish Kumar 

CEO & MD, Henkel Spic India 





"The South doesn't count. 
Marketers prefer spending 

funds where they expect the 
biggest impact” 

Mohan Menon 

Former board member, O&M India 





"If advertising agencies are not 
taking local factors into account, 
why do clients not pull the plug?" 
Sanjoy Narayan 

Editor, Business Today 


AUGUST 29 2004 BUSINESS TODAY 137 


bt crossfire 


BT CROSSFIRE/ KOLKATA 


Point Of Motives 


Advertising in Kolkata: business or ideas?’ was the topic. 
Ram Ray spoke for business. Ishan Raina for ideas. 


VERYBODY SEEMED QUITE 

at home in the hall that 

evening. It was Kolkata, 

after all, a city more fam- 

iliar than any with the 

concept of slugging it out—intellec- 

tually. Precisely what BT Crossfire 

was in town for. Even moderator 

and former Kolkatan Suhel Seth 

seemed at home, dropping all 

moderation to gleefully pronounce 

Kolkattans “insular”, for instance. 

The topic: ‘Advertising in Kol- 

kata: ideas or business? Ram Ray, 

chief of Response, spoke for a city of 

business. Ishan Raina, chief of Euro- 
RSCG, spoke for a city of ideas. 

True to character, Ray began 

with a disclaimer: “I’m neither a 

debater nor a psychopath." And 


with a collision report of two trucks 
loaded with copies of Roget's 
Thesaurus that left onlookers 
"stunned, startled and stupefied"— 
as with most debates. Rather than 
do that, he wanted just to make a 
point. "Advertising is the business of 
ideas, and one cannot differentiate 
between the two." This, plus the 
perception that the city was losing 
"its teeth". To back this up, he pre- 
sented an array of *mindbytes' from 
city adfolk, bemoaning the lost glory 
of the city's advertising, be it busi- 
ness or creativity, and the fleeing of 
all the action to other metros, This 
"dismal picture" inspired a story in 
Ray. The chief of the Red Indians 
couldn't see the sky clearly from 
the big city, so he decided to play 


safe and tell his people to prepare 
for a really cold winter. To con- 
firm, he called the weather service, 
which confirmed his guess—and so 
again, each time he rechecked. But 
how was the service so sure, he fin- 
ally asked. Because, said the weath- 
erman, "the Red Indians are collec- 
ting wood like crazy." “People,” 
alleged Ray, “are seeing what they 
want to see.” The numbers, he said, 
said something else. Local adver- 
tising, at Rs 500 crore, was growing 
in happy double-digits—with some 
250 agencies vying for it, and with 
small and medium outfits thriving. 

Describing advertising as a busi- 
ness of the “unique configuration of 
existing ideas” deployed to solve 
problems, Ray wrapped up his case 


KOLKATA: A CITY OF IDEAS OR BUSINESS? 





“Malls and multiplexes are 
booming; pockets are swelling: 
desires are mounting. It is a 
marketers’ paradise" 


Ram Ray 
Chairman, Response Group 
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“There are hundreds of Calcutta 
ideas but not businesses. 
Calcutta has been a resource 
provider of people with ideas” 


Ishan Raina 
CEO, Euro RSCG, India & Mid East 





“No city has spread more talent 
per square mile than Calcutta 
has spread. But the city's civility 
didn't permit tom-tomming" 
Suhel Seth 

CEO, Equus Red Cell 
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Ideas and businesses: Suhel Seth 


with a flourish for Kolkata: *There 
are paradigm shifts in mindstyles 
and lifestyles. Malls and multiplexes 
are booming; pockets are swelling; 
desires are mounting. In other 
Words, it is a marketers' paradise." 

Raina started off by distingui- 
shing ideas from businesses. *There 
are hundreds of Calcutta ideas, but 
not businesses." Take businesses first. 
Britannia and Lipton Brooke Bond: 
Cal ideas but Bangalore businesses. 
Reckitt: Cal idea, Delhi business. 
Then take ad campaigns. ‘Made for 
each other’ and ‘We also make steel’: 
ideated in Cal, but used all over 
India. Industries too. Jute: Cal idea, 
global industry. Why, even people. 
"Suhel is a Calcutta idea but a Delhi 
business," quipped Raina. 

"Essentially," said Raina, making 
his case, “Calcutta has been a resou- 
rce provider of people." People 
with ideas, that is. Yet, there's some- 
thing about the city that doesn't let 
its own brands and businesses go 
very far beyond the city. The jute 
industry, he added, was a good 
example of such myopia. 

The city has got itself a name for 
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rosbogollas and jewellery, interjected 
Seth, but perhaps not advertising. 
Shouldn't one also blame the flight 
of industry—say, Britannia moving 
to Bangalore—for this? *Yes and 
no," replied Raina, *Yes because 
the industry looks at talent and 
Calcutta hasn't protected, nurtured 
flagships. No because advertising 
is also responsible. Why can't 
Calcutta do some good work?" 
This was too "idealistic" for 
Ray. "To back a great product with 
a great idea, you need a big market. 
Most of Calcutta's brands are focus- 
sed on the East, or Calcutta." The 
city needs to rethink, and get down 
to serious brand building, he ad- 
monished, to make the best of the 
image makeover it was getting in the 
global media. *Bengal has not man- 
aged to market the soul, unlike the 
French," said Raina. *To market 
Calcutta,” suggested Ray, “we need 
to address insights that matter, and 
not those that we feel good about." 
On that point of mutual agree- 
ment began the Q&A session. How 
could the city ‘shock’ India into 
believing it had changed? An audi- 


TOI pie 





(L) moderates as Ram Ray (centre) and Ishan Raina (R) dwell on Kolkata's ad industry 


ence member wanted to know. 
Raina's suggestion: making an 
aggressive claim to the city's pione- 
ering ideas—such as the outdoor 
hoarding ‘skins’. The city’s “civil- 
ity”, Seth sighed, didn’t permit too 
much tom-tomming—despite the 
contribution to India’s intellectual 
capital. “There is no city that has 
spread more talent per square mile 
than Calcutta has spread,” said Seth. 
“We are self-effacing,” agreed Ray, 
presenting this centre of intellectual 
ferment as a city that was too shy to 
claim its rightful role in shaping the 
finer aspects of people’s minds. 

Another member of the audie- 
nce wondered if “reverse snobbery” 
was the problem. “I don’t think it’s 
reverse snobbery,” replied Ray, “I 
think its ineptitude—not being able 
to express yourself, sell yourself. 
It’s an attitudinal problem.” 

The very course of the debate, 
though, made for quite some exp- 
ression, the audience would have 
agreed, And it wasn’t left stunned, 
startled and stupefied by the expe- 
rience, though the wood-gatherers 
were still to be spotted. — (m 
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Visionary Leadership 


B. MUTHURAMAN, Managing Director, Tata Steel 


HE ABILITY TO CREATE A SHARED VISION 

among team members is the primary 

trait of a true leader. Good leaders 
often fervently advocate a line of thought 
to create that common vision that finally 
goes on to bring progress and prosperity to 
the organisation they work for. While an 
evangelical attitude helps leaders in build- 
ing the shared vision, it is their charisma 
and architectural abilities that help them 
achieve success. The charismatic dimension 
enables them to empower and energise their 
teams and the architectural dimension enables 
them to create structures, processes and sys- 
tems needed to realise that vision. 

A leader must be trustworthy, transparent 
and in addition, he should have respect for his 
people. Another very important attribute 
that a leader must have is willingness to help, 
coach and inspire subordinates. 
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Despite possessing these traits, leaders 
cannot be successful if they miss out on a ba- 
sic truth: It is important to create an environ- 
ment that gives employees the freedom to 
work confidently and at ease. A transparent 
work environment does wonders in boosting 
employee morale and gives employees the 
chance to be creative and forthright. 

Leaders must also realise that a team 
that has a preset vision is likely to do bet- 
ter than one without a common goal. Also, 
that while they show subordinates the way 
towards achieving that goal, practising 
what they preach goes a long way in en- 
suring that they actually reach for the fin- 
ish line in the manner specified. 

And to conclude, it is the ability of 
leaders to give their subordinates the free- 
dom to fail and move on that stands them 
apart from the crowd. Œ 
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From The Editor 


ORGET SOARING INFLATION, FORGET THE OIL PRICE 

shock or even the effects of a poor monsoon. 

When jobs in the manufacturing sector increase, 
there can be little reason to worry about the future. But 
a fresh surge in investment—and the consequent crea- 
tion of jobs—is just one of the 10 reasons (cited in our 
cover story) why we believe India Inc. is resilient enough 
to weather a storm. It’s rare to find, as our correspon- 
dents and editors did, optimism in the face of such 
factors as inflation, an oil price surge or a patchy mon- 
soon. But there it is: Corporate India is upbeat about its 
future and we distill it down to the core 10 factors that 
make it so. What's more, Indian companies are not only 
looking forward to increased revenues in the current 
year but growth in earnings. India Inc., clearly, is not 
worried and besides the refreshing fact that it is focus- 
ing not on the short-term but on the long-term outlook, 
the larger point here is that Indian industry is far more 
competitive than it has been before. That's precisely what 
it takes for industry to survive when the going gets tough. 
Our team brings you an on-the-ground report on what 
makes India Inc. seem invincible. 

The BT Special on the top five 
Indian auto manufacturers is an in- 
depth report on how they are trying 
to achieve international quality lev- 
els and faring well in their attempts. 
These and other players in the auto 
sector can tap global opportunities 
and some, like Bharat Forge, have al- 
ready become global forces to reckon with. Our special, 
anchored by Senior Editor Brian Carvalho, gives you a 
ringside view of strategies and how they're panning out 
at (besides Bharat Forge) Tata Motors, Bajaj Auto, 
Toyota Kirloskar Auto Parts and TVS Motor. 

Its very name conjures up an image of centralised 
planning—something that is anathema for any refor- 
mist. But the Planning Commission under its new chief, 
Montek Singh Ahluwalia, is re-inventing itself as what 
could well be the hub of the new government's reforms 
programme. Read our in-house policy watcher Assistant 
Editor Ashish Gupta's report on the road ahead for the 
Commission and its new head honcho. 

For more than four years now, BPL (and some 
other Indian brands) have been getting clobbered in the 
colour TV market by the twin Korean giants of Samsung 
and LG. What made it worse for BPL was its foray into 
telecom, which not just cost a whole lot of money but 
proved to be a drain on its core business. But, as Assi- 
stant Editor Venkatesha Babu reports (see Can BPL Claw 
Back Up? on Page 66), just when it seemed that BPL's 
days are over, its long-time partner Sanyo has come to 
its rescue by agreeing to a 50:50 joint venture. That dra- 
matically alters the picture at BPL for the better. 
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Within just six months of entry, Singapore's 
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margins, and a slow turnaround 
pace. David Clementz, Executive 
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between international quality and 
domestic promise. Their global 
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understand the kind of rapport we share with the rural masses 
We connect with their compulsions and their aspirations and are 
now breathing life into their dreams. But it is no flash in a pan 


We have been excelling across businesses for years now. Call it an 
M | & | & inspiration or then a deep rooted desire: to make a difference. 
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The Jewel In The IT Crown 
Your cover story Fast Company 
(BT, August 29, 2004) made a good 
read. Infosys is, beyond doubt, the 
undisputed king of Indian rr, and, 
Tata Consultancy Ser- 
vices (TCS) will find it dif- 
ficult to take away the 
crown from Infosys 
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Creating lasting impressions 





despite its being a bigger player in 
the game than the former. A com- 
pany like Infosys that cares for its 
investors, constantly pushes its 
topline while retaining its squeaky- 
clean image, and provides quality 
services of the highest standard, 
indeed makes an excellent exam- 
ple for corporate India to emulate. 

AKHILESH K. SAH, Faizabad 


The Brighter Side 

This refers to your editorial On 
Slippery Ground (BT, August 29, 
2004). While it may seem at first 
glance to be wishful thinking, there 
is enough reason to believe that the 
Indian economy can handle the 
pressures created by rising inflation 
and inadequate rains. The mon- 
soons, though they have been ina- 
dequate, will still be enough to ens- 
ure that the prices of agricultural 
products do not veer out of control. 
To add to this, the rising produc- 
tivity of India Inc. will counteract 
the upward push of global oil prices 
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The inside: story of how Infosys Technologies plans 


19 peetibigger and better, then, bigger and better still.. 
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on the inflation front. If industrial 
growth continues in the second 
quarter as well, things should look 
up further for the economy. 
SIDDHARTHA RAJ GUHA, through e-mail 


A Step In The Right Direction 
It is apparent from your story 
Healing Tbe World (BT, August 29, 
2004) that while the country's pub- 
lic healthcare system makes all sorts 
of promises to provide quality serv- 
ice, it fails miserably when it comes 
to delivering on any of them. It is 
time the public healthcare system 
replicated at least some of the 


practices of private hospitals—not 
necessarily in terms of profit, but in 
terms of improving its general 
performance levels. 

j. V. SHARMA, through e-mail 


Clarification 
Your cover story A Battle Of Wills 
(BT, August 15, 2004) contains 
some factual inaccuracies. It states 
that M.P. Birla's brother and my 
father Gajanan Birla died in 1961. 
He passed away in 1969. The story 
also states that Gajanan Birla was 
“disinherited and ostracised from 
the family". This is not true. At no 
point was he disinherited or os- 
tracised by the Birlas. He main- 
tained cordial and affectionate rel- 
ations with every member of the 
extended family until his death. The 
extended family, and particularly 
the late M.P. Birla, took responsi- 
bility for me and my siblings after 
our father's demise. In fact, M.P. 
Birla was responsible for getting 
me and my sister, Gita, married. 
ANJALI BIRLA SAWHNEY, New Delhi 


Editor’s Note: Information about 
the year of Mr. Gajanan Birla’s 
demise and his disinberitance were 
obtained from the memoirs of 


Mr. B.K. Birla. 


HOW TO CONTACT BUSINESS TODAY 
WRITE TO: 
The Editor, Business Today, Videocon Tower, 5th Floor, E-1, Jhandewalan Extension, 
New Delhi—1 10055. e-mail: letters. bt@intoday. com 
Website: www. business-today.com. 
Unsolicited articles will not be returned or acknowledged. 


FOR SUBSCRIPTION ASSISTANCE WRITE TO: 


Write To: Al, Hamilton House, Connaught Place, New Delhi 110001 
Phone: 1600111155, 51529555, 51529556, 23352870, 23352233. 
(Extn: 165, 173); Fax: 011 -23352874; E-mail: Wecare@intoday. com 

Voicemail: 23352233 (Extn. 165, 173) 
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Telecom software 
is nothing new for 


H ello. If the words on your phone line are as clear, it has to do with 


e the telecom solutions we develop at Mahindra BT. It has a lot to do 
with a strategic decision we took a few years ago; to focus on telecom 
software. It's propelled us, in just a few years, to the very top of telecom 

$ software in India. Just bringing alive the fact that leadership is all about 


completely focussing on whar you do, and then doing it better 


But then neither 
is leadership. 
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HE WHOLE POINT OF DEMOCRACY, SOMEONE 

once said, is to give people a way to place the 

system of governance where it can do the 
least damage. People in government, even the well- 
meaning among them, cannot easily come to terms 
with this. They feel offended by words such as 
‘Orwellian’ and *Huxleyan' being hurled at them by 
the very people they seek to help. 

But hurled, they should be. The government's idea 
of enrolling teenagers in the Indian Administrative 
Service (IAS) straight out of school is a bad idea. It 
reeks of the very worst form of nationalist engineering. 

It's not news that the 1As began as an adapted version 
of a ‘steel frame’ designed by the British Raj to keep the 
‘natives’ under colo- 
nial control. Neither 
do liberalisers doubt ps 
the urgency of admin- | 
istrative reforms. Broa- 7 
dly, the system needs 
to be downsized, freed 
of political manipula- 
tion, turned transpar- 
ent, and made ac- 
countable. 

What the country 
doesn’t need, for sure, 
is an artificial gene 
pool of super-admin- 
istrators. That’s what 
we get if we go ahead 
with the idea. Grab 
teenagers, and before they know any better, fill their 
heads with all these thought processes custom-made by 
some committee or the other. ‘Engineered for quality.’ 
Whirl-click, whirl-crick, whirl-what-son... you can 
almost see them come off the assembly line, suitably 
mind-modified to get on with the grand plan. 

Sure, it’s originally a Platonic idea. Select a set of al- 
pha-borns, put them in an ‘academy’, deaden their ins- 
tincts for worldly life, and churn out philosopher- 
rulers to do all the planning for lesser mortals. Now, 
Plato was a jolly good fellow; he helped people ques- 
tion existing customs, overcome the fear of their own 
wall-shadows, make the most of human relationships, 
and all of that. But this idea of his was awful. Admit it: 
all through history, closed clubs of people who think 
alike have done more damage than good. 
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As it is, IAS recruitment is a mess. Collegians mugging 
books late into the night to crack the civil services’ exam 
have a rather poor idea of what they’re doing. Or why. 
At this age, their motives are often driven by parental 
authority, hoary notions of status, marriage-market 
value and material aspirations. The country’s well- 
being? Oh that... fine, if you insist. 

Let’s not fool ourselves. Lowering the entry age 
would worsen the problem. Worse still, such early reg- 
imentation would severely limit their exposure to the 
ordinary world in all its vivid variety, and end up de- 
livering cadre after cadre of prized dullards. 

To get an administrative system that would do 
more good than damage, it would be far better to draw 
people from fields of 
life as diverse as possi- 
ble; and that too, after 
they have developed 
the maturity to under- 
stand what really needs 
to be done. 

What if the IAs were 
an open pool? It would 
shake the system up, for 
sure. And for the bet- 
ter. A mature entrepre- 
neur, having made his 
buck and having seen 
the worst of the system 
from the outside, would 
arguably have better 
ideas on reforms than 
an inbred officer. Especially so if this midlife recruit 
could discuss issues with other recruits from academia, 
farming, cinema, law, banking or whatever. Of 
course, the same principle would also mean putting 
them in touch with youngsters—even teenagers—for 
another whole variety of ideas. 

The rest of it could work like any good job. The key 
performance goals, as agreed under democratic norms, 
are spelt out. Loyalty is owed to a clear set of principles, 
not individuals. Failure, as judged under a system 
seen by all to be fair, would mean losing the job. 

Thankfully, digital technology can actually give the 
public at large a window to see what’s going on. 
For now, what we don’t want to see is an adminis- 
tration run by a bunch of brains shrink-wrapped by 
the system right at adolescence. Do we? — If 
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Every year thousands of families in India go back home from their 
holidays with a healthy tan and a healthier smile. Only to return. 


vg Again and again for 25 years. Because they know that the only one 
I known cure for stress is with us. It's this trust that's made us India's 
| no.1 in lifetime holidays, Concrete proof that if you are inspired 
~O * 





you can make a business out of the sun, sea, sand and even snow. 


So have holidays. 
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Lay 'em thick: Distribution will be key to making natural gas a 
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The Pipeline 
boom 


With the government set to end GAIL's 
monopoly over gas pipelines, new players are 
finalising their own plans. In the bargain, gas 
as a fuel may become competitive. 

BY SAHAD P.V. AND SUPRIYA SHRINATE 


OMETIME SOON IN THE FUTURE, 
a 1,400-km gas pipeline will 
snake its way from Kakinada 
to Ahmedabad. But this won't 
be just another energy sector in- 
vestment.It will mark the private 
sector's maiden foray into a busi- 
ness long monopolised by GAIL 


India. To be built by Reliance 
Industries, the Rs 3,000-crore 
pipeline will transport gas from 
Reliance's offshore field in the 
Krishna-Godavari (KG) basin to 
NTPC's Kawas and Gandhar power 
project in Gujarat. Making that 
possible will be a change in the 





much more cost-effective source of energy 


pipeline policy, to be sent soon to 
the Union Cabinet for its approval, 
that will end GAIL’s privilege as the 
sole builder of gas pipeline on 
trunk, or interstate, routes. 

At the moment, Reliance is the 
only energy company to have made 
known its plans to invest in its 
own pipeline, but it's almost certain 
that other players will follow suit. 
In the recent past, major gas re- 
serves have been struck on the East 
and West coasts of India and on- 
shore in Rajasthan by companies 
such as Reliance and Cairn Energy. 
That apart, LNG is now being im- 
ported into India by Petronet LNG 
(a consortium of IOC, BPCL, ONGC 
and GAIL), and a couple of others 
like Shell Gas and Power have 
plans of bringing in natural gas 
starting end of this year. 

Transporting natural gas from 
the landing site to institutional con- 
sumers such as power and fertiliser 
companies will require a network 
of pipelines across the country. 
Says A.M. Uplenchwar, Director 
(Pipelines), 10C: “Once the gov- 
ernment allows multiple players, 


we'll go all out." 

Although GAIL contends 
that allowing multiple opera- 
tors will lead to potential supply 
disruptions, the government is 


. unlikely to have too much trou- 


ble deciding in favour of it. Set 
up by the government in 1984 
with the sole mandate of devel- 
oping pipeline network and mar- 
keting gas, GAIL got to build 
and control all the trunk routes 
(a total of 4,500 km) including 
the 2,700-km Hazira-Bijaipur- 
Jagdishpur (Hj) line, while some 
of the intrastate pipelines, open 
to competition, went to regional 
players like Assam Gas and 
Gujarat State Petronet. 

But the nature of gas business 
has changed dramatically since. 
Besides ONGC and OIL, private 
companies like Reliance, Shell, 
Cairn Energy and Niko have 
entered exploration and pro- 
duction. This, in turn, has 
boosted gas production. The 
turning point came in October 
2002 when Reliance reported 
discovery of a huge gas reserve 
in KG basin, and it wanted to 
transport gas from here to the 
western parts. Ordinarily, it would 
simply have been an issue of ham- 
mering out a transportation agree- 
ment with GAIL. But here’s the 
problem: over the years, GAIL has 
diversified both into exploration 
and distribution. Its new status, 
therefore, puts it head on with 
other players such as Reliance. 

Now it seems the UPA govern- 
ment will favour a multi-operator 
national gas grid as India currently 
has multiple sources of gas and a 
huge market to satisfy. So GAIL’s 
plans of becoming the sole imple- 
menting agency for building a na- 
tional gas grid (approximately 
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8,000 km with an investment of Rs 
23,000 crore) may not happen. 
Even the Planning Commission, 
responding to a GAIL pitch early 
this year for retaining its monopoly, 
said that granting exclusivity to 
the PSU in any segment of the gas 
infrastructure will be counter-pro- 
ductive as it is present in gas pro- 
duction, transmission, distribution 
and trading. In any case, the plan 
panel said, the government should 
first appoint a regulatory agency for 
gas pricing before allowing GAIL to 
set up the proposed national gas 
grid. Anindya Chowdhry, Chief 
Advisor (Strategy), Shell Gas & 
Power, says that pipeline business 


Despite GAIL's contention that allowing multiple players will lead to disruptions in 
supplies, the government is likely to rule in favour of greater competition 


needs to be "isolated from the 
rest of the businesses a company 
does"; otherwise the regulator 
will have difficulty in deter- 
mining pipeline tariffs. 

Gas pricing is as much a 
driver behind the deregulation. 
Reliance argues that PSU costs 
were inflated and its own 
pipeline transportation charges 
would be substantially lower 
than those of GAIL. For in- 
stance, Reliance has won the bid 
to transport gas to NTPC's plants 
in Gujarat for 48 cents (Rs 
22.25) per million metric British 
thermal units (MMBTU) compared 
to what GAIL charges (70 cents, 
Rs 32.45) on the HBJ grid. (GAIL 
says it is willing to offer 40 cents 
per MMBTU.) Says Rajiv Thakur, 
oil and gas analyst at ICRA: “If 
Reliance gets the go-ahead and 
other players follow suit, there 
will be a fair amount of com- 
petition that will result in more 
competitive pricing, benefiting 
the consumers.” 

Even though the pipeline 
policy envisages a common car- 
rier principle with an additional 

25 per cent capacity to transport 
gas other than one’s own, it’s not 
just about transporting gas. Says 
Sandeep Biswas, Senior Manager, 
Accenture: “The issue is availabil- 
ity of gas at competitive prices and 
not availability of gas per se.” 

But the reason why there will be 
a rush to set up gas pipelines is that 
in the foreseeable future gas is ex- 
pected to remain a major source of 
energy. And according to O.P. 
Sharma, President, Saw Pipes, man- 
ufacturer of oil and gas pipes, “gas 
(unlike oil) can only be transported 
via a pipeline”, That means the pipe 
dreams of GAIL's competitors will 
sooner than later come true. 
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With Rediffusion 
DY&R almost in its 
bag, Martin Sorrell's 
WPP Group will 
control nearly half of 
the media spend in 
the country. 

BY SHAILESH DOBHAL 


IR MARTIN SORRELL HAS NOW 

become the second Edward 

VII, the emperor of India," 
says Suhel Seth, CEO of Equus 
Red Cell, commenting on ad- 
conglomerate WPP-owned Young 
& Rubicam's reported takeover 
of the Rs 1,000-crore Rediffusion 
DY&R from its majority Indian 
owner-managers, Diwan Arun 
Nanda and Ajit Balakrishnan. 
Seth, an ad-man about town, may 
be given to exaggerations, but 
this time he's bang on.With 
Rediffusion almost in its portfo- 
lio, WPP, which already owns a 
clutch of outfits in the country 
(see WPP's India Empire), will 
control half of the Rs 8,600-crore 
market for advertising. *An aber- 
ration has been corrected," says 
Ranjan Kapur, Country Head of 
WPP India, a liaison office, re- 
ferring to $6.76-billion (Rs 
31,096 crore) WPP's minority 
status in Rediffusion for almost 
two decades now. 

Negotiations with Rediffusion 
started more than a year ago, 
and the purchase is likely to have 
been struck at an enterprise val- 
uation of approximately Rs 150 
crore. Nanda, however, says that 
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"it's premature to speak of valua- 


tions at this stage," since *no deal 
has been agreed upon." However, 


Li 


he adds that "the timing and ex- 


tent of an increase of (Y&R) stake 
. are all aspects of ongoing discus- 


1 


sions? with Y&R 


While the deal per se hasn't sur- 
.. prised the industry, it does throw 


up some interesting questions at 


. the fundamental level. For one, 
- does this takeover, of one of the 
_ last big Indian-owned agencies, 


_ half of the market under its belt, 


. good? Will competing networks 
. such as IPG, Omnicom, Publicis, 


an aggressive WPP and up their 
. ante in the country? 


j India's Chairman & National 


indicate the end of Indian own- 
ership in advertising? With nearly 


has WPP, even though just a hol- 
ding structure back in the United 
Kingdom, become too big in 
India for the industry’s own 


Dentsu and Havas take cue from 


. "Ownership does not matter. - 
What matters is ideology, and 
Indian managers will drive ide- 
ology in this market," says O&M 


Creative Director, Piyush 
Pandey. He may be right. Most 
people in the industry agree that 
at the creative end, group-wise 
synergies is a non-issue, since 
all agency brands compete ag- 
gressively for the same busi- 
ness, And that media consoli- 
dation has already happened 
with Group M accounting for 
around Rs 3,000 crore worth of 
ad purchase. So, Redffusion’s me- 
dia kitty being added to Group M 
it won't change the rules of the 
game any significantly. 

With Reliance-backed Mudra 
Communications the only big 
Indian-owned agency (Omnicom's 


Most people in the industry agree that at the creative end 
non-issue, since all agency b 





DDB Needham owns, just 10 per 
cent in it) still standing solo, does it 
mean that any agency worth buying 
in India, from a global group’s point 
of view, is already bought? Well, yes 
and no. If you look at agencies such 
as Madison Communications, which 


is perhaps the only serious 





competition to WPP’s Group M in 
India and is headed and zealously 
guarded by the feisty Sam Balsara, 
the answer is a No. Then, for every 
Madison there are dozens of small 
and medium Indian-owned agen- 


cies that are game. So there is room 


for more acquisitions by WPP or 
one of its rivals. “Sadly, from the 


compete aggressively for the same business 






group-wise synergies is a 


point of view of Omnicom or IPG, 
there is just no big agency left worth 
looking for acquisition in India,” 
says the CEO of one the Omnicom 
group agencies (Mudra Commu- 
nications, RK Swamy BBDO and 
TBWA Anthem) in the country. 
The moot question, then, is, if 
there isn’t enough size to be 
picked up through acquisitions, 
how will Omnicom, IPG and 
Publicis take on WPP in India? 
“Well, they could push, much 
like WPP, for a media consoli- 
dation across their agencies in 
India,” says a senior manger at 
one of the IPG agencies (Lowe, 
McCann Erickson, FCB Ulka 
and Enterprise Nexus) in India. 
Problem: IPG and Omnicom's 
track record here has not been 
exactly impressive, what with 
Omnicom unable to up its 
stake in Mudra or even launch 
its group wide media arm, 
Optimum Media Direction 
(OMD) in the country. 
But that may change with 
the realisation setting in that a 
big market such as India cannot 
be left unattended for long. And 
WPP—what with its $1.3-bil- 
lion bid for Grey Global if it 
comes through—will only get 
more powerful in India. 
“Omnicom may soon tie-up 
with Mudra to launch a major- 
ity owned new agency in India. 
And IPG’s media arm, Magna, 
will be here, latest by April 2005,” 
says the CEO of a WPP compet- 
ing network-agency in India 
Looks like Sir Martin, who loves 
a good fight, be it over his pay 
packet or a takeover (of Grey 
Worldwide at the moment), will 
finally have competition gearing up 
for a real fight in India. 
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Big Blue is pushing Linux—especially in India. 


" 





Go Open Source: IBM India's Linux revenues are up 50 per cent in 2004 


F IVE YEARS AFTER IBM’S FORMER CEO LOU GERSTNER DECIDED TO PUT THE 
IT giant’s weight behind the open source movement, and especially 
back Linus Torvald-fathered Linux operating system (OS), it has set aside 
a billion dollars to fuel the movement across the world. Not surprisingly, 
a sizeable chunk of it is coming to India, which unlike America or 
Europe, does not have a market that is already wedded to proprietary 
os. “We have identified the emerging markets of BRIC (Brazil, Russia, 
India, China) as thrust areas for Linux," says Jyothi Satyanathan, Linux 
Business Manager for ASEAN and South Asia, IBM. (FYI, the com- 
pany is also scouting for a Head of Linux for India.) 

At the moment, some 2 per cent of the total installed pc base in the 
country runs on Linux, according to estimates by Manufacturers 
Association of Information Technology. But the numbers are steadily in- 
creasing. IBM India’s revenues from Linux, for example, has seen a 50 per 
cent jump from last year to this year. This growth, however, has come 
mostly from the enterprise segment. 

Why is IBM going out of its way to mid-wife Linux in India? For a va- 
riety of reasons, most of which have to do with cost and security, most 
governments in Asia, China and India primarily, want to adopt open 
source software. By pushing Linux, IBM not only gives customers what they 
want but should also make more profits since it does not have a 
Microsoft to pay for the Os it puts on its servers and desktops. Recognising 
the potential of the government sector, IBM has set up a Centre of Com- 
petency in Bangalore to provide an infrastructure for Linux testing, 
prototyping and training to the Linux user community, besides IBM's busi- 
ness partners like resellers. That apart, it has tied up with Karnataka and 
West Bengal on e-learning initiatives based on Linux. If 1BM’s efforts pay 
off, Tux (the Linux logo of a penguin) may actually take wings in India. 

SUDARSHANA BANERJEE 
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“Linux Is 
$6-billion-big 
In India" 


J IM STALLINGS IS THE WORLDWIDE HEAD 
of Linux for IBM. He spoke to BT's 
R. Sridharan on Linux's progress 
over the recent past. Excerpts: 






On IBM pushing Linux since 1999 
We are happy with the progress 
we've made. The speed with which 
a lot of corporations are moving to 
Linux is really surprising. Analyst 
data put Linux-based server 
shipments at about $1 billion every 
quarter. Which means Linux has 
clearly emerged as an alternative to 
Windows. Even a couple of years 
ago, some people would have 
doubted that happening. 




























On Linux in India 
You'd be surprised to know that 
already there is a $6 billion-big 
Linux market in India, but most of 
that is going to markets abroad like 
the US. But we find governments 
very interested in open source, and 
| think India is going the right way 
in building a Linux ecosystem. 





On Linux vs Windows 
Let me tell you, it's not about Linux 
or Windows. Just because people 
are switching to open standards 
doesn't mean Windows is going to 
go away. We believe in giving our 
customers choice. In fact, one of our 
server initiatives offers OS/400, AIX, 
Linux and Windows so that 
customers can run different 
operations on the same server. 
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IBM recommends 
Microsoft® Windows® XP 
Professional for Business. 


NEW! IBM ThinkPad T41 notebook 
(Part No. 23731 FA) 

Distinctive IBM innovations: 

* Rapid Restore Ultra 

* IBM Active Protection System? 

* IBM Embedded Security Subsystem? 

* IBM Access Connections Software 

* Access IBM 

e System Migration Assistant’ 
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— Price Rs. 1,09,900* 


The IBM ThinkPad notebook with Intel? Centrino™ mobile technology. 
OW, create the future of your business from anywhere. 


Geography can tie you down. Or it can set you free. It depends on whether you are well-prepared 
or not. The IBM ThinkPad notebook with Intel® Centrino™ mobile technology has a superior 
dual-antenna system for an extraordinary wireless performance. In addition, IBM Access 
Connections Software simplifies connecting even as you move between multiple connectivity 
environments. So go on and take your office to any part of the world' think freedom 


Call 1600 446767 or go to ibm.com/in/tpdecision 


to buy direct, locate an IBM reseller or for more information 
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Recall Woes 


BOUT TWO MONTHS AGO, 

Honda-Siel Motors 
recalled some 12,000 of its 
new Honda City cars. Last 
fortnight, it announced that it 
was recalling 2,000 of its 
Accord luxury sedans as well. 
What's going on? Nothing un- 
usual, says Neeraj Garg, a 
spokesperson for Honda- 
Siel Motors. "This is an 
international recall, and the 
cars we have recalled in India 
are those with potentially 
defective components that 
were sent to us, and only the 
hood top requires replacing. 
Otherwise only a bit of 
tweaking is required. This 
is not similar to the City 
recall," he says. 

But wouldn't two product 
recalls in two months hurt 
Honda's brand image in 
India? If Honda City's 
experience is anything to go 
by, then maybe not. There is 
still a three-to-four week wait- 
ing for the City, and it still 
sells more than 2,500 units 
every month. When the 
Accord recall was an- 
nounced, it was the market 
leader in its segment and had 
sold over 3,000 units since its 
launch a year ago. "From 
what | have seen, customers 
have not complained about 
the recall at all. This is all part 
of our corporate transparency 
strategy," says Garg. No 
doubt, it is also a sign of the 
car market maturing. 






IF THERE ARE NO 
OBJECTIONS, I'D LIKE 

TO START THE MEETING 
UJITH A PRAYER. 







{ YEA, THOUGH I WALK 
THROUGH THE VALLEY 
OF IDIOTS, I SHALL 
FEAR NO DOWNSIZING. 
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BUT MY INVESTMENT 
PORTFOLIO ISN'T 
DOING AS WELL AS 
I'D HOPED. 





FOR I HAVE A FIST 
OF DEATH, AND 
HIGHLY MARKETABLE 
JOB SKILLS. 





I NEED A HIGHER 
RETURN SO I CAN 
ESCAPE THESE 


(so, IF IT'S NOT | 
TOO MUCH TO 
ASK... 





WHATEVER 
YOU SAY, 
HEATHEN. 


[| AND LIVE IN 
SPLENDOR WHILE 
THEY STEUJ IN 
THEIR OUJN BILE! 


KUSHAN MITRA 
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Think in colour, Be colour capable 
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single platform. With the addition of colour capability, 
the e-studio 3511/4511 responds to your office 
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and allowing you to produce mixed B&W and Eolo 
colour documents with the same ease as B&W 
ones. Discover the advantage of an advanced 
B&W MFP with Colour on Demand. 
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A Whiff Of Coffee From Seattle? 


Does it make sense for the Seattle-based Starbucks to buy into Barista? 


pan COFFEE’ COMPANY'S (BCC) 
cup of woes continues to brim 
over. The pioneering coffee chain 
has been besieged with problems, 
starting with a business model that 
went haywire, followed by the exit 
of its original promoter, Turner 
Morrison, and entry of Sterling 
Group’s C. Sivasankaran early this 
year. In between, it has seen two of 
its CEOs go: the first being Ravi 
Deol (the man blamed for Barista’s 
losses) in May 2003 and the sec- 
ond his successor, Yogesh Samat, 
who resigned early this month. 
To top it all, there are strong rum- 
ours that Tata Coffee (which owns 
34.3 per cent of the company’s 
equity) may want out too. 
Though Tata Coffee has 


A Costly Game To Play 


denied sell-off reports, the market 
is abuzz that international coffee 
chain Starbucks has been sounded 
out by the Tata Group. But the 
moot point is, would Starbucks be 
interested? Unlikely. This business 
is all about brands. Why would 
Starbucks want to trade in its own 
equity for Barista’s in India? A 
cafe’s competency is location, and 
here too there are enough of high- 
street locations still available, so 
Barista again can offer very little to 
Starbucks. It has been Starbucks’ 
philosophy to enter new markets, 
such as China, which it did in 2002, 
on its Own steam or at best with a 
super-franchisee a la McDonald’s in 
India. And it is here that Barista 
can, hypothetically, fit in nicely as 


MEHRA 


VIVAN 





A Barista outlet: Storm in a coffee cup 


the back-end company running the 
Starbucks brand in India. An Indian 
coffee chain brand would have been 
killed, but investors would have 
salvaged some value. 

SHAILESH DOBHAL 


It costs advertisers a hell of a lot of money to buy cricket. So why is no one complaining? 


T CLOSE TO RS 11-12-CRORE A DAY, THE RECENT AUCTION OF 
four-year (108 days) live telecast rights of international 


cricket matches in India by the Board of Control for Cricket in 
India (BCC), raises some fundamental questions. Like, has cricket 
become too expensive for both broadcasters as well as advertisers? 
Ever since Sony Television’s Max bid $225-million (Rs 1,097-crore | 
at 2002 exchange rates) for the International Cricket Council rights 
from 2002 to 2007, there has been an upward spiral in acquisition 
costs, with the current BCCI bids drawing $260-million (1,214-crore) 
from Zee, and $230-million (Rs 1,074-crore) from ESPN-Star 
Sports. “The inflation in cricket advertising costs is largely because 
of irrational bidding by competing broadcasters," says C.V.L. 
Srinivas, Managing Director of Group M media-buying com- 
pany, Maxus. Why isn't anyone complaining? *For cricket, view- 
ership in India is absolute and confirmed,” says Kunal Dasgupta, MD, 
SET India. Advertisers agree. There already are some 1,600 brands 
riding on cricket and their number is growing 35 per cent year-on- 
year, compared to 20 per cent for overall Tv advertising. Not sur- 
prisingly, Zee expects Rs 800 crore of profits from the Bcc! deal. 
SHAILESH DOBHAI 
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by Saurabh Singh 


..Proshanto Banerjee of 
GAIL acquired a stake in 
Egypt's National Gas... 





AU LE XP ure 


..Rupert Murdoch of Star TV bought a quarter 
of Ekta Kapoor's Balaji Telefilms... 


Ratan Tata of Tata Group 
announced plans of investing 
$2 billion in Bangladesh... 


„Centurion Bank's 
Shailendra Bhandari talked 
of adding 14 new branches... 





..and Sajjan Jindal of Jisco seemed set 
to acquire LMW's steel unit. 


You always wanted a dream vacation 
We just made your dreams come true 





Breathtaking. architecture, magnificent views and a luxurious da. ipating Hotels Night 
environment are the ingredients that are sure to de-stress your body. Jaipur 
When it is complemented by the famous service and hospitality of Agra ET and get ind get 
Oberoi Hotels & Resorts, the magic is complete. Experience the Bd EMI 
rejuvenating massages and therapies at our Spas that are sure to is pe Disalin 
revitalize you, while the interactive sessions with wildlife and nature z 
experts will add à new dimension to your knowledge. ' n 
O 
And now for a limited period, our special offer enables you to Cox lm. diei 
stay longer at our signature resorts giving you several bonus nights 0? di | n 
with our compliments. So go ahead and plan for a longer break. 
Cookery 
ire ex 
This offer is valid from 15th "August. to 151b October 2004. | AP 


FOR RESERVATIONS, PLEASE CONTACT YOUR TRAVEL AGENT OR 
CALL 1 600 11 2030 TOLL FREE. YOU CAN ALSO CALL US AT 011 55% 
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PINAKI PAUL 


“BPOs And Net 


Phone Networks 
Are The Latest 
Targets" 


EL YEAR, DOZENS OF BIG AND SMALL COMPUTER 
viruses attack networks worldwide. Most cause 
temporary and minor damage, but some end up crip- 
pling networks. Like MSBlast, which hit the networks last 
year and immediately threw tr infrastructure of com- 
panies out of gear. One of the companies that’s made a 
billion-dollar business out of protecting computers is 
McAfee. Recently, its Chairman and CEO, George 
Samenuk, was in India and spoke to BT's Venkatesha 
Babu on emerging industry trends. Excerpts: 


How do anti-virus companies sell without coming off as 


zealots scaring people into buying their technology? 
(Smiles) Yes, aren’t we a bit like the insurance people? 
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But enterprises are realising the kind of losses inflicted 
by business opportunity lost because of viruses. So an 
investment in protecting oneself is understandable. 


The industry is seen as offering merely anti-virus and 
firewall protection, and not being pro-active enough. 
What is your defence? 

That is a very simplistic way of looking at things. 
McAfee has moved beyond being reactive to being a 
pro-active player, offering services like intrusion de- 
tection and intrusion prevention. We try to keep our- 
selves a step ahead of the bad guys, but with several 
hundred viruses coming out all the time it is a tough 
thing to do. People don’t appreciate that. 


How does India fit into McAfee's global plans? 

We have been in India for the past couple of years. This 
visit is related to our setting up a research lab, which 
will work on software to detect and prevent viruses, 
spam and worms coming out all the time. We have 400 
people working in India, which is more than 10 per 
cent of our global workforce of around 3,100 people. 
We have a technical support centre in India, which sup- 
ports our global customers. In some of our recent 
releases, the Indian centre has contributed nearly a third 
to product development. 


Is the Indian market (estimated at Rs 240 crore) for virus 
protection growing? 

The Indian market is growing significantly. With the 
number of BPOs present that work 24x7, any attack can 
be devastating. Indian BPOs are signing up with us. Also 
with a number of iP telephony networks increasing in 
enterprises, demand for our products and services in 
India are also going up significantly. The BPO industry 
and the phone networks are the latest targets. 
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Linen Club Fabrics add to the 
comfort and class of my designs. 















INDIAN RAYON 


World class Linen exclusively from the Aditya Birla Group CLUB AKG 
Ask for Linen Club Fabrics only at leading fashion outlets FASHIONING THE HIGH LIFE 
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On Top Of The World 


TCS, Wipro and Infosys are much better at global delivery than IBM or EDS. That's no joke. 


ES OFFICIAL. INDIAN IT 
services vendors have better global 
delivery capabilities than their over- 
seas counterparts. Global tech re- 
search firm Forrester has passed 
that verdict in a research report ti- 
tled Low-Cost Global Delivery 
Model (GDM) Showdown, published 
earlier this month. The report places 
Indian vendors TCS, Wipro and 
Infosys a few decisive notches above 
IBM, EDS and Accenture, on off- 
shore capabilities (see BT 60 
Minutes on Page 96). 

All three Indian vendors appear 
in the *Leaders" category of a de- 
tailed Forrester ‘Wave’ diagram on 
offshore capabilities (TCS just about 
makes it into this category), while 
the overseas vendors all lag behind 
in the “Strong Performers" cate- 
gory. Infosys and Wipro vie for the 
top slot in the leader category, while 
TCS just about makes it into the 
‘leader’ segment. US-based software 
services vendor EDS is plotted last in 
the strong performer category. 

“In November 2002, we had 
talked of IT services adopting a 
tiered delivery model. Now this re- 
port is about how it is going to 
evolve. There are two different 
camps leading this development, 
onshore (US-based) and offshore 
vendors (Indian); the whole idea 
here was to look at where they are 
in that evolution. It is not meant to 
be an exact vendor to vendor analy- 
sis,” explains John McCarthy, the 
Forrester researcher who is the lead 
author of the report. 

The study evaluates the players 
on over 60 parameters to measure a 
firm’s low-cost GDM skills. The skills 
stretch across current offerings, 
strategic direction and market pres- 
ence. The focus is largely on ap- 
plication-related work, which com- 
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INDIVIDUAL STRENGTHS 


@ ACCENTURE: 


e TCS: 


e WIPRO: 


e INFOSYS: 


e EDS: 


@ IBM: 


prises the bulk of client work on a 
low-cost GDM. “Third party valida- 
tion of this kind always helps when 
we talk to clients” says Sangita 
Singh, Chief Marketing Officer, 


Wipro Technologies.“The most im- 


portant thing about the report is 
that it helps us bring a standard 
nomenclature to GDM,” she says. 

The study makes interesting ob- 
servations on the time budget vari- 
ance between the two sets of play- 
ers. Like this one: “One reference 
stated that the typical time and 
budget variance with IBM was 20 
per cent, it dropped to less than 1 
per cent when the application work 
was shifted to Infosys.” 

The Indian firms win hands down 
on the number of clients doing ap- 
plications maintenance, new devel- 
opment, packaged apps maintenance 
and number of dedicated offshore 
development centres (see Individual 
Strengths). “We are still in the early 
or middle stages of the GDM devel- 
opment and each set of vendors 
have their challenges. In this set of 
criteria, this is the way they graded 
out,” says McCarthy. 





The report obviously hasn’t 
gone down well with the laggards. 
“We think the report is too India- 
centric and we also sign much larger 
contracts than the Indian vendors 
whereas the report has only taken 
into account number of contracts,” 
points out Cathy Meister, 
Marketing head for Applications 
Services at global IT Services giant, 
EDS. Defends McCarthy: “When 
we spoke to clients we found that 
80 percent of the work they were 
sending offshore was to India and 
also we don’t have the calibre of 
vendors that we see in India in any 
of the other offshore destinations.” 

The race to the finish has clearly 
begun. The question is: Will the 
Indian vendors be able to maintain 
the lead when their overseas rivals 
put all their investment capacity 
behind GDM? “Well we are all 
climbing the mountain from dif- 
ferent sides in a bid to make it to the 
top” says Singh, before adding a 
trifle philosophically: “Let’s just say 
the wheel is spinning; we will have 
to wait and see where it stops”. 

PRIYA SRINIVASAN 


Should It Be Stock, Or Soya? 


Volumes in commodities trading have touched Rs 1,500 crore. And they're rising fast. 


i Vise A BUMPY START, 
commodity markets in India 
have finally started looking up. 
And the combined volume of 
the three national commodity 
exchanges (National Commodity 
and Derivatives Exchange 
(NCDEX), Mumbai, Multi 


Commodity Exchange (MCX), 
Mumbai and National Multi 
Commodities Exchange (NMCE), 


Ahmedabad has already reached 
levels of Rs 1,500 crore. For a 
market that's only just opened up, that compares well 
with average daily stockmarket volumes of Rs 13,000 
crore. Stockbrokers who've ventured into this virgin ter- 
ritory are obviously ecstatic. *It has already reached 25- 


Commodities trading: Looking up 


30 per cent of our stockmarket volumes," says Satish 












Exchange your current workplace for 
Comfort, Elegance and Convenience. 


With Logitech Cordless keyboard & mouse, you 
can enjoy the marvelous experience of total 
comfort and freedom. That's because they can be 
used from up to 6 feet away. What's more, they 
not only provide absolute freedom to point, click 
and scroll but also add to the elegance of your 
home or workplace. 
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smart one touch internet access 
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Menon, COO, Geoyit Securities. 
Gold and silver are con- 
tributing the majority of volume. 
Not surprising because these are 
standard commodities and serve 
as international currency. But 
transactions in other commodities 
(especially agricultural ones) are 
increasing rapidly. Products like 
guar seeds (13 per cent), soya 
(12 per cent), and rubber (4 per 
cent) are among the high-vol- 
ume generators. More impor- 


tantly, retail participation in these commodities is also 
very high. That's good news because it means the real 
beneficiaries—farmers and users of these agricultural 
products— have finally cottoned onto commodities. 


NARENDRA NATHAN 
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The Mid-segment Bulge 


Manufacturers slash prices to spur sales of mid-sized cars. 


C For Car 


Mid-sized car sales are soaring. 
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T WOULD NOT TAKE AN EXPERT TO TELL YOU THAT THE CAR MARKET IN 

India is booming. With over 700,000 passenger cars sold in 2003, the 
evidence is clear and present on Indian roads. And even though the bulk 
of the trade is still dominated by the ‘compact’, or B, segment, which has 
over 60 per cent of the market (April-June 2004-05), another segment that 
has got the manufacturers salivating is the mid-size, or C, segment, and 
particularly the lower-end of this segment. 

As car-makers hit the pedal, blame the smell of burning rubber on 
Tata Motors and its B-stretched-to-C car, the Indigo. Rolled out in early 
2003, the Indigo was aggressively priced below the Rs 5 lakh mark (and 
soft interest rates meant an EMI of less than Rs 10,000) and today is the 
highest selling car in the entire segment—in July alone 3,296 Indigos 
were sold. That has made competitors sit up. In the past three 
months, Maruti Suzuki, General Motors and Ford Motor have slashed 
prices of their own cars in the segment. Take a look at the prices of the 
base models. The new-look Esteem is cheaper by Rs 40,000 at Rs 4.25 
lakh (ex-showroom, Delhi). Ford has pushed the price of its Ikon down 
to Rs 4.49 lakh, a drop of Rs 30,000 and General Motors’ Corsa now 
costs Rs 4.86 lakh, which is Rs 36,000 less than before. 

Of course, none of the auto-makers will admit that it's a reaction to 
Indigo, but they are more than willing to admit that the price cuts are 
targeted at the million-plus compact car owners in the country. “There 
are over a million people out there with compact cars over two years 
old who are looking to upgrade, and even if we can get a tenth of that 
number to shift this year, we will almost double the segment”, says David 
Fried ian, Managing Director, Ford India. The mid-size segment 
which grew at over 30 per cent last fiscal, has seen sales for the first four 
months of this fiscal climb by 31 per cent. Ford predicts that the seg- 
ment will grow to at least 140,000 units for the Calendar Year. Maruti 
is already gaining, Price cuts have boosted Esteem sales from an aver- 
age of 1,000 a month to more than 1,700 in July. 

However, the optimism is not shared by all. Rajiv Dube, Vice 
Preside! t, passenger car division, Tata Motors, believes that India is yet 
to acquire a high vehicle turnover rate. “Just because some people in ur- 
ban areas are upgrading frequently does not make it a nation-wide 
trend." His rivals will soon find out just how deep the new niche is. 

KUSHAN MITRA 
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Tough times ahead: Businesses are 
tentative in Nepal 


UST 15 DAYS AGO, DABUR 
Nepal sponsored the Miss 
Nepal contest. Now, though, of- 

ficials of the Indian company 
(one of the 84 in Nepal) are 
preparing to pack their bags. 
Greenhouse operations (Dabur 
Nepal is into food processing) 
have been suspended for 10 
days while the officials watch 
the moves of Maoist rebels, 
who've not just taken on 
Nepal's government headed by 
Sher Bahadur Deuba, but have 
issued "notices" to foreign busi- 
nesses to bankroll their insur- 
gency. "We are very concerned 
about our employees all of 
whom are Nepalese," says 
Sunil Gupta, vP, Coca-Cola, 
whose Bottlers Nepal has sus- 
pended operations due to grow- 
ing violence. "We have been as- 
sured that Indian businesses in 
Nepal will be protected," says 
Navtej Sarna, a spokesperson 
for the Ministry of External 
Affairs. Incidentally, the largest 
private sector employer in 
Nepal is rrc's Surya Nepal. 
Meanwhile, both consumers 
and companies suffer as prices 
of consumer products soar. 
AMANPREET SINGH 
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A Market Gone Hyper 


The who's who of corporate India is blueprinting forays into hypermarkets. 


Fe SOME TIME NOW, THE STRESS 
has been more on the hype and 
less on the market. That’s begin- 
ning to change, what with a clutch 
of corporate majors evaluating for- 
ays into the hypermarkets space. 
According to the buzz in the market, 
the Godrej group, the Mittals of 
the Bharti group, the Singhanias of 
Raymond, Piramal Enterprises, ITC, 
the Munjals of the Hero Group, 
the Tatas through Trent, the Wadias 
of Bombay Dyeing and the Reliance 
Group are planning retail ventures, 
many of them in the hypermarket 
format. Existing players like RPG 
Retail and Shopper’s Stop, in the 
meanwhile, are in a frenetic ex- 
pansion mode. Raghu Pillai, CEO 
(Retail Sector), RPG Enterprises, 
proffers one good reason for the 
corporate rush into hypermarkets. 
“Many hypermarkets are able to 
achieve cash break-even within 
six to nine months." 

To be sure, many of the corpo- 
rates blueprinting hypermarket for- 
ays have already dabbled in retail in 
some manner: The Singhanias, for 
instance, have their Plug-in stores, 
and a move into larger-format re- 
tailing doesn’t defy logic. Trent, 
which currently has a nationwide 
chain of Westside lifestyle stores, 
will have at least one hypermarket 
store towards the end of the year, 
reveal industry observers. And a 
Godrej company official lets on that 
“the group is evaluating the option 
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Retail Rush: This one is a departmental store; wait for the hypermarket 


of getting into retail," but the busi- 
ness model has yet to be frozen. 
Similarly, the Munjals of the 
Hero group plan to set up conven- 
ience retail stores on the lines of 
global chain 7-Eleven. Rahul 
Munjal, CEO, Easybill, the Munjal 
group firm that’s spearheading the 
retail thrust, points out that, like 
7-Eleven, his company will also tie 
up with companies and banks. 
Arvind Singhal, Chairman, KSA 
Technopak, a Delhi-based retail 
consultancy, has little doubt about 
the huge opportunity up for grabs. 
The durables industry is worth Rs 
45,000-50,000 crore, and growing 
at 20 per cent conservatively, he 
says. The food and groceries business 
is worth upwards of Rs 6,00,000 
crore per annum. “(Against this), 


the biggest player in food retail- 
ing—Foodworld—4s no bigger than 
Rs 400 crore," says Singhal. 

The landscape will change soon 
enough. The RPG group, which 
has four retailing formats, is ex- 
panding in a big way. Within the 
next three years, there will be 150 
Foodworlds (up from 92 now), 
over 330 Music World stores (166), 
140 Health and Glow stores (27) 
and 15 Giant stores (two), which 
could all move to the Spencer's 
brand name. RPG Retail's Pillai is 
hopeful that the Giant hypermar- 
kets will post a turnover of Rs 250 
crore this year and within the next 
three years cross Rs 1,000 crore. 
"Retail is a virgin territory,"he 
says. Not for long, Mr Pillai. 
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“Organised Crime Is 
Also Spreading Virus” 


d P RECENT SPATE OF INTERNET 
viruses bas bit one company 
harder than others: Microsoft. 
Will Poole, vp and Head of the 
Windows division, spoke to BT’s 
Kushan Mitra on the company's 
bid (in the form of Windows XP 
Service Pack 2) to fortify its soft- 
ware against viruses. Excerpts: 


What's behind the massive rise of 
viruses and worms on the internet? 
A great deal of malicious code is be- 
ing written by young kids who 
want bragging rights inside their 
circle of friends. (The recent 
MyDoom virus was created by a 
17-year-old boy in Germany.) And 
recently, there has been a perturb- 
ing trend where we are seeing or- 
ganised crime also start to distribute 
malicious code over the internet 
usually as email attachments. 


How will Win XP SP2 change 





all that? 

SP2 has some radical changes over 
previous versions of Windows when 
it comes to the security front. There 
are four new levels of protection— 
starting from fundamentally stronger 
security settings—the Firewall is en- 
abled when the software is installed. 
Email attachments on Outlook 
Express are quarantined if they are 
non-known types and the program 
works better with the anti-virus soft- 
ware. The default settings on Internet 
Explorer are enhanced, preventing 
malicious ActiveX code from in- 
stalling itself on your computer. And 
finally, the fourth improvement has 
been the modification of the com- 
piler code, which prevent the buffer 
overruns, which allow these viruses 
and worms to propagate. If SP2 was 
available on the market earlier, the 
massive outbreaks of the past could 
have been prevented, but we have 
working to get this on the market as 
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Microsoft's Will Poole: Hitting back 


fast as we could. 


What is happening on the 
Longhorn project, the successor 
to Windows XP? 

Frankly, the Longhorn project 
took a hit in the past few months 
as a majority of the Windows de- 
velopment team worked on getting 
SP2 to the market as fast as possi- 
ble. But, we have made progress 
and we should have a beta ver- 
sion out by next summer. 








It's A Sony—From Thailand 


Sony decides to stop manufacturing its audio line in India. 
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GREAT BRAND UNDONE BY HALF-HEARTED MARKETING AND RUTHLESS 
Korean rivals. That's the story of Sony in India. Although the Japanese 
consumer electronics giant has been in the country for 10 years, it's a min- 
now compared to LG and Samsung, which have racked up revenues of Rs 
4,500 crore and Rs 4,000 crore, respectively (January-December fiscal year), 
compared to Sony's Rs 850 crore. According to published figures, Sony 
claims to have a marketshare of 8 per cent in the ‘entertainment systems’ 
category, which includes both audio and video. Now, Sony has decided that 
it won't make audio systems in India. Instead, products will likely be sourced 
from Thailand, following the Free-Trade Agreement signed between India 
and Thailand , where it has a much bigger facility compared to the 2. lakh 
audio units-a-year plant in Daruhera, Haryana. Will crvs be next? *No de- 
cision has yet been made on CTvs,” says Mohit Parashar, General Manager 
(Audio Visual Systems), Sony India. But unless the company gets its act to- 

gether, CTVs may inevitably follow the audio line out of India. 
KUSHAN MITRA 
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A 'TimeWarner Company 


Anti BPO strikes in the U.S. 





call-centres layoff in Bangalore 


In life all things are connected. Even an event half way around the 
world can affect your hometown. Which is why, YOUR WORLD TODAY, 
CNN's fast-paced and dynamic nightly news program, ensures that 
you stay connected to the latest breaking news, global news, sports, 
business and weather information. 


Make the connection. 


Watch ‘Your World Today’ 
Mon - Fri 8:30 p.m. to 12:00 a.m. 


Check out > www.cnn.com/international 
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Bulking Up On Generics 


Indian drug companies line up to sell directly in the US. 


$e A NEW BUZZWORD DOING THE ROUNDS OF PHARMA COMPANIES 
in India, and it is “front-end model". Huh? Made popular by industry 
analysts on Dalal Street, the phrase indicates a significant, albeit riskier, 
shift in marketing strategy of generics abroad—especially in the “regu- 
lated” markets of the US and Europe. So far, most of the big Indian com- 
panies have sold generics abroad via distribution partners. Now, they want 
to build their own sales force to push their products. Ranbaxy and Sun 
Pharma already do that. Following suit is a bunch of others, including Dr 
Reddy’s Labs, which is working on building a field force in the once it 
is ready with a specialty product, and Wockhardt, which set up a dis- 
tribution arm in the US this April to supplement its sales initiatives. Ditto 
Glenmark and Aurobindo Pharma. The former's US subsidiary won't just 
market formulations, but file for drug approvals too, while the lat- 
ter—primarily a bulk drug manufacturer—is gearing up for a generics 











- launch. What's prompting Indian companies to abandon, at least partly, 
= their marketing partners? The fact that the generics market in the US 
= alone is expected to touch $19 billion by 2005, and that there’s more 
T * money to be made when there's no partner to share the revenues with. 
i Strategy shift: They don't need no distributors E. KUMAR SHARMA 
——— es. d BUD a AE P 
4 
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| Hyderabad's Techies Come Home 


[ Returning software engineers are easing up the IT job market in Cyberabad. 


4 WORK AT THE CORPORATE HEADQUARTERS, HEAD A (0000000) 
large team, ‘am close to my family and get to spend fj uL oO 
more time with parents and relatives,” says Ravi 
Gottiparthy. The 37-year-old software professional 
moved base from Massachusetts in the US to 
Hyderabad, where he works for Satyam Computers, in 
June this year and is trying to explain why the move 
has been good for him. Actually, the move's been 
good for his employer too. Satyam, for instance, has 
been hiring, on an average, at least two such tech re- 
turnies every quarter for the last three years, and some 
of the hires have been at the director and senior vice 
president levels. A.S. Murty, Director & Senior VP (HR) 
at Satyam, sees this as a growing trend. Says he: “Rise 
in compensation levels and opportunities to return 
home along with greater end-to-end responsibilities at "TE à 
workplace are attracting people back." That's bene-  Satyam’s Ravi Gottiparthy: Happy to be back home 
fitting other city companies such as VisualSoft, Infotech 
Enterprises and ADP, an American firm. now the figure is between Rs 12 and Rs 13 lakh) it cer- 
While the growing influx may not have softened tainly has improved the quality of talent available in the 
compensation (in 1995 a project manager in city. For employers, that's bargain enough. 
Hyderabad was earning between Rs 3 and 4 lakh; E. KUMAR SHARMA 
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an event half way around the world 3 : 
can affect your hometown. Which is 3 
why, YOUR WORLD TODAY, CNN's fast- 4 
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paced and dynamic nightly news 
program, ensures that you stay 
connected to the latest breaking news, 
global news, sports, business and 
weather information. 


Make the connection. 
Watch ‘Your World Today’ 


YOUR S@WORLD® TODAY 





Mon - Fri 8:30 p.m. to 12:00 a.m. 
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Weighing In On Lodha 


The Birlas launch a new line of attack against the "outsider" R.S. Lodha. 


Tm E-MAILED PRESS RELEASE WAS 
short and terse. Issued by a PR 
firm on behalf of the Birlas on 
August 17, 2004, it announced that 
N.G. Khaitan, solicitor, “had filed a 
petition seeking probate of two mu- 
tual and concurrent wills of late M.P. 
Birla and Late Priyamvada Birla. The 
mutual wills of 1982 bequeaths (sic) 
their entire estate to charity." This 
was preceded by a press conference 
at which Khaitan released to the 
media copies of the mutual wills, 
made on July 13, 1982. He also 
said it was M.P. Birla's wish that his 
properties be donated to charity af- 
ter Privamvada's death. 

While that may well have been 
the case, a plain reading of the will 
doesn't say so. The relevant para- 
graph (Clause 2) says: "Subject to 
the payment of testamentary ex- 
penses and dues of the estate duty...! 
bequeath all my properties...to my 
wife Shrimati Priyamvada Devi Birla 
absolutely and in the event of my 
wife predeceasing me the execu- 
tors shall make over and/or donate 
and/or settle for public charitable 
purposes my estate as they may 
think fit....” Priyamvada Birla’s 
“concurrent will” is almost identical. 


BIRLA STAND 
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R.S. Lodha: In the eye of the storm 


Lawyers point out that the word 
“absolutely” in M.P. Birla’s will is 
crucial. It means that his wife be- 
came absolute owner of his estate on 
his demise and was free to do what 
she wanted with it. *The clause on 
charity would come into play only if 
Priyamvada predeceased him,” a 
lawyer points out. Coming to the 
“concurrent will” that Priyamvada 
Birla made in 1982, she admittedly 
did leave her assets to charity by 
this document, but in the subse- 
quent will of 1999 (which gave her 
estate to R.S. Lodha), she clearly 
writes: ‘Any will made prior to this 
date stands cancelled’. 

“She was well within her rights 
to do so,” the lawyer points out. 





Therefore, it follows that she was 
also within her rights to leave her as- 
sets to any person of her choice. 
“My client is on very strong legal 
ground,” claims Debanjan Mandal, 
Lodha’s solicitor. 

The Birlas and their legal advi- 
sors obviously know this. So why are 
they following this line of attack? At 
the press conference, Khaitan had re- 
peatedly stressed that Priyamvada 
Birla did not and could not have 
made the 1999 will. Asked pointedly 
if he was accusing Lodha of obtain- 
ing the will by fraud, he evaded a di- 
rect reply. “We'll tell the court what 
we have to say,” he said. There have 
been subsequent reports of 
Priyamvada Birla’s ill health, her 
unpredictable behaviour—all point- 
ing to loss of testamentary capacity. 

The Birla strategy seems to have 
short-term and long-term compo- 
nents. First, throw a shroud of 
doubt and uncertainty over the 
1999 will and hope that the court 
appoints an independent adminis- 
trator for the M.P. Birla Group. 
This will deny Lodha the advan- 
tage of incumbency and control. 
The long-term plan seems to be to 
avoid the uncertainties of the Hindu 
Succession Act 1956, which will 
come into play if the 1999 will is set 
aside by the courts (see Business 
Today issue dated August 15, 2004). 
If the court does quash the 1999 
will, the previous will (1982) will 
come into force and its executors— 
G.P. Birla, Kashi Nath Tapuria, 
Pradip Kumar Khaitan and any per- 
son chosen by them to replace the 
deceased fourth executor M.P. 
Birla—will gain control of the estate. 
The Birla family and its immediate 
circle will then decide how best to 
execute M.P. and Priyamvada 
Birla’s desire for charity. 

ARNAB MITRA 





Redressing 
Men's Wardrobe 
with 


100% Cotton Shirts 





* (North)Delhi : ‘Mangal Paridhan' Shakti Nagar, (01 1)-27463416, Rajauri Garden (011)-51446598, Lajpat Nagar (011)-57721178, Shivam Apparels E-27, Connaught 
Place (011) 23416068 eGurgaon : Mangal Paridhan (Only Appareis) DLF Mall (0124)-5068240 eindore : Harshdeep Marketing Agency, Sneh Nagar (0731)-2460900/2461841 
* Kanpur : Kotts 'N' Kool, Tilak Nagar (0512)-2542066, * Jalandhar : Singland Marketing, (0181)-3090627,¢ Ghaziabad : The Century Shop 75 Ambedkar Road. (0120)-2796902 
* (West) Mumbai : Mangal Paridhan : Worli (022)- 24385403, Thane (022)-25393366. World Trade Centre, Cuffe Parade (022)-22184495, Near TV Centre, Worli, (022) 
24934246, Kalbadevi, (022)-22077089, Shri Jagdamba Emporium, Malad (W) (022)-28890662, Jolly World of Cotton, Mulund (W)( 022)- 25643024, Bandra ( Only Appareis) 
(022)-26465622 «Ahmedabad : Cotton Palace, Mardia Plaza, C.G. Road (0709)-6403499, e Rajkot : Riddhi Siddhi, Dr. Yagnik Road (0281)-2693344 * Pune : 354, Narayan 
Peth, Laxmi Road (020)-4024645 e(East) Kolkata : Shyam Paridhan, 258 Camac Street, 700016 e (South) Bangalore : Mangal Paridhan,181, Commercial Street. Opp. Toy's 


Kemp (080)- 51238511,° Secunderabad : Jai Ganesh Clothing, M. G. Road (040) 55337171/55337272. * Hyderabad : Auro Apparels, Opp. Shanbhag Punjagutta (040) 
55757272 
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TATA MOTORS «Keyless entry * Engine immobiliser * Power steering * Front and rear power windows * Roof mounted AC 


Available in the price range of Rs. 4.89 lakhs - Rs. 5.89 lakhs (Ex-showroom Delhi). Two engine options of 90 PS and 68 PS and in Bharat Stage I/I 
8 seater Victa GX Turbo. Accessories shown may not be part of standard equipment. For assistance call our toll-free number: 1600-225552. Visit us at 





Sometimes, all it takes to be a man 

is to be a woman. 

Shalini Vakil heads a successful financial services company. 
She rose, not on high heels 

But with feet firmly on the ground. 

With a clear realisation that there 


is no substitute for perseverance. 
She still thinks her biggest achievement 
Is her two children. 

She still retains her Sumo. 


=. "I. 


wn to earth self? 
If yes, chances are you drive a Tata Sumo. Or will much appreciated seating comfort is furt 
soon join the 2,65,000 people that drive one. Ina by an all new 60:40 split middle row and a thi 
world of changing values, there are some that are front facing option 
timeless. Like the Sumo Victa Leather wrapped steering | 
unpretentious in its core appeal of spaciousness. gear add to improving that tactile feel. The 
et reassuringly moving turning radius in its 


PRESENTING THE 


" $ ims; +o Am me Ly tacos , IRO ANLA? 
with tne times The NEW iOOK TaSCla wears the now 


familiar Tata grill and is signed off by sparkling clear power assist steering SUMO 
nead lamps and fog lamps. Non-fussy vertical tail a delight to maneuver 


t 


lights with integrated fog lamps add a touch of in tight corners or WV + 
character to the rear along with the chrome inlaid parking slots. Do test € o 


spare wheel cover. The cabin is still the quietest in drive one today What you drive is who you are 
* New comfortable steering position Flexible seating cum luggage space © Quietest cabin + Smallest turning circle radius 


tions. Sumo Victa comes with an 18-month, unlimited kms. warranty. Additional 18 months warranty option available. Model featured above is 
vw.tatamotors.com. Regional Offices: Mumbai: 022-56561600 * Gurgaon: 0124-2805141/43 « Kolkatta: 033-22262784 * Banglore: 080-56620500 
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zooming inflation, and the coming oil shock. 
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couldn't have planned it bet- 
ter. Or timed it so. Galloping 
inflation, a patchy monsoon, 
and a global spurt in the price 
of crude (oil) are threatening 
to remove some of the cheer 
from the financials of India 
Inc. Each of the three is a 


— handful and it is a rare year 
— that sees them joining hands 


T. 
T 
— 


as they have now. 
Conventional logic would 
seem to suggest that 2004-05 
is a write-off for business. 
India Inc, however, will 
have none of this: displaying 
the kind of insouciance that 
hasn't been seen since a cer- 
tain Alfred E. Neumann dug 
a finger deep into a nostril 
and famously 

declared *What, me worry?" 
it is looking forward to an 
increase not just in revenues, 
but in earnings too. Nor is its 
confidence misplaced: the 
new Government at the centre 
has, despite the influence the 
communist parties exert over 
it, indicated its commitment 
to economic reforms; India 
still remains among the 
fastest-growing economies 

in the world; the domestic 
market, in categories as far 
removed as cars, credit cards, 
and computers, is booming; 
new jobs are being created 
and salaries are booming; 

and the great Indian outsourc- 
ing story is still very much 
alive. Enough reason to term 
India Inc. invincible? Maybe. 


UMESH GOSWAMI 





Money for hire: A low interest rate regime is conducive to investments 
LU 
A Benign Interest 


10. Rate Regime 


NTEREST RATES, AS MOST PEOPLE WHO CAN READ THE YIELD CURVE AND 
quite a few that cannot, claim are certain to increase appreciably. 
For instance, the yield on 10-year Government of India bonds inc- 
reased from 5.06 per cent on April 20 to 6.44 per cent on August 20. 
"Interest rates," goes the popular refrain, *will soon increase enough 
to adversely affect the economic recovery in the making." 
Fortunately for India Inc, this is far from the truth. Much of the hys- 
teria comes from a misinterpretation of the phenomenon: what 
India is going through now isn't as cataclysmic a thing as a change 
in the interest rate structure, but a more mundane correction of the 
yield curve. Short-term rates remain stable, while the yield on 
long-maturity paper has shot up. *The yield curve in India was way 
too flat for a long period of time," says Conrad D'Souza, General 
Manager (Treasury), HDFC. “It has just got corrected now." 
Some analysts insist that spiralling inflation is one reason why inte- 
rest rates will have to move North. Aditya Puri, the CEO of HDFC Bank, 
doesn’t quite agree. “There is too much misconception about inflation,” 
he says. “Nowhere in the world is the policy or long-term direction (on 
interest rates) based on the wholesale price index (WPI); WPI is a 
flawed measure as it has a base effect.” Puri’s reference is to a phe- 
nomenon where the inflation rate (always measured on a point-to-point 
basis) is exaggerated when a stable index a year ago is complemented 
by spiralling prices now. That is just what has happened: between end- 
April and end-August last year, the wri was almost static. It started 
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moving up from September 2003; that 
means, starting this September, the in- 
flation rate should start tapering off. 
There are other reasons why inflation 
will cease to be a factor soon. “Commo- 
dity prices move in their own cycles and 
come September, we expect them to ease,” 
says Nilesh Shah, Chief Investment 
Officer, Prudential ICICI Mutual Fund. 
Ergo, the interest rate regime will continue 
to remain benign. And given the liquidity 
in the system (banks are choked to the gills 
with cash), any increase in interest rate will 
likely be marginal. 
NARENDRA NATHAN & 
ROSHNI JAYAKAR 
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S). A Weak Rupee in the Near Term 


6- — 4855 Dollar Worth 
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Exporter heaven: Weak rupee in the near term and strong rupee in the long-term Figures are forex rates in rupees to the dollar 


ND A STRONG ONE IN THE 

medium and long term. 

That's the prognosis of for- 
eign exchange experts and it could- 
n't be better for India Inc. *Our 
view is that the rupee will weaken 
initially on oil price and inflation 
concerns to 46.70/47, but subse- 
quently recover," says V. Rajagopal, 
Chief Dealer (Forex), Kotak Bank. 
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"We expect it to be in the 45.25, 
45.65 band by then." A strong cur- 
rency usually hits corporate profi- 
tability (imports become cheaper 
and companies cannot increase 
prices in the domestic market), but 
it comes with several positives: it 
curbs inflationary tendencies and 
attracts capital investment from 
other countries, thereby stimulat- 


ing economic growth. And a weak 
rupee in the short term will help the 
cause of exporters. “Around a third 
of our cost is in rupees," explains 
Deepak Sogani, Chief Financial 
Officer, Patni Computer Services. “If 
the rupee depreciates by 1 per cent, 
our margin will improve by 33 ba- 
sis points.” 

NARENDRA NATHAN 


DEEPAK G. PAWAR 


Prime Minister Manmohan Singh and 


[ Finance Minister P. Chidambaram are doing ) 
ue, what they are best at: reforming 
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Forecasters — — o suos 
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ELL, INDIA WAS ACTUALLY THE 18TH FASTEST GROWING ECONOMY IN. PeU — 298 7 
\ X the world in 2003 according to the CIA World Fact Book, 2004. Venezuela — — — 95 36- 
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on par with Argentina (the 15th) in the pecking order of economies that mat- Israel - A . 20 
ter. Even by Chinese standards (a 9.1 per cent growth rate in 2003), — South Africa 18 — 32 
India's growth rate of 8.2 per cent in 2003-04 is nothing to be sneered at. Turkey 6.0 4.4 
After all, the US grew by 3.1 per cent in 2003, Japan by 2.5 percent, Brazil Czech Republic —— 33 3.8 | 
by a negative 0.2 per cent, and Asian Tiger Thailand by 7 per cent. IMF pre- Hungary | & ee 
dicts that India will grow by 6.8 per cent in 2004-05. Says Anil Singhvi, Ped o ——»VJENES 4.9 
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8 per cent growth isn't bad at all. India Inc is justified in hoping DuKMM Oc onist nsligence 
of that growth will translate into foreign investment and domestic demand. Unit: Goldman Sachs, HSBC. ING Financial Machete. Morgan 


T HE INITIAL ASSAULT OF THE COMMUNIST PARTY OF INDIA AND THE COMMUNIST 


SHOME BASU 





Party of India (Marxist) on the reforms process seems to have subsided. 
Today, the trio of Prime Minister Manmohan Singh, Finance Minister 
P. Chidambaram, and Deputy Chairman of the Planning Commission, Montek 
Singh Ahluwalia, are back to doing what they are best at—furthering the cause of 
economic reform. If India Inc isn’t unduly worried about the influence the com- | 
munists exert in the corridors of power, it is because it knows what Surjit S. Bhalla, 
a Delhi-based economist, articulates: “Except on two contentious issues, pri- 
vatisation of profit-making government companies and labour reforms, the Left (the 
communist parties) will allow the Congress to follow its economic agenda, kick- 
ing and screaming maybe, but it will never precipitate a constitutional crisis." 
ASHISH GUPTA 
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Up, up, and away: Changing aspirations and higher salaries are inducing people to buy more 
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BILLION PEOPLE IS A HUGE 
market, irrespective of pur- 
chasing power. And if that 
number is backed by high growth 
rates and a decrease in the number 
of the poor, marketers have no rea- 
son to complain. That's the enviable 
position India Inc finds itself in to- 
day: since the 1990s, the number of 
poor in India has declined from 35 
per cent of the population to 26 
per cent. The Indian middle class, by 
some estimates, numbers between 
200 million and 250 million. In 
good times—with the economy set 
to grow by around 7 per cent this 
year times are good—all this trans- 
lates into vibrant domestic demand. 
That's exactly what happened in 
2003-04. India, for instance, produ- 
ced 36.19 million tonnes of steel that 
year, 30.27 million tonnes of which 


í 


were consumed by the domestic 
market (the construction, automo- 
biles, and consumer durable sectors, 
all boomed). And the consumer 
durables business grew by 11.6 per 
cent in 2003-04: all told, some Rs 
32,000 crore worth of refrigerators, 
televisions, washing machines, mo- 
torcycles and the like were sold. The 
Rs 48,000-crore fast moving con- 
sumer goods market shrunk by 5.7 
per cent but that can be attributed to 
downtrading (replacing high-priced 
products with low-priced substitutes) 
motivated by recurring monthly ex- 
penditure on pre-paid mobile tele- 
phony cards (almost 80 per cent of 
the country's 41.5 million mobile 
subscribers uses this) and equated 
monthly installments (EMIs) on con- 
sumer durables, especially motorcy- 
cles. Much of the demand was 


Companies will absorb any increase in costs 
and try and squeeze out manufacturing and 


backed by consumer credit. Some 
Rs 63,000 crore of housing loans 
and Rs 23,000 crore of car loans 
were disbursed in 2003-04. 

That scenario is unlikely to cha- 
nge: backed by increasing aspira- 
tions and rising salaries (see Salaries 
Have Zoomed, Even At Senior Levels 
on Page 46) consumers will likely 
spend more, not less this year on 
cars, consumer durables, and homes. 
Will inflation hurt? Not really says 
Bajaj Auto Chairman Rahul Bajaj. “It 
may lead to higher input costs for 
manufacturers but it will not be 
passed on to consumers.” Utpal Sen 
Gupta, President, Agrotech Foods, 
concurs. “Manufacturers will ab- 
sorb the higher input costs and trade 
it off with better efficiency at the 
manufacturing and sourcing-end.” 

ASHISH GUPTA 
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sourcing efficiencies 
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Presenting the Optra Design Edition 
with a DVD player, new styling, and more. 


Now you can take your family out for a movie and a drive at the same time. That's CHEVROLET 
just one of the many luxuries you can experience with the Chevrolet Optra Design ee : 
Edition. The car sports an ultra-contemporary look, as it comes with 15" alloy wheels and ee om 
a new stylised front. Not to mention, the jewel-effect headlamps that enable crystal clear 


For a special journey 
visibility. So take a look at the Optra Design Edition. It will surely cast a spell on you. called life. 


us at www.gm.co.in 
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Ey. Zooming Salaries 


ARTLY IN ANTICIPATION OF 

better times to come, and 

partly in response to the good 
times that are already here, India 
Inc has started spreading the rew- 
ards. Salaries, even at senior levels 
(think vice president and the like), 
are up, and by anything between 10 
per cent and 25 per cent. Across 
levels, an increase in salaries almost 
always translates into a correspon- 
ding increase in discretionary 
spends. High-growth and high-att- 
rition industries such as IT, IT-en- 
abled services, telecom, and bank- 
ing and financial services, have, 
expectedly, clocked the highest in- 
creases in salaries. “In banking (for 
instance), there is a lot of churn 
happening because the talent pool 
is limited, especially in niche exper- 
tise areas," explains Ashish Arora, 
CEO, Search Works, the Indian arm 
of a Singapore-based HR firm. “This 
is resulting in a salary growth of up 
to 50 per cent in some cases.” “The 
salary boom, as such, can be attri- 
buted to the high attrition level,” 
concurs Louis B. Joseph, Head, 
Regional Operating Units (ROU), 
MphasiS. And even sectors that 


SHOME BASU 





Can you identify the salaried employee? Answer: It's both 


have been slow to show significant 
increases in salaries are making up 
for it by creating more jobs. “Fresh 
job creation in the software sector 
will be around 50,000," says Gau- 
tam Sinha, cEo, TVA Infotech, a 
Bangalore-based rr recruiting firm. 
“And that in rr-enabled services, 
in excess of 70,000 by the end of 
the current year—it is a brilliant 
time to be in the IT sector."' 
“Manufacturing has picked up, 


Salaries Have Zoomed, Even At Senior Levels 





Figures are in per cent and show increase in salaries (2004 over 2003) 
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Banking 
(Investment) 


* Inflation adjusted 


An increase in salaries results in a : 
consequent increase in discretionary spends 


particularly the auto companies," 
adds Sonal Agrawal, Senior Direc- 
tor, Accord Group (India), a Mum- 
bai-based search firm. Even the fast 
moving consumer goods industry, 
which somehow contrived to miss 
out on last year's boom, is back 
on the recruitment circuit. More 
jobs and higher salaries: surely, that 
should make companies happy? 
SHILPA NAYAK 
& AMANPREET SINGH 


Pharma 


Source: BT estimates 





OE & OE Replacement Products in Aluminium & Copper-Brass 
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Charge Air Coolers * Air Cooled Oil Coolers 
Marine Heat Exchangers * Heat Exchangers 
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js Global 


* 


: pM Opportunities 


E WILL CONTINUE TO DO WHAT WE HAVE BEEN 

doing," says Rahul Bajaj, Chairman, Bajaj Auto, 

when questioned about his company’s strategic res- 
ponse to challenges brought about by inflation, the hike in global 
oil prices, and a patchy monsoon. “We will drive costs lower, 
innovate speedily, and increase our international presence.” The 
last, going global, is rapidly becoming India Inc’s mantra of 
choice. Companies are discovering that a global presence can 
help insulate them from the vagaries of the domestic market. 
“Going global is the best way to spread your risks," says 
Praveen Kadle, Executive Director (Finance), Tata Motors, 
which acquired Daewoo Commercial Vehicle Company of 
South Korea in November 2003 and is investing $2 billion (Rs 
9.200 crore) in Bangladesh. Another company belonging to the 
Tata Group, Tata Steel, recently announced its acquisition 
of Singapore's NatSteel for Rs 1,313 crore. In many ways, the 
global foray of companies such as Tata Steel and Tata Motors 
is the culmination of India Inc's efforts to establish a presence 
outside India. In the 1990s, Indian manufacturing companies 
were considered not competitive enough to compete globally. 
Today, in areas as diverse as forgings, water pumps, commercial 
vehicles, and a range of auto components, Indian compa- 
nies cater to the global market. That is in addition to businesses 
such as IT and pharma where Indian companies have already 
established themselves on the global stage: Ranbaxy has a sig- 
nificant presence in the US; Aurobindo, and Dr Reddy's 
boast manufacturing facilities in China; and the better Indian 
software companies operate in more countries than the typi- 
cal well-educated Indian can name without the assistance of an 
atlas. Already, for instance, Ranbaxy makes more money 


outside the country than it does within. Steel Citizen: Tata Steel has gone global with 
SWATI PRASAD the acquisition of NatSteel 
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+- The Outsourcing Boom 


ORGET IT AND IT-ENABLED SERVICES, INDIA IS RAPIDLY EMERGING 

a hotspot for outsourcing pharmaceutical products, engi- 

neering design, R&D, clinical research, textiles, even auto 
components. The obvious thing going for India is cost. However, 
studies on outsourcing IT have shown that companies also 
stand to gain from reduced investments in physical and telecom- 
munication infrastructure (this increases their free cash flow) 
when they offshore work to India. 

Big Pharma is now waking up to the fact that it can save as much 
as 30-50 per cent by outsourcing manufacturing and R&D to India. 
“Our skills in chemistry coupled with internationally approved 
manufacturing facilities are a big plus for pharma outsourcing," says 
Yes or No: Kerry (left) or Bush, 
outsourcing will continue 
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Kishore Babu, Chief Financial Offi- 
cer, Divi's Lab, a Hyderabad-based 
contract manufacturing company. 
Divi's is betting on its US FDA-app- 
roved manufacturing facilities to 
help it bag manufacturing contracts 
from Big Pharma once the product 
patent regime comes into effect in 
India in 2005. The other area wait- 
ing to explode is clinical research 
services. Pfizer, Novartis, Astra 
Zeneca, Eli Lilly and GSK have an- — '9 
nounced their resolve to make India 
a global hub for their clinical research. 

If the product patent regime will help pharma, the 





World Competitiveness Report, 2004. That's 16 
ranks higher than its 2003 rank of 50. There's 
more: in terms of business efficiency, its rank has moved 
from 51 to 22; and in terms of economic performance, 
from 22 to 12. The ranking shouldn't surprise anyone 
(India's rightful position is probably in the top 10 or 15): 
the dismantling of the industrial licensing system, the 
rationalisation of the tax regime, and the removal of com- 
petition-stifling tariffs haven't just contributed to faster 
economic growth; they have made India Inc competitive. 
Not convinced? In terms of cost-competitiveness, 
India’s steel industry ranks among the top 10 in the 
world (it is ahead of the US). Nalco and Hindalco are 
among the lowest-cost producers of aluminium in the 
world. Indeed, claims Jalaj Dani, the man spearheading 


E IRST, THE NUMBERS: INDIA IS RANKED 34 IN IMD'S 


Moser-Baer's disk factory near Delhi: Globally Competitive 
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dismantling of the textile quota 
system from 2005 will accelerate 
the outsourcing of textiles produc- 
tion to India. Already global re- 
tailers such as JC Penny and Wal- 
Mart have announced that they 
are stepping up their outsourcing 
activity in India. The government 


aare has targeted textile exports of $50 


P 
GH .W 


billion by 2010, from around $14 
billion now. Backlash or no back- 
lash, recession or boom, rain or 
shine, these numbers can't but inc- 
rease. And that is why India Inc is smiling. 

SAHAD P.V. 


2. Productivity & Competitiveness 


Asian Paints’ global foray (it boasts a presence in 22 
countries), the much-talked of investment boom of 2003 
didn't really happen because “India Inc was able to de- 
bottleneck its existing operations". And the country is 
emerging as a preferred destination for outsourced pha- 

rma, textiles, and auto component manufacturing. 
Apart from resulting in a natural increase in profitabi- 
lity, efficiency gains also help in terms of increased busi- 
ness, either through outsourcing opportunities or access 
to new markets. India Inc's surge in profitability—net 
profit margin for the BT 500 has increased from 6.02 per 
cent in 2001-02 to 8.85 per cent in the first quarter of 
2004-05—<an largely be attributed to this. Understan- 
dably, an industry with strong fundamentals has little to 
fear from changes in the macroeconomic environment. 
SAHAD P.V. 


Rising Competitiveness — 
Rising Profitability 
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Figures in per cent are net profit margins for the BT 500 
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rare gem, in a perfect setting. 


Your once-in-a-lifetime opportunity to join Singapore's 
premier waterfront community in an island resort. 


Following the successful launch of its first sale Seem This is the first development of its kind to offer 
of sites, Sentosa Cove now invites individuals e Y a wacerfronc-oriented lifestyle wich a marina, 
and developers to participate in Phase II of its j quayside retail and upmarker residences. 

Tender Sale. | 

With a new fast-tracked approval system for 
development parcels, 2 terrace development epee f bodie — da "Hu Diti ^. die 
parcels, and 1 condominium development parcel. foreign individuals now lr a diis chance 
Sentosa Cove is nestled in a pristine environment on to build their dream homes on a fully integrated and 
the eastern shores of Sentosa Island and located just premier waterfront residential enclave. This is a truly 
10 minutes’ drive from Singapore's Central Business District. unique opportunity that is second to none. 


The second sale of sites comprises 11 bungalow 


lender Packages containing details and conditions of the tender are available at SS 100 (incl. GST) from 
E i 
Sentosa Cove Sales & Information Centre, Sentosa Island. 


OPENING HOURS: 9am - 6pm daily TENDER CLOSING: 28 September 2004, 9am - 12noon 
ENQUIRY HOTLINE: (65) 6270-0200 WEBSITE: www.sentosacove.com.sg EMAIL: enquiry_cove@sentosa.com.sg 


31 Allanbrooke Road, Sentosa, Singapore 099980 
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1 Investment-led 
== Growth 


O ECONOMISTS, THIS, THE RETURN OF INVESTMENT- 

led growth, is nothing short of a second coming. 

Between 2004 and 2006, says a report on infra- 
structure put out by Mumbai brokerage ICICI Securities, 
India will see $51 billion (Rs 234,600 crore) of invest- 
ment in the sector. “After six years of policy fine-tun- 
ing," says the report, “India is poised at an inflexion 
point in developing infrastructure." It adds that 43 per 
cent of the spend will accrue to the power sector, 20 per 
cent to roads and the rest to other sectors of the econ- 
omy with a consequent multiplier effect. Circa April 
2004, the outstanding investment in manufacturing was 
I8 per cent higher than the corresponding figure in 
April 2003, according to a recent report published 
by Centre for Monitoring of Indian Economy (CMIE). 
“The upward curve in investment now being obser- 
ved—for the first time since 1997—4s likely to sustain 
in the near future," sums up the CMIE report. 

So is this a return to the irrational exuberance of the 
mid-1990s, when Indian corporates added a whopping 
76 per cent fresh capacity only to pay a heavy price 
later. Not really, argues Sunil Sinha, a consultant with 
National Council of Applied Economic Research 
(NCAER), a New-Delhi based think tank, pointing to the 
obvious difference between the last investment boom 
and the new one. The earlier investments, he explains, 
were fuelled by unrealistic hopes about the size of the 
domestic market and the opportunistic motive of mak- 
ing a killing behind high tariff walls. The expansions 
were mostly financed through debt (now sitting as 
Non Performing Assets in the Indian banking system) 
or money raised from public issues. This time around, 
the bulk of the investments is being made by India Inc's 
A-list, largely financed through what accountants term 
internal accruals, and motivated by the need to meet 
growing domestic and international demand. 

“Indian economy has entered an investment phase,” 
says Siddhartha Roy, Chief Economist, Tata Group, 





adding that there is nothing that can impact investment 


sentiments negatively. *Capacity expansion is always 
based on a long-term view of the economy that con- 
tinues to remain positive." Expectedly, a clutch of 
companies have lined up significant investments. Tata 
Steel is investing Rs 10,000 crore in expanding capacity 
from 4 million tonnes to 7.4 million tonnes; Raymond 
is investing Rs 127 crore in increasing its denim capacity 
from 20 million metres to 30 million metres; and 
Reliance Energy is investing Rs 11,000 crore in a 
3,500 Mw plant in Uttar Pradesh. While actual figures on 
capital creation are not available, the fate of the capital 
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Reliance Energy's Anil Ambani: He is investing 
Rs 11,000 crore in a power plant in Uttar Pradesh 


A Proxy For Investment-led Growth 


12.6 127 





11.3 


1998-99 


1999-00 ^ 2000-01 2001-02 2002-03 


Figures in per cent are growth of the capital goods industry 
*2004-05 figures are in April-May 


2003-04 — 2004-05* 


Source: Economic Survey and NCAER 


goods sector is a clear proxy of the wave of investm- 
ent activity waiting to happen. After growing at a de- 
creasing rate between 1998 and 2001, and actually de- 
clining in 2001-02, the sector has grown at an inc- 
reasing rate since 2002-03. That should silence the 
cynics who believe India's economic performance in 
2003-04 is not something that can be sustained bec- 
ause it isn't based on investment. @ 

ASHISH GUPTA 
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Enterprise computing is undergoing a major shift and 
companies have now extended to a broader set of 
participants. There is a driving need to integrate 
customers, suppliers, partners and systems. Dynamic new 
market forces are compelling companies to take action and 
make decisions faster. At the same time, IT organisations 
seek to lower the total cost of ownership of IT systems and 
. to leverage existing investments. These forces have shaped 
the requirements for new business solutions. Organisations 
like yours need business processes that are more flexible 
and extensible than ever before. You also need solutions 
- that fully integrate people, information, and business 
processes — and that have the lowest possible total cost of 
ownership. Adding to this is project delays, time zone 
constraints and off-target strategies. These clearly show 
that you need teamwork to overcome obstacles and 
achieve your goals for innovation, efficiency, revenue 
growth and profitability. It's also a known fact that when 
there is a sharing of ideas, knowledge, and creative energy, 
great results are born. But in today’s far-flung work 
environment, great minds can't always share the same 
room. You'll need to bring them together — from 


anywhere. And at any time. 


. That's where SAP NetWeaver's collaboration capabilities 
step in. SAP NetWeaver" provides comprehensive 
collaboration tools and services that foster teamwork ina 


wide range of business processes. And through its virtual 
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collaboration rooms, makes it easy for team members to 
share knowledge, applications and ideas in real-time. 
Thus, removing the barriers that stand between people, 
information and results. So everyone on the team. 


(anywhere in the world) can collaborate, and win toget 










Apart from being an open and comprehensive inte 
and application platform, SAP NetWeaver" reduc 
total cost of ownership (TCO) and offers you a ra 
components that enables you to connect the right pe 


with the right information. 





Mail us at info.indiacsap.com or call tolle 
free at 1600 445959 for more information 


on SAP NetWeaver, 
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“Money talks. 

| want a bank that 
helps me learn the 
language. | 


| Money has a peculiar language all of its own. And unfortunately for most people, it appears 
-thatthe only fluent speakers are bankers. Here at ABN AMRO, we've never understood this 
—— "plind-them-with-science' approach. Which is why, when a customer walks into one of out 
" branches, we'll take the time to talk to him about his objectives. Then, after asking the right 
- questions, we'll make informed recommendations that suit his needs exactly. And above all 
we'll do all this without resorting to the usual financial jargon. 





What's more, we're one of the very few banks in India to offer a comprehensive range oi 
services - from Consumer, Commercial, Wholesale and Private Banking all the way through 
to Diamond Banking, Financial Markets and Microfinance. So we can promise every or 
of our clients total solutions as well as timely, meaningful, easy-to-understand advice 
ABN AMRO. Talking money to people in India since 1920. To find out more about us 
visit our website. 
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In just six months of entry, Singapore's Temasek has 
emerged the second-biggest private equity player in 
India with over $450 million in direct investments. 
Of course, that's just for starters. sy suaussu posna 


MAY THIS YEAR, A 
deal took place 
in Hyderabad 
that made the 
small but secre- 
tive private equ- 
ity industry in 
India sit up and 
take note. A relatively little-known 
pharmaceutical company, called 
Matrix Laboratories, sold just over 
15 per cent of its equity to two inv- 
estors at Rs 1,500 a share—over 13 
times its earnings multiple, com- 
pared to the pharma industry ave- 
rage price-to-earning of 6 or 7. 





Matrix's haul: Rs 337 crore, mak- 
ing it the biggest deal of 2003-04. 
Who were the investors? New- 
bridge Capital, a US-based fund 
with $1.7 billion in assets and 
Temasek Holdings. 

[t wasn't so much Newbridge 
as Temasek that caught the indus- 
try's attention. As a wholly-owned 
company of the Singapore govern- 
ment's Ministry of Finance, 
Temasek—it means Sea Town and 
is the historical name of Singa- 
pore—is unlike any other investor. 
It doesn't raise funds like other pri- 
vate equity firms, but has a ready 


war chest of $75 billion to dip into. 
It doesn't have to publish its finan- 
cials (although that's soon going to 
change because of a proposed fin- 
ancial restructuring) and, therefore, 
runs a highly secretive and low-key 
operation. Last but not the least, 
steering Temasek is a member of 
Singapore's First Family—Ho 
Ching, wife of the new Prime 
Minister, Lee Hsien Loong. 

More ominously for its rival 
investors in India, Temasek has 
landed on the sub-continent with a 
purpose. Back home in Singapore, 
Temasek already has investment in 
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QUICK ON THE DRAW 


Temasek has its hands full in India. 
DIRECT DEALS 





COMPANY INVESTMENT 
ICICI Bank: Picked up a 5.2 per cent stake in it 
"nu last December. Upped to over 9 per cent now million 
varru | Matrix Lab: t 7.7 per cent in it along with $35-40 
T GNI Newbridge Capital Partners in May this year million 


(GE Apollo Hospitals: Picked up 5 per cent of 
Stic the equity in August this year million 


prem ICICI OneSource: Bought 20 per cent in the BPO $30 
= in August this year million 









$1 billion 
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Punj Lloyd $44 million 


* Deal sizes are based on media reports or industry sources 


PROXY PRESENCE 


VIA INVESTMENT 
$100-million Merlion 
india Fund. 

aV. $50 million 


Actis, a Delhi-based 
Private Equity Firm 
$10 million 
WestBridge 
Capital Partners 
$5 million 
Power Fund 
with Reliance* 
$100 million 
s on rli 


industry sources and 
reflects Temasek's share 
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over 40 large corporations such as 
Singapore Airlines, SingTel, DBS 
tank and Keppel ( orporation, 
SO the scope ror growth IS IT Ht d. 
And since Temasek is loaded with 
cash, it has decided to go shi In 

ping for companies in other parts 
of Asia, starting with India, where 
it set up an office (its first outside 
Singapore) in March this year, 
and China, where one will be set 
up later this year. So when 
Temasek shows up in your (dev- 
eloping) country, it’s a bit like 
waking up one day to find a super 
tanker sitting right in the middle 
of your swimming pool. Says 
the head of a rival private equity 
firm in India: “What they are es 

sentially doing is managing the 
foreign exchange reserves of the 
Singapore government, but with 
a lot more focus on Asian coun 

tries this time." 

Small wonder, then, Tema 
sek's deals in India have been 
king-sized. Last December, it 
picked up a stake in ICICI Bank 
and increased it to 9 per cent for 
$400 million. More recently, it 
signed a deal with Apollo 
Hospitals to buy a 5 per cent 
share in the hospital chain for 
around $10 million. Throw the 
Matrix deal in, and you are talk 
ing over $450 million in invest 
ment, making it the second largest 
private equity investor behind 
Warburg Pincus. But if you count 
the investment Temasek has made 
indirectly—like through another 
private equity firm in India, Actis, 
or through its subsidiary like 
Sing Tel in Bharti Tele-Ventures 
it is by far the single-biggest im 
estor in the business. 

Yet, talk to Manish Kejriwal, 
the 36-year-old India Managing 
Director roped in from McKin 
sey, and he'll proress a near-as 
cetic interest in rankings. “We 
detinitely do not aspire ti 
onto any league tables for cumu 


lative size of our investments.” he 
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HO CHING: THE INSIDER 


HE 49-YEAR-OLD HO CHING, WIFE OF THE NEW SINGAPORE PM LEE HSIEN 
Loong and daughter-in-law of Singapore's founding PM and now 
Senior Minister Lee Kuan Yew, took over as Temasek Holdings’ ED 

ie cEo two years ago. The Stanford-educated Ho has had a long stint in 
sector, leading Singapore Technologies, sr, (100 per cent owned 

by Mi mens for five years before taking over as Temasek's new boss. 
In a way, the legacy of cozy, and often incestuous relationship between 
Temasek and the Singapore government. (Temasek is 100 per cent owned 
by Sir e's Ministry of Finance), that Ho inherited is her biggest challenge. 
She has to wean away the 40-odd companies under Temasek from gov- 
ernment protection to become more independent, profitable and hope- 
fully more global as a consequence, and yet not be seen as rocking the boat. 
Known to be a methodical decision-maker, she has, for the first time this 
year, in Temasek's 30-years of existence, offered to make the company's 
accounts public, to get a debt rating towards a global debt swap later this 
year to lower the company's cost of funds. And she has proved herself as 
a tough, no nonsense leader in the past. As sT's boss, she allowed the col- 
lapse of an affiliate, disk-drive maker Micropolis. But whether being an in- 
sider will help her leverage her clout to prevail over the often overbearing 











government or merely bound her into tradition remains to be seen. 


says. "There is no machismo or 
ego, and whether or not we are 
the largest guy around town does- 
n't make any difference to us 
whatsoever." 


Bullish on India 

Temasek's India strategy is straight- 
forward. It invests in sectors that 
are proxy to India's growth like 
telecommunications, banking and 
transportation (read: ports and air- 
lines). Or alternatively, in areas 
such as IT/BPO, automotives, auto 
components, healthcare and phar- 
maceuticals where the country 
has a competitive advantage. In 
other words, India is probably one 
of the few markets that can help 
Temasek keep up, or better, its 
track record of 18 per cent 
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compounded annual return over 
the last three decades. Accordingly, 
it has lost no time in zeroing in 
on some great deals. Besides the 
ones sewn up recently, Kejriwal 
has signed two more deals (he 
won't say which ones) and there 
could be seven companies on the 
radar (see Quick On The Draw). 
Besides, there are reports of 
Temasek planning to set up an 
equally-owned $200-million power 
sector fund with Reliance Power. 

Given that Temasek is not a 
fund and hence under no pressure 
to monetise or exit its investments, 
it operates almost like a foreign 
direct investor, with a time frame of 
eight to 10 years, and sometimes 
longer. Other funds, in contrast, 
have a six-to-seven year window. 





"This makes us quite unique in the 
private equity space and we can 
support our portfolio companies 
over a much longer period of time," 
says Kejriwal. 

That can be a big draw for com- 
panies that are at an early stage of 
growth or those that are inde- 
pendent minded. Often, when a 
private equity investor wants to 
exit, he'll either push for an IPO or 
scout for a strategic buyer of his 
stake, sometimes to the distress of 
the management. So, theoretically, 
Temasek's long staying power 
should enable it to pick up equity at 
a discount compared to its rivals. 

Just the same, Temasek also gets 
to partake in the more short-term 
investment-led fund business 
through various funds where it has 
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TEMASEK'S WEB 


© Finance & Banking — 
DBS Group Holdings: Largest 
Bank in Singapore. Footprints 
in Hong Kong, Thailand, 
the Philippines, Indonesia 
and China 





© Infrastructure & Engineering __ 


Singapore Technologies 
Engineering: One of the 
top 10 companies on the 
Singapore Stock Exchange 


I Multi-Industry 
Singapore Technologies: Is into 
engineering, technology, 
infrastructure, among others 


W Utilities — —— 
Singapore Power: Owns, 
operates and maintains 
electricity & gas transmission 
& distribution in Singapore 


EP - E 
CapitaLand: One of the largest 
listed property companies in 
Asia 

™ Telecom & Media  — — 
SingTel: Singapore's largest 
company in terms of market 
capitalisation. Investments in 
telecom in over 20 countries 


E Transport &Logistics — 
PSA Corporation: Global 
leader in ports & terminals 
business 








Manufacturing: One of the 
world's top three dedicated 
semiconductor foundries 


™ Leisure 





Wildlife Reserves, Singapore: | 


Manages Singapore Zoo, Night 
Safari and Jurong Bird Park 
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an exposure—like Merlion, for 
instance. From Temasek's perspec- 
tive, the point of doing funds is 
very simple. *We will deploy money 
indirectly through other funds if 
they cover investments themes or 
areas that we don't focus on our- 
selves. This could either be smaller 
sized deals, say below $20-million of 
equity, or distressed assets where 
we would rather invest indirectly 
through a fund," explains Kejriwal. 

So WestBridge is a technology- 
specific fund, Merlion focuses on 
late stage established businesses, 
and the one reportedly in offing 
with Reliance Power will focus on 
just the power sector. *And we can 
always look at larger deals by com- 
bining Merlion with either Standard 
Chartered or Temasek," says Karam 
Butalia, Managing Director of the 
$100-million Merlion India Fund 
and Global Head of Private Equity 
at Standard Chartered Bank. 

Such is the company's focus on 
its investment credo that it doesn't 
even shy away from investing in 
competing companies. *We clearly 
let the management of any potential 
investee company know right up-f- 
ront about our investment philoso- 
phy, that we do at times invest in 
two or more companies in the same 
sector," says Kejriwal. 

Is a conflict among the TLCs 
(Temasek-linked companies) in 
India a possibility? It is, although 
not immediately. For example, 
SingTel, which has investment in 
Bharti Tele-Ventures, and str may 
soon be competing in the sub-con- 
tinent if the latter’s bid for Idea 
Cellular goes through. Even 
Temasek will be head-on with its 
TLCs should its much talked about 
deal with Reliance Infocomm 


2004 


materialise. Of course, don’t forget 
that Temasek is already looking at 
Air Deccan and Jet Airways, both 
of which are competitors. 

Such conflicting investments 
happen largely because the TLCs 
and funds have their own invest- 
ment philosophies, besides man- 
agement teams and structures in 
India and Singapore. Kejriwal only 
looks after the parent Temasek’s 
direct and portfolio investments in 
the country. All investment deci- 
sions are made by an investment 
committee, comprising all MDs but 
chaired by Ho, which meets every 
month in Singapore. Any senior 
member can make an investment 
proposal, but the decision to invest 
or not is made collectively. 

What some investee companies 
also like about Temasek is that it is 
happy letting incumbent manage- 
ment run the show. For instance, 
although it has a 9 per cent stake in 
ICICI Bank, it hasn’t asked for a 
board seat simply because it feels the 
bank has “an outstanding board 
and a very professional, strong and 
deep management team”. And 
where it does put its nominee on 
the board, like in the case of Matrix 
where Temasek Holdings’ 
Managing Director S. Ishwaran has 
a seat, managements find it a help 
rather than an encumbrance. “It is 
not an inactive alliance,” says 
N. Prasad, MD, Matrix. “Within 
the global pharmaceutical industry 
they have very good networking 
and this will directly or indirectly 
help us grow business,” he says. 

No doubt, that’s an additional 
promise Temasek will hold out to 
companies in India as it seeks to 
build it investment empire outside 
the city-state of Singapore. W 
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With Montek Singh Ahluwalia taking 
charge of the near-defunct Planning 
Commission, the focus of "reforms with 
a human face" has shifted back to the 
Yojana Bhawan. Can he deliver? 

BY ASHISH GUPTA 


T IS IRONIC THAT THE ORIGINAL TEAM OF REFORMISTS OF 
1991—which virtually did away with the licence-per- 
mit Raj, opened up the Indian economy and moved it away 
from its obsession with the public sector—should now 
seek to resurrect the very institution that epitomised 
that era: the Planning Commission. It was the quartet of Prime 
Minister Narasimha Rao, Finance Minister Manmohan Singh, 
Commerce Minister Palaniappan Chidambaram, and Economic 
Affairs Secretary in the Finance Ministry, Montek Singh 
Ahluwalia, that manoeuvred India out of the crisis of 1991 and 
started the process of liberalisation of the Indian economy. 
Today, the original reformers are back (all except Rao). Only, the 
roles and the script are different. Dr Singh is in the PM's chair, 
Chidambaram is the Finance Minister and Ahluwalia the Deputy 
Chairman of the Planning Commission, and their collective brief: to 
give the reforms a ‘human’ face. Along with this shift in emphasis has 
come a drive to make over old institutions—such as the Planning 
Commission—albeit with an altogether different charter than before. 


The Turnaround Man 

Ordinarily, reviving an institution such as the Planning Commission 
would have been the best way to send a chill down the spine of the 
market. But the markets aren’t running scared. It is perhaps because 
of the knowledge that under Ahluwalia, the Planning Commission 
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will be a different animal altogether. 

The reasons for this are quite clear. For, while it was 
Singh (he was then Secretary, Economic Affairs), who 
brought Ahluwalia to India in 1979 as an advisor to the 
Finance Ministry, it fell to Chidambaram to elevate him to 
the high pedestal he now occupies in this country's economic 
establishment. It was the Chidambaram-Ahluwalia com- 
bine that scripted the blockbuster budget of 1997-98—a 
landmark event that has remained the envy of all budget- 
makers since. Accolades apart, Ahluwalia's fortunes had 


been on an ebb ever since the blame game for Yashwant | 
Sinha's disastrous budget of 1998-99 began. Ahluwalia be- | 


came the target of the government's critics—both inside the 


NDA and those out of it. Soon after, he found himself 


shunted to an almost-defunct Yojana Bhawan. From where 
he moved on to the IMF as the Director of its Independent 
Evaluation Office. 

Proximity to the powers that be is, however, not the only rea- 
son behind Ahluwalia’s dramatic comeback. Surjit S. Bhalla, 
the Managing Director of Oxus Research and Investments, insists 
that Ahluwalia's return has more to do with the fact that he is sim- 
ply the best man available for the job. Bhalla should know. He 
has seen Ahluwalia at work for the last 30 years. Concurs a for- 
mer colleague in the Planning Commission: *He is one of the 
finest minds in the country and capable of handling a challenge 
of precisely this sort because of his superb people skills." 

And challenges there are aplenty. For the 61-year-old 
economist with a doctorate from Oxford University, the 
biggest one is the makeover of the five-decade-old Planning 
Commission—conceived originally as the apex resource-al- 
locating body in a socialistic economy, a task that has since 
been handed over to market forces—and making it relevant 
in today's globalised, liberalised world. 


The Assignment 

Ahluwalia's newest assignment has created misgivings in 
many quarters. Yet for Ahluwalia, the chance to help in 
the makeover of Yojana Bhawan was *too exciting an offer 
to let go". His answer to what the Commission would do in 
a largely market economy: strategic planning for the long- 
term, monitoring the use of funds, reconciling the various de- 
mands, and creating a synergy among the ministries. These, 
he points out, are functions that don't fall under the purview 
of any ministry and need to be performed by a body such as 
the Planning Commission. As Ahluwalia points out: *You can 


scrap the Commission, but you still need some agency to | 


carry out these functions." 

More than anything else, what Ahluwalia is preoccupied 
with these days is prioritising the allocation of Rs 10,000 crore 
that has been earmarked in the Budget for the various social sec- 
tor schemes and the mid-term review of the Tenth Five-Year Plan. 
He sees the 7-8 per cent growth rate as an imperative if the goals 
mentioned in the United Progressive Alliance government's 
Common Minimum Programme (CMP) are to be met. 








 MONTEK'S A-TEAM 

| Change is clearly in the air at the Planning Commission. 
| PROF. ABHIJIT SEN: 
Professor of Economics. 
at Jawaharlal Nehru 
University. Was 
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University of Mumbai. He is also the 
Founder-President of Dr Ambedkar 
Institute of Social and Economic Change. 
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the /ndia Development 

JM Report, which assesses 
~E India's development 
. and policy options. 


| 
PROF. V.L. CHOPRA: An agricultural 
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| scientist, he is credited with developing 
| high-yielding varieties of mustard seed. 
| He is currently Chancellor of Central 

| Agricultural University, Imphal 


SYEDA SAIYIDAIN 
HAMEED: An activist 
and the only woman 
member of the panel, 
she was the Founder- 
Member of the Muslim 
Women's Forum and is 
also a Founder-Trustee of | 
the Centre for Dialogue | 
and Reconciliation. 


| ANWARUL HODA: A former bureaucrat | 
| with the Commerce Ministry, he was the — | 
| Deputy Director-General of WTO from January : 
| 1995 to April 1999. Currently, he is | 
| Professor at the Indian Council for Research in 
| Intemational Economic Relations (ICRIER). 
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INTERVIEW 
| "| THINK THAT 7 PER CENT 
GROWTH IS POSSIBLE" 





How difficult do you think is turning NCMP into a reality 
given the pressures of coalition politics? 

As far as economic policy is concerned, coalition gov- 
ernment or not, it's never easy to strike a balance bet- 
ween the different interests that are involved. It is not 
one of those black-and-white situations. It's one of 
those shades-of-grey kinds of situations. 
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Can't you directly go the panchayats to ensure that funds 
actually reach the desired people? 

I don't think that we can go directly to the states be- 
cause the districts have their own problems. They 
don’t have their own independent budgetary set- 
up; the Constitution does not provide a way to give 
grants directly. So that direct transfer of funds to lo- 
cal bodies has not been established. 
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| How difficult is monitoring the funding? 
| It is difficult both ways. The Centre doesn’t and 
| shouldn't have a huge army of people monitoring proj- 
| ects. What happens is that the state administration is- 
! sues utilisation certificates. The issue is whether the sys- 
tem is really working. My perception is that it isn’t and 
that is because the system is so complex. 
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The Road Ahead 


While the tasks ahead of the Planning Commission's 
Deputy Chairman are more or less clearly cut out, 
how he will go about accomplishing them isn't. He is 
still grappling with the problem of finding a “proper de- 
livery mechanism" for funds. The problem is a simple 
one. While routing funds through state governments has 
been a recipe for their misuse, the direct transfer of 
funds to the panchayats—the most effective implemen- 
tation mechanism—runs into Constitutional hurdles. 
Says Ahluwalia: “I don’t have a solution at the moment, 
but it is a very important issue.” He is clear about one 
thing, though: if efficiency in the delivery mechan- 
ism is to be brought about, there must be a sense of invol- 
vement, ownership and accountability at the bottom level. 

To achieve the social goals spelt out in the CMP, he 
is leaving no stones unturned. Apart from his new 
team (See Montek’s A-Team)—each member of which 
has been assigned a specific area—he has also con- 
stituted seven task forces to look into a host of issues. 
Ahluwalia also plans to seek inputs from outsiders—pro- 
fessionals, industry heads, and NGOs—for the mid-term 


64 BUSINESS TODAY SEPTEMBER 12 2004 


— EL -a 





S 
=< 
> 
z 
E 
m 
= 
= 
> 


| 
| 
| 





So should panchayats get more powers? 

In my view, that is essential. That part is not contro- 
versial either. Everybody agrees with that. The ques- 
tion is how to do that within the given constraints. 


Is a 7 per cent growth rate possible? 

I think that a 7 per cent growth is possible. But | 
that can only happen if many of the constraints cur- | 
rently affecting the economy are done away with. The | 
National Common Minimum Programme says that. | 
all constraints on incomes of farmers will be remo- | 
ved. But there are too many constraints that limit the | 
growth of income of farmers—constraints on move- | 
ments of crops, marketing etc. 


When you leave the Planning Commission, what kind of 
impression would you like to leave behind you? 

I would like to be remembered for pushing a set of 
policies that helped in achieving the growth targets, 
that helped in bringing service efficiency in the social 
sector, which is where public money goes, and the | 
person who made private-public partnership feasible. | 
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review: *We take what others feel, and we take what 
the government thinks, and then we confront these 
views to find ways to set policies right." 

But can he pull it off? Will he be able to come up 
with a policy framework that not only works but is also 
taken seriously by the powers-that-be. After all, in 
its 54 years of existence, the Commission can hardly 
claim to have made even half-a-dozen contributions 
that can be considered seminal. As one critic points out, 
the Planning Commission, despite being the premier 
think-tank of the government, has yet to come out with 
any major alternate plan for poverty removal, develop- 
ing better delivery systems for the poor, or an alternate 
plan to create better infrastructure. “Even the idea of 
the National Highway Development Project came 
from the Prime Minister’s Office and the Kelkar Task 
Force on Direct and Indirect Taxes emanated from the 
Finance Ministry.” Given this history, the odds would 
seem stacked against him. Then again, as economist 
Bhalla points out: “If Montek cannot turn around 
the Planning Commission, nobody can. Then, it would 
be time to give it a decent burial.” 
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With a Rs 322-crore cash infusion from hiving off its CTV business into 
a JV with Sanyo, a debt restructuring package in the works, and new 
thrust areas lined up, can Ajit Nambiar revive BPL? sy VENKATESHA BABU 


YNAMIC HOUSE, THE OPERATIONAI 

group headquarters of the forgotten gi- 

ant of consumer electronics and home 

appliances, the BPL Group, is begin- 

ning to breathe again. One of the most 

recognisable Indian brands in the late 

1990s, BPL has fallen on bad times ever since. After what 

seemed an eternity, a master plan to rejuvenate the 

group’s spiralling fortunes has been worked out, and 41- 

year-old Ajit Nambiar, Chairman and Managing Director 
of BPL, pronounces confidently: “BPL is back.” 

It may be a trifle early to say that though. With just 
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5.5 per cent marketshare in its core colour TV busi- 
ness (see Tbe BPL Story) in 2003-04, a far cry from 
a high of 21 per cent in 2000-01 when it was the 
undisputed market leader, and far behind current 
market leader LG (20 per cent), BPL is in for a 
long haul to justify its CMD’s confidence. 

It's a classic case of a winner who forgot how to win. 
Showing the traits of a natural leader, BPL, a conglome- 
rate of disparate businesses encompassing television sets, 
refrigerators, alkaline batteries, rechargeable lanterns, 
telephones and mobile phones services among oth- 
ers, identified the great Indian consumer electronics 


AJIT NAMBIAR'S 


Ajit Nambiar, CMD of BPL, 
has lined up a multi-pronged 
strategy to revive the 
group's fortunes. 


Restructure the organisation 
into five dedicated 
businesses 


Restructure the 

Rs 1,200-crore debt burden 
with Rs 322-crore cash 
from Sanyo 


Negotiate one-time 
settlements with creditors for 
the remaining debt 


Offload equity in areas like 
batteries and health care 


Consolidate CTV business 
with Sanyo 


Strengthen the business in 
health care and engineering 
and manufacturing services 


Launch state-of-the-art 
digital entertainment 
products such as DVDs, 
digital cameras and MP3 
players 


Launch mobile phones with 
innovative features 


Provide bundled schemes of 
mobile phones with BPI 
Mobile connections 


In search of lost glory: Unleash a Rs 70-crore 
Ajit Nambiar, CMD, BPL advertising campaign 
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The BPL Story 





over market leadership in the 
colour Tv market. Since then, 


CTVs are the core of BPL's business... | ...and a dropin marketshare | — ...leading to a drop BPL has been on a path of 
can be fatal... in overall revenues. continuous slide, with de- 
Medical 43 Others | 24 N clining marketshares, shrink- 
3 M ing top lines and red bottom 
: 9 = lines. In its core business of 
cn d o §& colour TV sets, BPL today sells 
-pa sois 43 aT 2 less than half the one million 
2 sets it sold in 2000. 
Television sets E 
= BPL’s Cup Of Woes 
63 ss What started the slide was 
the entry of the two Korean 
giants, LG and Samsung, who 
had global sourcing capabili- 
Components 6 ! ties and were able to raise 
MERRE, ME EC M m | n WU. money at cheaper interest 


Soft energy 44 


Figures are in percentage Figures are in percentage 


opportunity as far back as in 1982. Taking advantage 
of the growing numbers and aspirations of the middle 
class, the group saw its turnover of Rs 456 crore in 
1993 multiply four-fold in a span of just five years, 
reaching Rs 1,940 crore by 1998-99. 

But things started going wrong soon after. BPL 
failed to read changing consumer preferences for latest 
technologies, and in late 2002, Korean giant LG took 
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rates internationally. BPL, on 
the other hand, had to bor- 
row at exorbitant interest 
rates from the marketplace 
for its requirements. Nambiar acknowledges the dis- 
parity: “Our Korean rivals could borrow at less than 3 
per cent in their market and invest here. Some of our 
borrowings were at rates as high as 24 per cent." Net 
result: despite having invested between Rs 650 and Rs 
700 crore in brand building, and Rs 800 crore in cre- 
ating manufacturing capacity over the previous 10 
years, it could not match the aggression and discounts 
that the Koreans could offer. Worse, today BPL is 
saddled with debts running up to Rs 1,240 crore, 
with interest outgo of Rs 220 crore, a daunting figure 
for a company in financial distress. 

But market conditions can't be blamed for all of 
BPL’s woes. For instance, the Koreans put their money 
on advanced technology products, such as flat-screen 
Tvs, on a value-for-money platform to further mar- 
ketshare. And though BPL had the technology to 
match its rivals, it continued to plug conventional TV 
sets. Consumers, however, were increasingly looking at 
higher-priced and higher margin flat Tv sets with more 
features. A recent ORG-GFK study points out that 
while 21-inch flat television sets saw a volume growth 
of 105 per cent in 2003 compared to 2002, conven- 
tional TVs in the same category declined by 11 per cent. 
The latent need was there, which the Korean players 


*For 18 months ending Sep. 2003 
Figures are in Rs crore 


"Even now the BPL brand 
shares the top spot (with LG) 


in top-of-mind awareness" 
Jayanth Kumar/ Advisor/ BPL Group 
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clearly identified and exploited. BPL chose not to, 
and was left ruing its decision. 

Nambiar was also too trusting of the professionals 
working in the group. A B.S. in electrical engineering from 
Boston University, he was 23 when he was inducted 
into Electronic Research Limited, one of the group's 
numerous companies, in 1985. Between 1993 and 1999, 
when he was MD of BPL Ltd., he ran the company along 
with his father, T.P.G. Nambiar, the founder of the 
group. After Ajit became CMD of BPL Ltd. in November 
1999, he delegated a lot of responsibility to subordi- 
nates and did not get into minutiae, unlike his father. 

That proved his undoing, as the company's fortunes 
nosedived. Says a former director of BPL: *For a fam- 
ily-run group, this was suicidal. While TPG knew 
whom to trust and when to delegate, he would still ret- 
ain overall control. Ajit expects everybody to be on the 
same ethics code as him." Nambiar admits his folly, but 
prefers to put that behind him: “I empower individu- 
als and expect them to deliver. There might have been 


— some who have misused 


that trust. But all that is 
in the past.” His deter- 70- Double Trouble 
mination to look ahead 

is evident as helinesup — ggg - 
a series of initiatives to 
bring the BPL group 





© back imo the running. — ^ T has plummeted.. 
The Way Back s 
As a first step, Nambiar t 


has restructured the 
group into five dedica- 
ted businesses to achieve °% 
better focus: soft energy 
(batteries, rechargeable 1%- ah 
lanterns, etc.), health hug. 13, 1 
care, digital entertain- 0- 
ment products, engi- 
neering and manufac- 
turing services, and 
wireless communication solutions. Next step: address 
the festering issue of its debt burden. After 18 months 


Figures are in Rs 


- of negotiations, BPL recently entered into a 50:50 


joint venture with the $22-billion (over Rs 1 lakh 
crore) Japanese consumer electronics giant Sanyo 
Electronics. The ctv business of BPL, valued at $80 mil- 
lion (Rs 370 crore), was transferred to the new JV. Since 
the JV has been initially capitalised at $20 million (Rs 
92 crore), BPL would pay only $10 million (Rs 46 
crore) for a 50 per cent stake; the remaining $70 mil- 
lion (Rs 322 crore) will go to BPL. This money will be 
used to restructure its Rs 1,240-crore debt. For the 
remaining debt, BPL is talking with its creditors to 
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go in for one-time settlement. For additional funds, 


may offload part of its equity in certain areas of its. 
ness, such as health care and soft energy. 

Once the debt restructuring is over, the o 
parts of Nambiar’s strategy will come into | 
Utilising the technology leadership of Sanyo, 
plans to launch a series of state-of-the-art product 
cluding home theatres, digital cameras, MP3 | 
ers, digital printers and mobile phones. A m 
area of thrust will be mobile phones. While B) 
non-existent in the hand phone segment at pre 
it has already successfully test-marketed its phon 
UP, Punjab and Kerala, with a view to hit the ma 
by October. Nambiar expects to sell four lakh ph 
and earn Rs 137 crore in the first year itself. Th: 
tough ask, but part of his optimism springs 
the fact that the group's mobile phone services | 
pany, BPL Mobile Communications Ltd. run b 
brother-in-law Rajeev Chandrashekar, straddles 
major circles including Mumbai, Tamil Nadu, K 
and Maharashtra. 
strategy: Offer bur 
schemes with every 
connection, and p 
innovative features 
vant to Indians like 
a local language m 

Despite the dif 
ties, one positive 
can go ahead with 
awareness of the I 
in consumer consc 
ness, an outcome ¢ 
huge amount of m 
spend on advertisi 
the 1990s. Jay 
Kumar, former CI 
BPL Ltd. and no 
advisor to the gt 
says, “Even now 
BPL brand share 
top spot (with LG) in top-of-mind awareness 
additional Rs 60-70 crore in advertising will lo 
stimulate that awareness. 

But even as BPL has woken up to the benefits. 
est technologies, LG and Samsung have already n 
on to the next generation TV technology, flat pan 
comprising LCD, LCD Projection and Plasma Tvs. BI 
a lot of catching up to do, but Nambiar is confident 
are working hard to bring back the old glory. By tl 
tival season (October), BPL will be back in full swin; 
make that a success, changing the consumer p 
tion of BPL being an “also-ran” will be the most | 
dable obstacle that Nambiar has to overcome. 
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Just in case you didn't get it, it’s the set of steps adjoining the first structure on the right of 
the picture. These steps give off musical swaras (sounds) when tapped. What purpose it 


served no one knows for sure, but that it’s an engineering work of art isn't in doubt. For 
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HAT MAKES A 
successful automo- 
tive company—one 
that boasts fatter 
margins, higher prof- 
itability and more rapid revenue 
growth than many of its industry 
counterparts? One way to answer 
that would be to take names—for in- 
stance, compare a Honda with, say, 
a Kinetic, or a Maruti to a Fiat—but 
then there would be too many 
names to take. Suffice it to say that a 
financially flourishing auto manu- 
facturer would have a better product, 
or rather, a virtually endless stream 
of better products. Sure, advertis- 
ing, promotions and distribution 
will matter too, but then, a car isn’t 
exactly soap: Products aren't generic 
(at least they shouldn't be), and 
there's plenty of room for differen- 
tiation and innovation. Forget what 
Henry Ford said—the customer 
doesn't want only black. She wants 
choice—and not just of colour. 

So put the customer at the heart 
of the matter, and you don't have 
to be a genius to figure what goes 
into a successful auto manufac- 
turer—superior quality, a variety 
of products, which are either affor- 
dable and reliable, or the neigh- 
bour's envy. Turn that into manu- 
facturer-speak and you're talking 
about: A superior product devel- 
opment strategy, a pronounced fo- 
cus on new product introductions 
(NPIs), a significant investment in 
research & development (R&D), 
and an almost fanatical obsession 
with cost reduction, which will call 
for such diverse measures ranging 
from increased outsourcing to op- 
timum use of in-house capacities. 

That's exactly what some of 
India's best auto manufacturing 
companies are pursuing, when 
they're making either cars or com- 
mercial vehicles or two-wheelers or 
ancillaries or even forgings. Talk to 
any senior plant executive of any 
automotive firm, and chances are 
that there will be three recurrent 





74 BUSINESS TODAY SEPTEMBER 12 2004 





India's best auto manufacturers are attempting to 
bridge the gap between international quality and 
domestic promise. Their global counterparts are, 


in many ways, providing the cue. BY BRIAN CARVALHO 


themes in his conversation: Cost- 
reduction, quality improvement and 
NPIs. And there's ample scope for all 
of them. Keeping costs under control 
is imperative not just to increase 
margins , but to ride out the rough 
times, of which the cyclical auto- 
motive industry has seen plenty of. 

One surefire way to reduce costs 
is to increase outsourcing from ven- 
dors, whilst at the same time ratio- 
nalising the number of vendors to a 
more manageable number. This not 


only helps keep material costs down 
and realise better economies of scale, 
a fewer number of vendors will also 
help manufacturers standardise 
processes and pursue productivity 
improvements more easily. To be 
sure, the best manufacturers today 
outsource close to three-fourths of 
their materials, with only key ele- 
ments like engines, axles and gear- 
boxes made in-house. 

Quality improvement is a no- 
brainer, given the huge gap that 






































exists in some segments, particu- 
larly heavy commercial vehicles, 
between domestic production and 
global standards. If Indian compa- 
nies want to sell their products in 
developed nations—as a few of 
them have professed that is their 
global vision—they have to make 
products that are on a par with the 
world's best, products with stronger 
frames, lighter springs, and slicker 
painting, styling and aesthetics. Can 
you, for instance, imagine the Tata 


AT PAR WITH THE 
BEST: Plants such 
as Bharat Forge’s Pune 
unit have helped 
India join the global 
auto comp race 





"Horn OK" truck of today on 
European or American roads! 
What's more, with many of the in- 
ternational players bringing in ad- 
vanced products into the country, 
just as Volvo has done in the bus 
segment, the established domestic 
players have to respond accord- 
ingly. True, Volvo may be low on 
volumes today, but it's very high on 
visibility, has set new standards 
in customer expectations, and it's 
only a matter of time before the 
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Volvo’s superior roadholding fea- 
tures, suspensions and roll sta- 
bilisers become a norm rather 
than the exception. 

Clearly, there’s plenty of such 
work that’s taking place, right from 
design to manufacturing, at out- 
posts like the Tatas’ Engineering 
Research Centre (ERC) on the out- 
skirts of Pune. One such product 
out of the ERC, the one-tonne pick- 
up, will be sold by Rover of the 
UK in that region. Meantime, all- 
Indian two-wheeler makers like 
Bajaj Auto and TVS are making 
in-house R&D result in a steady 
stream of new products. At Bajaj 
Auto, increased R&D on new prod- 
ucts—like the best-selling Pulsar 
and the soon-to-be launched 
Discover—is resulting in the new 
offerings accounting for revenue 
that’s many times the R&D spend. 
Ditto with TVS, whose 
demise was proclaimed 
far and wide after its 
break-up. Post-split 
in the late nineties, 
TVS has launched 
close to 25 products, 
all developed in- 
house. Needless tO 
say, TVS hasn't yet died. 

TVS, of course, will still lack 
the engineering finesse of a Honda, 
and an Indica may still not be in the 
league of global small cars, but the 
good news is they're getting 
there—and all the ingredients 
needed to get there to exist in the 
country—a low-cost, quality-driven 
worker base and more importantly 
the wealth of engineering talent 
available. That could explain why 
Toyota has identified India as a 
sourcing base for manual trans- 
missions—the only such hub out- 
side of Japan. Even as India's best 
auto companies attempt to bridge 
the gap between international qual- 
ity and domestic promise, the global 
auto giants are exploiting the local 
potential to match their overseas 
standards. Read on to find out how. 
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N THE FIFTH AND FINAL SHOP 
at K-block, the 200-odd acre 
passenger car making plant 
of Tata Motors, there's a 
spanking new automobile 
rolling out every 98-100 seconds— 
Tata Indicas, a few Indigo sedans, 
and a sprinkling of the soon-to-be- 
launched Marina station wagons. 
This is the trim and assembly shop 
where workers armed with pneu- 
matic and hydraulic nut runners are 
fitting the engine, front drives, ra- 
diator and into the shell of the car. 

A worker fits an engine in 90 
seconds flat, whilst moving on a 
trolley. The day's target is 540 cars 
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MEAN MACHINE: 

For those sceptical of 
Tata Motors’ new global 
thrust, a visit to its 
1,200-acre Pune plant 
can be eye-opening 








UMESH GOSWAMI 


Right from design to manufacturing, Tata Motors is 
seeking to erase its unenviable reputation of never 
getting a product absolutely right at the first 


attempt. BY BRIAN CARVALHO 
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in two shifts. The first shift began at 
6.30 am, and will end at 3.30 pm— 
the first car to hit the ground run- 
ning at 6.30 am is kept before an 
idol of Lord Ganesh at the entrance 
of the assembly shop. It's 1 pm 
now: 195 cars have rolled out so 
far. The indicator reveals that 12 


Panasonic 


ideas for life 





Notebook Size Wireless - with Multitive mode 
Projector Al 

Direct Power Off 

One Touch Auto Setup in 1.5 sec 
Blackboard Projection Mode 
Unique Index Window 


Every LCD Projector projects 
Only the Panasonic LCD Projector actually 


PRESENTS 





Being able to project data is something any LCD projector THE PANASONIC OFFICE 
can do. But how many are multi-dimensional like the lay mma 
Panasonic LCD Projector? How many actually add value 

to your presentation? Look for the distinctive hologram on the 


Panasonic warranty sticker 


UE EE n ana aa Oo 
Panasonic India Pvt. Ltd., Delhi (011): 51656370/71/72/73; Mahender 9811142407: e-mail: spd.del@npi.panasonic.co.in Mumbai (022): 
28761722/33/11; Ashish 9820191587: e-mail: spd.bom@npi.panasonic.co.in Kolkata/Hyderabad: 033-22272474/75/77/78. 
Nanda 9830049750; e-mail: spd.cal@npi.panasonic.co.in Chennai/Bangalore: 044-28253464/65; e-mail: sod. mad@npi.panasonic.co.in 
Ahmedabad (079): 26405060/70, 26420180; Balbir 9824012540: e-mail: spd.ahd@npi.panasonic.co.in 






Ty Fe” “ay vr 


minutes have been lost. But there’s 
little trace of worry on the shop- 
floor. The day’s target will be met. 
Engines and doors continue to move 
around—it’s difficult to imagine, 
but all the movements are synchro- 
nised and flexible. Don’t worry. An 
Indica door won't latch itself onto 
an Indigo body. When it’s time to 
exit the assembly shop 195 has 
moved on to 198. 

An Indica on the road may not 
warrant a second glance—not five 
years after launch anyways—but a 
visit to the sprawling manufacturing 
facilities of Tata Motors in Pune’s 
Pimpri-Chinchwad region offers 
you little choice but to view the 
Indica as an engineering marvel. 
There are officials who will ensure 
you never in your lifetime forget 
that Mercedes cars are painted in 
the Tata workshop; or that no hu- 
man touches a Tata car in the press 
shop, weld shop and the paint show. 
They'll also tell you the Indica was 
the first time that the Tatas were 
making a monocoque vehicle (all 
the others are body-on-frame), and 
that for a plant that started making 
40 cars a day to be doing 500 (and 
in a few months 750) is nothing 
short of remarkable. 

As is indeed the entire Tata 
Motors plant, which includes the 
commercial vehicles factories and 
foundries, besides the passenger car 
division, spread over 1,200 acres, 
with just the training centre and 
the production and engineering cen- 
tre (or the toolroom, where dyes, 
fixtures and patterns are made) 
common to both heavy vehicles 
and cars. A visit to the training cen- 
tre in many ways sets you up to 
take in the entire plant. Here, 100 
apprentices are put through the 
paces, and 20 per cent of them are 
absorbed at the end of a three-year 
course (the 100 are selected from 
10,000 applications for a three-year 
course during which they’re trained 
in the 19 trades required in the au- 
tomobile industry). 
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@ There's a car rolling out every 
98-100 seconds 


@ Currently making 540 cars 
in two shifts. Will soon go up 
to 750, and then 1,000 


@ Mercedes cars are painted 
in the Tata paint shop 


@ Value-addition by vendors will 
soon touch 75-77 per cent 


@ A whole range of CVs, right 
from 1 tonne to upwards of 35 
tonnes, in various stages 
of launch 


Cut-sections of Tata Motors’ 
entire range of cars and trucks lie 
scattered across the training cen- 
tre. In one corner, a group of ap- 
prentices is coming to grips with 
CRDi technology (Common Rail 
Direct Injection—watch out for a 
CRDI version of the Indigo Diesel), 
and another bunch is working on a 
battery-operated Indica. On another 
side, a 1926 Rolls-Royce that was 
brought in scrap condition 12 years 
ago, and which has since been res- 
tored by the apprentices, is dis- 
played in its resplendent glory. 

Each visit to the various sections 
of the Tata Motors' plant is a story in 
itself. Should you be focusing on the 
new Sumo Victas, which roll out 
every seven minutes, with 17 “major” 
changes (bucket seats, sturdier sus- 
pensions, power steering and win- 
dows, a 2.1 litre turbo-charged water- 
cooled engine et al)? Or should you 
hammer out a few paras on the one- 
time order from the Algerian police 
for 1,500 Safaris—left-hand drive, 


green and white, 4x4 drive, with 
siren and lights perched on top. 
There are a few Safaris branded Ex 2 
that are going to Spain too. 

Perhaps the testing area—the 
*torture track"—will make better 
copy: There's the crash-test facil- 
ity, the track for durability testing, 
the water-wading and gradient tests, 
Belgian bumps, potholes, and an 
area where engine emissions are 
tested. Prototypes of the various ve- 
hicles are dragged to the torture— 
there's a Marina prototype that's 
just been, well, tortured, and a seem- 
ingly rattled Leyland bus too, cools 
its heels (the competitor's presence is 
a benchmarking imperative). After 
the torment, the vehicles are taken to 
the engineering research centre (ERC), 
dismantled, examined, and modifi- 
cations, if necessary, are suggested. 

From the design studios of the 
ERC, the nerve centre for new Tata 
vehicles, you can expect many more 
Indica variants, a new Indica platform 
and the much-touted Rs 1-lakh car to 
zoom off the drawing boards. Most 
of the activity within the ERC—where 
you're most likely to find Dr V. 
Sumantran, the former General 
Motors pointman, brainstorming 
with a bunch of young designers—is 
aimed at bridging the quality chasm 
that exists between Tata's products, 
specially Cvs, and global majors. 
After all, if Tata Motors wants to 
go global it can't be as simple as a 
mere PR pitch. *Our vehicles are 
rugged, robust, but lack aesthetics 
and finish. So the products get dis- 
counted. So we are investing in these 
facilities," points out P.M. Telang, 
Senior Vice President (Operations). 

Most of the activity at the Tata 
plant, and particularly within the 
ERC, is geared towards erasing one 
very unenviable reputation the 
company has earned over the 
years: That a Tata product is a 
rugged, reliable machine—but be 
prepared to deal with the initial 
tribulations that inevitably come 
along with every purchase. 








TAPMI 





By S. Balasubramanian 


conomic liberalisation, global business 
E opportunities, increasing competition, 

onslaught of technological innovations and 
emergence of global communication networks have 
all impacted businesses in a large way. The changing 
business scenario has necessitated changes in 
management thinking. There are some major shifts 
in paradigms. We now speak of 'leaders' and not 
'managers' Career aspirations and expectations 
from employees are changing dramatically. 
Abraham Maslow's Theory of Need Hierarchy or 
Douglas McGregor's Theory X&Y may not be able 
to answer questions that have arisen in recent 
times, on what motivates an employee. We need 
newer concepts and newer theories to explain 
the new phenomenon. 

Today's generation of students is aware of the 
changes, thanks to the Internet and communication 
revolution. The risk-propensity of these students is 
reasonably high and many of them are not averse to 
experiment. Expectations of these students from 
their management professors are in turn changing. 

All the changes demand 
that the new crop of mana- 
gement professors adopts 
an integrated approach to 
teaching. They need to 
update their knowledge and 
skills constantly, deliberately 
and consciously. Technology is changing the world 
at a frightening speed. Management professors, 
therefore, should develop skills in teaching courses 
that are not only based on sound and proven theories 
and concepts, but also laced with practical and 
contemporary issues and dimensions. They need 
to be leaders. They should possess and demonstrate 
qualities and characteristics that they would 
advocate as signals of success. From effective 
time-management, self-awareness, self-organisation 
and self-confidence to updating knowledge, 
net-working and effective communication skills - all 
these should not only be mere precepts and concepts, 


To meet the challenges of the 

changing business scenario, 

management professors have 
to undergo significant changes. 


NURTURING WEALTH CREATOR SERIES 


Changing Role of 
Management Professors 


but possessed, practiced and demonstrated by a 
management professor in his every day life. 

As mentioned earlier, technology is driving 
business today. Digitalising information is becoming 
the order of the day. Education is increasingly being 
made available over the Internet and distance- 
education is assuming a different status. More and 
more students are seeking higher education through 
net-based programmes. Virtual chat rooms are 
replacing classrooms. The management professor of 
today, therefore, needs to adapt the new technology 
with enthusiasm and zeal. 

The role of the management professor is 
no longer limited to one of an ‘academic guru’. 
He is not expected to be a mere repository 
of theories, concepts and other bookish knowledge. 
He needs to demonstrate his contemporary 
knowledge and understanding of the complexities 
in today's business, by providing extensive 
examples from current business practices and 
problems to support his theories and concepts. 
It saddens me to hear that many of our manag- 
ement professors do not 
engage themselves in 
active applied research or 
consultancy assignments. 
Such situations will only 
result in the management 
professor getting further 
alienated from the realities of business. 

In conclusion, if a Harvard, Stanford, MIT or 
Kellogg in the U.S.A. can not only attract but also 
retain professors of international acclaim and 
acceptance, I am sure that India can also do it, 
provided we adapt our mindsets as required. 
Management schools need to revisit their 
compensation and reward systems, process of 
recruitment and selection, and continuous 
improvement programmes. 





Prof. S. Balasubramanian is a Professor at T.A. Pai Management , 
Institute, Manipal and can be contacted at sbala@mail.taprmni.org 
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Paradigm 


MEX impu NE motorcycle plant of Bajaj is special not just 
di pista from Bajaj because it makes the best-selling Pulsar but 
uto's headquarters in mainly because of the benchmarks it's set in 


Akurdi is tucked away the 


hushed village of Chakan, — - mens BY BRIAN CARVALHO 








home to an industrial belt that 
boasts, amongst its many commer- 
cial notches, a Hindustan Petroleum 
depot, a L'Oreal factory and, bang 
opposite, Bajaj's motorcycle-man- 
ufacturing unit, which unfolds over 
192 acres. As you enter the factory, 
expectations of being enveloped 
by the hum of machines and din of 
shopfloor banter are quickly bel- 
ied. That could be because this 
plant that manufactures 1,200- 
1,300 Pulsars—Bajaj's indigenous 
wonder machine—on one line has 
a lean workforce of 700 *cell 
members" (don't you dare call 
them workers). 
Bajaj Auto is due to roll out 
another blockbuster 125 cc model 
in September from the Chakan 
plant, codenamed the K-60, and 
recently branded ‘Discover.’ In 
place is a second line to manufac- 
ture this bike, and as you walk 
about the factory, you get faint 
glimpses of the Discover in vari- 
ous stages of assembly. Pradeep 
Shrivastava, General Manager (Cha- 
kan & Engineering), expects to quic- 
kly ramp up to 800 per day in three 
months, and by March 2005 Bajaj 
Auto's Chakan plant 
should be doing 2,400 
bikes per day, one h: | 
Palais and ‘the ea GEAR SHIFT; Bajaj 
Auto’s Chakan unit 
Discovers. will be doing 2,400 
Chakan is where mobikes per day by 
the Pulsar, Discover | BIET (Se s 
and every subsequent 
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Bajaj-designed motorcycle will be 
manufactured. The bikes that result 
out of the partnership with 
Kawasaki of Japan will roll out of 
the Waluj plant in Aurangabad— 
scooters are made at Akurdi. To 
put it simply, Chakan isn’t quite 
like Akurdi or Waluj. 

It was in 1998 that the founda- 
tion stone of the Chakan plant was 
laid. Rajiv Bajaj, Joint Managing 
Director, Bajaj Auto, had concluded 
the company's traditional approach 
to making scooters and motorcy- 
cles was not conducive to trans- 
forming the two-wheeler giant into 
a low-cost, high-quality producer. In 
the midst of intensifying competition 
in the high-growth mobike segment, 
what Bajaj badly needed was a break 
from the past. That's how Bajaj 
Auto's plant at Chakan took shape 
by October 1999. Enter Shrivastava, 
a Bajaj veteran of some 20 years, 
whose earlier stints in exports, qual- 
ity assurance and with Bajaj's first 
four-stroke scooter easily made him 
the ideal man to take up the man- 
date of crafting the Chakan plant as 
a benchmark in productivity, costs 
and quality. Rajiv Bajaj, point out 
company executives, now visits 
Chakan perhaps just two to three 
times a year—and that's not be- 
cause it's a long way from Akurdi to 
Chakan. It's because he's got 
Shrivastava at the helm. 

A variety of numbers and ratios 
indicate the reason for Bajaj's ample 
faith in Shrivastava. Work in 
progress is never more than 0.2 days, 
inventories less than half a day, and 
30 per cent of Bajaj's vendors use 
the Kanban card, which enables 
just-in-time material handling. That's 
why Chakan is able to deliver two 
vehicles per man per day, and the 
target is to take that figure up to 
three once the Discover's produc- 
tion ramps up (at Waluj the out- 
put to people ratio is 1.2, excluding 
three-wheelers, and at Akurdi it is 
0.8). The ratio of the indirect to 
direct workforce is also much lower 
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at Chakan, at just 4 per cent, whilst 
at most other plants there are as 
many as 20 indirect workers (ma- 
terial suppliers and quality control 
people) for every direct worker on 
the shopfloor. 

If Shrivastava can manage with 


WHAT MAKES THE 
PULSAR PULSE 


@ Chakan delivers two vehicles 
per man per day. Soon will 
go up to three vehicles 


e Only 700 "cell members" will 
soon be making 2400 bikes 
a day 


6 Developed an in-house painting 
system for Rs 14.4 lakh. 
Original cost: Rs 7 crore 


@ Inventory build up is less than 
half a day 


6 Workers are multi-skilled: 300 
are trained at firefighting 


such a lean team, one big reason 
for that is the multi-skilled nature of 
his personnel: A forklift operator 
doubles up as a computer systems 
Man Friday, a mechanical engineer 
is equally adept at drafting on a PC, 
another engineer is also trained as a 
safety officer, and a few on the 
assembly line also slip into the 
mandatory compounder's shoes, 
dispensing medicines whenever re- 
quired. What's more, 300 of the 
780-strong force is trained in fire- 
fighting. “All this reduces the need 
for indirect people," explains 
Shrivastava, adding that the other 
Bajaj plants are also attempting to 
replicate this model. 

Being a tight, cohesive unit has 
its advantages. Shrivastava can talk 
to them-on a first-name basis, and 
conversations need not necessarily 
be restricted to shopfloor banter. 
*For me, enthusiasm is more impor- 
tant than experience," says the head 


of Chakan, who is pretty famous for 





his rather radical approach—at least 
by traditional Bajaj standards to 
labour. Yet, it’s precisely this ent- 
husiasm that Shrivastava is able to 
elicit on the 30,000 sq metres of 
shopfloor that makes Chakan spe- 
cial. It’s such fervour that has, for 
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instance, been responsible for the 
conversion costs coming down by 
20 per cent in the crankshaft pro- 
cessing sequence. 

Its resulting in plenty of inno- 
vation too. Consider this dash of 
ingenuity: A painting system for 
the assembly line was being made 
by a supplier for some Rs 7 crore. 
And this was being used by most 
two-wheeler manufacturers. The 
Chakan workers then got into a 
huddle, and figured they could 
work out some savings here. They 
figured right: They developed 
home-made robots, each for Rs 2.4 
lakh. Now six would be needed 
on the assembly line, which basi- 
cally meant that Bajaj was spending 
just Rs 14.4 lakh on its painting 
system as against Rs 7 crore. When 
the original supplier got wind of 
the developments at Chakan, it 
could do only one thing: Bring 
down its cost. The painting system 
now costs just Rs 20 lakh. 
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Shifting Into 
Higher Gear 





ABUS G Mdau By making a sleepy village near Bangalore its 
PNE toss production hub for manual transmissions—the 
VL ihe Karna E Dine only such base outside Japan—Toyota has hit the 
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VERY MORNING AT THE CRACK 
of dawn 400 workers in 
Abban Kuppe, Bidadi, a 
sleepy village 40 km from 
the heart of Bangalore off 
the Bangalore-Mysore highway, 
break into the above song (of which 
only a verse has been reproduced), 
which is in the local dialect, Kan- 
nada. No, this isn't a village choral 
group giving its vocal cords a work- 
out. Rather, these are the workers of 
Toyota Kirloskar Auto Parts (ab- 
breviated TKAP, and pronounced 
Tee Cap), the components 


JAPANESE JAUNT 


@ Invested Rs 370 crore to make 
160,000 transmission 
gearboxes 


e Will export roughly Rs 400 
crore of these systems in 
first year 





@ Indian vendors have supplied 
70 per cent of machines 
at TKAP 


e Toyota Motor has increased 
production by 30 per cent 
with just a 5 per cent step-up 
in investments 


e TKAP initially planned on 
being just an assembler; 
today is a production hub 


operations of the Japanese auto giant. The song has been written by 


Kiyomichi Ito, the 54-year-old soft-spoken Managing Director of 


TKAP, and translated into the local language. It extols how the 
Abban Kuppe plant will become a giant in the auto world and exhorts 
workers to collectively strive towards this goal. 

TKAP is 64 per cent owned by Toyota Motor Corporation (which 
makes the Qualis, Corolla and Camry for the Indian market), 26 per cent 
is held by Toyota Industries and 10 per cent by Vice Chairman Vikram 
Kirloskar. The 520 acres (including the 50-acre campus of TKAP) that 
Toyota calls home houses a hi-tech unit in the midst of rolling paddy 
fields. From here Toyota is planning to make India its hub for manual 
transmissions, exporting it to ASEAN, South America and African markets. 

TKAP will manufacture R type manual transmissions, which will go into 
a new integrated multi-purpose vehicle that Toyota is set to roll out 
shortly to replace the older Kijang. TKAP has invested Rs 370 crore in the 
new plant and commercial pro- 
duction started from May 31, 
2004. The plant has a capacity of 
turning out 1,60,000 of these 
transmission gearboxes. TKAP ex- 
pects to export some Rs 400 crore 
worth of these systems. 

- For a company that was ini- 
TUUS — AFT! tially planning on just assembling, 
ades R150 AT NÉ nd not manufacturing, making 
E le— | India a production hub is indeed 
fA S | remarkable. The only other fac- 
E Ww tory where Toyota manufactures 
p. e L R type manual transmissions is 
“ty, “ioe | in Japan. Toyota is inevitably im- 
i. £r à- Er plementing its Kaizen (continu- 
P id ! ous improvement model) prac- 
tices here. Kirloskar points out 
that Toyota Motor Corp has been 
able to increase capacity in India 
by 30 per cent with an additional 
investment of just 5 per cent. 
It's not all hunky-dory—the 
Japanese aren't too thrilled by 
the quality of infrastructure. For 
instance, it takes Toyota 
Hee Meh) ele: "workers 90 minutes to 
E TUCHAVTENEANHRE CHE cover the 40 km dis- 
/ EAER tance between Banga- 
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at l'oyota-Kirloskar's lore and the plant. Ito 
e Se roes in on the cultural 
VS Bangalore divide. “When an 
Indian says *No Pro- 
blem’ it does not necessarily mean 
there is no problem. He might 
have said that just to please his su- 
perior," he laughs. Perhaps it's 
time for Ito to add some new 
verses to his favourite song. 
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The Lone Ranger 








N THE LATE NINETIES, WHEN THE 
split between Suzuki and TVS 
Motor Company was begin- 
ning to appear inevitable, the 
Indian company’s R&D team 
was just about ready with its four- 
stroke scooter, Spectra. The product 
didn’t exactly set the Cauvery on 
fire, but that’s not important. What 
is relevant is that the Spectra gave 
TVS the confidence it needed to 





POWER DRIVE: TVS 
mobike plant at 
Hosur has placed 
the company among 
front-runners in the 


auto comp race 
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Gets It Right 


Since TVS broke up with Suzuki, not only has it 
launched 23 models—hesides the chartbusting 
Victor—it has 55 patents in the bag too. 
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develop a four-stroke engine with- 
out Suzuki. In 2000, the blueprint 
for the Victor was formulated, and 
TVS gave itself 18 months to come 
up with an indigenous four-stroke 
bike. “It was intensive work,” recalls 
Vinay Harne, Vice President, R&D. 
The development of the Spectra 
might have provided motivation, 
but little else. For starters, TVS had 
to develop a 100cc engine; the 


Spectra is 150cc, bring in fuel effi- 
ciency (not the Spectra’s strongest 
point), styling, and other features 
like smooth acceleration and dece- 
leration. Intensive work, indeed. 
Before the Victor eventually hit 
the market in September 2001, four 
prototypes did the rounds for cus- 
tomer feedback, based on which 
improvements were made. During 
trials, the company went to the 
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SBIMF Investor Service Center: Ahmedabad - Ph: (079) 2550 7442. Bhopal: - Ph: (0755) 255 7341, 527 3983, 528 
8277(D). Goa - Ph: (0832) 5642475. Indore - Ph: (0731) 2541 141, 245944. Mumbai - Ph: (022) 2265 8302, 2265 
8303. Pune - Ph: (9520) 567 0961, 567 1524. Vadodara - Ph: (0824) 2225628,2225629. Bhopal: - Ph: (0755) 255 
7341, 527 3983, 528 8277(D). Chandigarh - Ph: (0172) 2709 728, 271 1869. New Delhi - Ph: (011) 2331 5058, 2317 
7262. Indore - Ph: (0731) 2541 141, 5045944. Jaipur - Ph: (0141) 2256 7354, 2257 4134. Ludhiana - Ph: (0161) 2449 
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Ranchi - Ph: (0651) 231 5212 Siliguri - Ph:(0353) 253 7065, 2534206. Bangalore - Ph: (080) 2227 2284, 2212 2507, 
2212 3784(D). Chennai - Ph: (044) 2829 3384, 2829 3385. Coimbatore - Ph: (0422) 2303 863. Cochin - ph: (0484) 
2318886, 2320107. Hyderabad - Ph: (040) 2475 6241, 2475 6066. Mangalore - Ph:(0824) 244 5892. Vijayawada - Ph: 
(0866) 257 8215, 257 4113. SBIMF Investor Service Desks: Nagpur: (0712) 2543123. Nasik: 09823246886. Rajkot: 
09825504876. Surat: 09879114453. Ajmer: 09829067357. Gurgaon: (0124) 5083769. Kanpur: (0512) 2331631. Kota: 
9829067358. Moradabad: (0591) 2411411. Jamshedpur: 09835367720. Raipur : (0771) 2536372. Hubli: (0B36) 2368477. 
Madurai: 9843266670. Thiruvananthapuram: (0471) 2724790, (0484)3339225. Vishakapatnam: (0891) 3093018. 











* Emerging Businesses Fund is an Open-Ended Growth fund launched as the fifth sector fund in Magnum Sector Funds Umbrella (MSFU). 
Asset Management Company: SBI FUNDS MANAGEMENT PVT. LTD located at 191, Maker Towers 'E', Cuffe Parade 
Mumbai - 400 005. Tel: 91 22 2218 0221-27. E-mail: partnerforlife@sbimf.com. Principal Trustee: State Bank of 
India. Statutory Details: SB] Mutual Fund has been set up as a trust under Indian Trusts Act, 1882. Investment 
objective: MSFU-Emerging Businesses Fund (An Open Ended Growth Fund) will participate in the growth potential 
presented by various companies that are considered emergent & have export orientation/ outsourcing opportunities 
or globally competitive by investing in the stocks representing such companies. The fund may also evaluate emerging 
businesses with growth potential and domestic focus. Asset allocation: At least 9096 of the portfolio to be invested 
in the equity or equity related instruments including derivatives of companies in line with the investment objective. Upto 
1096 to be invested in Money Market Instruments. Minimum investment — Rs. 2000 and in multiples of Rs. 500 
thereafter (Growth and Dividend options available) Load: No entry load during IPO. CDSC of not exceeding 1% would 
be charged for investments upto Rs 50 lacs for exit within 3 months(for IPO investors only). On an ongoing basis an 
entry load not exceeding 2.2596 of the NAV will be applicable for investors. Standard Risk factors: Mutual Funds and 
Securities Investment are subject to market risks and there is no assurance or guarantee that the fund's objective will 
be achieved. As with any investment in securities, the NAV of the Magnums issued under the scheme can go up or 
down depending on the factors and forces affecting the securities market. Past performance of the sponsor/AMC/Mutual 
Fund does not guarantee the future performance of the schemes of the Mutual Fund.Magnum Sector Funds Umbrella- 
Emerging Businesses Fund (an Open Ended Growth Fund) is only the name of the scheme and does not in any manner, 
indicate either the quality of the scheme, its future prospects or returns.State Bank of India, the sponsor is not responsible 
or liable for any loss resulting from the operation of the scheme beyond the initial contribution made by it of an amount 
of Rs. 5 lacs towards setting up of the mutual fund. Scheme Specific Risk Factors: Since investments are proposed 
to be made in the stocks of companies engaged in potentially emerging businesses, a failure of such businesses to 
take off could pose a risk. Since a large part of the Emerging Businesses Fund portfolio would be invested in companies 
which are export dependant, a slowdown in the global economy could be a risk A sharp appreciation of the rupee in 
the short term may affect the export profitability of the companies adversely. Please read the addendum of MSFU- 
Emerging Businesses Fund along with Offer Document of the scheme carefully before investing. Application 
forms are available at SBIMF corporate office, SBIMF Investor Service Centers/Desks, SBIMF agents and can also be 
downloaded from our website: www.sbimf.com. JWT FIN.2521.2004 
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extent of fitting sensors to the head, 
elbows and other joints of the rider 
to judge trauma impact when the 
bike went over potholes and speed- 
breakers and to reduce the impact to 
a minimum. The trials also ensured 
that deficiencies in existing bikes 
were removed—for instance, avoid- 
ing poor torque and pick-up re- 
sponse and ensuring optimum power 
and acceleration. Venu Srinivasan, 
Chairman & Managing Director, 
TVS Motor Co, was confident 
enough at launch time to assert that 
“the Victor is a star for TVS”. And all 
at an investment of Rs 80 crore. 
He's dead right. Today, there 
are some 1 million Victors on the 
roads. Marketshare has climbed 
from 6 to 10 to 12 per cent, and is 
expected to stabilise at 10 per cent 
as newer products arrive in the TVS 
stable. The Victor GLX, an upgra- 
ded version of the Victor, which 
was launched in July, sold 10,000 
bikes in the first month. An econ- 
omy variant is expected in Septem- 
ber to take on Bajaj's Boxer. 
Consumers might have got a 
glimpse of TVS' design and devel- 
opment capabilities by 2001 with 
the Victor launch, but few would be 
aware that the seeds of those com- 
petencies were sowed way back in 
1992-93, when the company initi- 
ated a change management process. 
Total Quality Management was 
kicked off, and measures like cost 
controls and manpower reduction— 
which may appear run-of-the-mill 
today, but were pretty radical (not 
just by southern standards) a decade 
ago—were implemented. Shopfloor 
operators, for so long quantity-ob- 
sessed, were tuned to become qual- 
ity-oriented. Manufacturing cells 
were formed, accountability fixed. 
Supplier rationalisation also began. 
If in the 1990-95 period, the 
focus was on employer involve- 
ment, education and training and 
the restructuring of manufacturing 
with TQM for the top management, 
the spotlight by the second half of 
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the nineties moved on to sales, serv- 
ice and improvements—and, most 
important, new product develop- 
ment, Computer-aided designs were 
in, robotics was being used in man- 
ufacturing, and computer-controlled 
systems monitored supplier deliv- 
eries on a monthly and weekly basis 
on the shop floor. 

TVS opted for its own cus- 
tomised machine tooling to the 


maximum extent. Some 30 ma- 


chines were designed in-house with 
newer concepts. “Buying machines 
is like a buying a PC readymade— 
they could have a number of fea- 
tures that we won’t use, and may 
not have the one we most require,” 
explains K.N. Radhakrishnan, Vice 
President, Planning. 
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e Made Victor a sensation with 
just Rs 80 crore of investment 





@ 1 million Victors on the 
roads today 


@ Some 30 machines have been 
designed in-house 

@ Economy variant of Victor 
scheduled for launch soon 


e VT-i technology a key 
differentiator 


It was decided that the manu- 
facturing line would be lean and 
flexible, with an ability to make 
several models at once. This came at 
a cost, but the management was 
clearly investing in the future. Today 
the Victor and its new upgrade are 
made on one line, and the Centra 
and Scooty Pep on another. 
"Flexibility is important because 
products have a lower shelf life; 
variety is becoming the order of 
the day," says Srinivasan. Since the 
launch of the Victor 23 products 
have entered the market. 

One of the strategies the TVS team 
has been implementing ever since 
the development of the Victor is 
the creation of patents. The Victor's 
key differentiator, for instance, is the 
ignition's digital mapping, which 
reveals to users whether the engine 
is in power mode or in economy 
mode. That's not the only patent in 
the TVS vault. A team of 400 engi- 
neers is responsible for the 55-odd 
patents till date, 20 per cent of 
them for process development, and 
the rest for product development. 
The VT-i technology in the Centra 
and the Victor GLX is one manifesta- 
tion of the R&D team's handiwork. 

The VT-i uses effective com- 
bustion. There is a twin spark, with 
the second one following immedi- 
ately after the first, after adjusting to 
engine temperature and complet- 
ing the combustion process; this 
gets effectively translated to the 
wheel by eliminating friction. 
During deceleration, under normal 
circumstances the engine sucks fuel, 
but VT-i technology stops fuel flow 
to the engine without stalling it. 

Immediately after the split with 
Suzuki, Srinivasan had declared: 
“We can no longer stop with one 
product launch for three years, now 
it has to be three products in one 
year.” He obviously knew what he 
was talking about. Expect more 
products, and more technological 
innovations like the VT-i in those 
TVS machines. 
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N THE FACE OF IT, IT'S AS 

Old Economy as they 

come: Glowing furnaces, 

overhaul-clad workers 

tending conveyor belts su- 
pervised by hard-hat supervisors, 
the crash and shudder of heavy 
duty presses and through the dust, 
heat and grime, neat stacks of 
forged steel making their way to 
waiting trucks. 

But peel back a layer of epider- 
mis at Bharat Forge's sprawling 80- 
acre plant at Mundhwa, Pune and 
what you unearth is something com- 
pletely different. What Mrr-trained 
engineer turned entrepreneur Baba 
Kalyani refers to as “driven more by 
brain power than muscle power”. 

As Chairman and Managing 
Director, Kalyani heads the 43-year- 
old engineering firm that’s already 
the world’s second largest forging 
manufacturer. Today, it turns outs 
a capacity of 100,000 tonnes an- 
nually, which will be doubled over 
the next few years. Its appetite whet- 
ted by organic growth, Bharat Forge 
recently acquired CDP, one of largest 
forging companies in Germany. 

A peek into the first floor Engin- 
eering and Design Centre throws 
more light on what Kalyani’s talking 
about. “It’s the brain and heart of 
the plant,” informs Senior Vice 
President, Shyam Takale. In the 
harsh fluorescent light 40-odd en- 
gineers sit peering at swirling colour- 
ful shapes on 21” monitors, inter- 
spersed with frantic clicks on the 
mouse and furious calculations. 

Bharat Forge supplies crank- 
shafts, axle beams, steering knuck- 
les and assorted transmission parts 
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for auto manufacturers across the 
world. Now, just how much tech- 
nology can be needed to hammer 
and mould a slab of steel into a flat 
motor part? Takale, a US-trained 
engineer who’s been walking shop- 
floors for over 15 years, steps in 
to provide the answers: The heart of 
the production process is the 
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Powered by technology and what its chairman 
calis Common Sense Managing, Bharat Forge has 
become a global force to reckon with. sy ABIR PAL 
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"die"—an unassuming partially hol- 
lowed out metal block. From the 
kind of metal to be used to the desi- 
gning to the contours of the inden- 
tations, everything has to be got 
just right. Because not only will 
4,000-5,000 pieces have come off 
each die, but dies often have to 
bear loads as staggering as 16,000 
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tonnes of pressure. 

Since the quality of the final 
forged product is a function of 
the quality of the die, Bharat 
Forge's Virtual Manufacturing 
Process—using the latest in 
CAD/CAM and modeling software— 
continuously maps and monitors 
critical parameters like forgability, 
load capacity, die deflection and 
stress levels. Lately the tool room 
has also been integrated, which 
means that the entire die pro- 
duction process is now auto- 
mated. “Sitting here in the control 
room we control everything—ac- 
curacy levels, machine utilisation, 
operator efficiency," elaborates 
Takale. Furthermore, computers 
are online with international 
clients like Ford, Volvo and 
Daimler-Chrysler. This means 
requirements, specifications and 
even 3-D machine models can be 
swapped, making design a con- 
tinuous and iterative process. 

Bharat Forge has invested 
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LIVING WITH DIES 


@ Makes crankshafts, axle beams, 
Steering knuckles and assorted 
transmission parts for auto 
majors like Daimler Chrysler, 
Ford, and Volvo 





e Entire die production process 
is automated, and computers 
online with global clients 


€ High-speed machines and 
automated production lines 
have boosted productivity 


€ Product development takes 
just two to three weeks, as 
against six to eight months earlier 


€ Manufacturing expenses and 
manpower costs reducing by 
the day 





Rs 630-crore in upgradations 
since 1990, The improvement 
is visible in the tool room, where 
high-speed machines have boo- 
sted productivity. Manufacturing 
expenses as a percentage of inco- 
me have come down from 19.6 
to 16.7 per cent and manpower 
costs from 6.9 to 6.1 per cent. 
Product development, which 
earlier used to take six-to-eight 
months, today takes only two-to- 
three weeks, a front axle beam 
die, which earlier took 130 hours 
to make, now only takes 13 
hours. First-time success rates are 
as high as 98 per cent and design 
time has been cut down by a 
tenth. Accuracy of die has been 
brought down to 0.05 mm (from 
0.4 mm), draft angles narrowed to 
half-a-degree and a glistening sur- 


face finish of 3 microns has been — 


achieved. And don't forget that at 
any point in time Bharat Forge is 
juggling with inventory of 600- 
700 product variants ranging from 
a 350-kg crankshaft manufactured 
for Cummins to a 50-cm transmis- 
sion part for Toyota. "There's so 
much of demand, we often find it 


difficult to keep up," is how | 


Kalyani sums it up. @ 
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INTERVIEW/ DAVID M. CLEMENTZ/ EXECUTIVE VP/ EDS 


HE $21-BILLION, GLOBAL 
IT services vendor, EDS, 
has been crawling at a 
1-2 per cent revenue 
growth for the last cou- 
ple of years. Shrinking gross mar- 
gins (currently at 1.7 per cent if all 
its troublesome contracts are in- 
cluded), and a slow turnaround pace 
resulting in a downgrade by global 
rating agency Moody’s to junk bond 
status last month have all added to 
the IT giant’s woes. To cap it all, 
research firm Forrester has shown up 
EDS as lagging behind its key com- 
petitors on global delivery efficiency, 
in a study released this month. It 
looks like the Ross Perot-founded 
company (be sold out to GM in 
1986) would need some derring-do 
to stage a comeback. BT’s Priya 
Srinivasan spoke with David 
Clementz, Executive Vice President 
(Service Delivery), EDS, on issues 
facing the company. Excerpts: 


How much of your global delivery 
happens offshore and specifically how 
much of it is out of India? Could you 
quantify this for us? 

Let’s define the so-called offshore de- 
livery model first. We have a trade- 
marked process that we call “best 
shore deal approach” and it starts by 
certifying several of our global de- 
livery sites, We have 92 service cen- 
tres around the world and we have 
a process that we go through to cer- 
tify them as part of our best shore 
portfolio. Those are a dozen crite- 
ria—where the location is, technical 
competence, industry knowledge in 
the region etcetera. We have knitted 
together 22 of these centres. The 
application service centre in India is 
one of those. It is present in four 
cities in India. The number of people 
in this best shore capability model is 
14,000. In India, there are 2,000. By 
the end of the year there will be 
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“Offshoring 











2,500 and by the end of 2005 it 
will be 5,000. It’s more than just 
labour arbitrage that you read so 
much about in the press. If that was 
all there to it, then we have lower 
cost centres that we could use to 
provide people from—Malaysia and 
Egypt are very competitive. It’s more 
about all the capabilities I defined. 


Since when have you felt a compelling 


Just About 


Labour 
Arbitrape 





Is Not 














need to offshore services and why? 

It was 1990, in Ireland, to support 
GM in Europe. It was long before 
anybody heard about offshore and 
since then it just continued to grow. 
As we got spun off from GM (it was 
EDS' parent) and continued to sup- 
port them around the globe, it gave 
us an automatic footprint. Since 
then we have picked up many global 
clients and the model has matured. 





What kind of savings do you se: 
with offshoring? 

It varies from place to plac 

not the primary driver. It mav bi 
the first driver. If it’s purely labou 
you are looking at and it's US versin 
international, then the savings couk 
be as much as 60 per cent or 70 pei 
cent. But Ví ry Orten we are not i ok 
ing at just labour. You start to add the 
value. the valt OÍ global f VCI ABE 
and then the savings get eroded as 
VOU idd virtual COnncctivil And 


i i , 
Value added SCTVICCS and SO OH 


There is an interesting observation in a 
recent Forrester report which says that 
clients feel getting IBM, EDS or 
Accenture to offshore is like getting 
their teeth pulled out—they hate off 
shoring. What would you say to that? 
Well, they didn’t talk to me (laughs 
We do some of our own internal 
EDS support in India and w 


ing to push more of it here 





of the deals in our pipi 
potentially $70 billion wo 
possible deals that we are 


ing, a huge percentage of those h 


some component of offshore \ K. 
| don't know what sales r'OTCI 


sisting offshoring. In the lare 


deals—the »53UU million ti 


Iron-plus—those have som 
ponent of offshore could ( | 


centre, technology. help di 
plications development n 
nance, some kind of hosting) ans 
usually it's the client ri 


offshoring, not the vendor 


Coming to EDS' financials, your revenue 
growth is crawling at about 1 or 2 per 
cent, gross margins are as low as 1.7 
per cent and losses in the region of 
$170 million. What exactly would you 
say is the problem at this point? 

W C have a VCTV Strong ba c bu 

and we continue to have chall 

with one large contract that's been 
written about a lot.—the Navy 
tract. We are starting 

corner on that account. We 


that we will be in a much bette: 
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situation in the months ahead. We 
are pretty much on target (in terms 
of sales). We generated $5 billion in 
the second quarter. By the end of the 
year, we will have $5 billion in cash 
and marketable securities in the bank. 
We have a strong sales pipeline of 30 
per cent (Y-0-Y growth). We are con- 
fident we have stabilised the broken 
accounts and are moving forward. 
We have targeted to take $1 billion 
out of our costs this year and an- 
other $2 billion after this. By mid- 
year, we have already taken out 
$580 million (of costs). 


However, Moody’s doesn’t seem too 
impressed with your pace of turnaround. 
They have downgraded EDS to highest 
grade junk bond status last month... 
And we disagreed with them. We 
still disagree with them. Taking out 
a billion dollars of cost takes time 
and you can’t be indiscriminate 
about it and start hacking away. In 
my opinion you have to go slow 
to go fast. You have to be method- 
ical and thoughtful. And once you 
have the strategy in place, you can 
accelerate. We disagree with their 
(Moody’s) assessment. 


Why are you behind companies like 
IBM and even HP on the revenue 
growth front? 

OK, if you plot a chart, it would 
show IBM is clearly the leader in to- 
tal revenues, EDS is second and HP 
barely makes the chart. In fact, 
some of the Indian firms are in that 
category and generally it’s easier to 
grow on a smaller base. We have to 
put this thing in perspective. 


According to Forrester, EDS lags behind 
IBM, Accenture, rcs, Wipro and Infosys 
on several parameters. You have the 
least number of clients doing applica- 
tions maintenance offshore, least num- 
ber doing new development, least num- 
ber doing packaged applications main- 
tenance and least number of dedicated 
offshore development centres. Yet you 
are present in the maximum number of 
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“You have to go 
slow to go fast. 
Once strategy s in 
place, accelerate" 


companies in terms of offshore pres- 
ence. Surely you see an anomaly here? 
If you look at the large players, a big 
chunk of what they do is for them- 
selves offshore. A big chunk of 
IBM's work offshore is IBM for 
IBM. But I haven't studied this re- 
port and it would be interesting to 
find out where the data came from 
and how they did the comparisons. 
I have been a Clo for six-and-a-half 
years and have always looked at 
these benchmarking studies with a 
high degree of scepticism and have 
often refused to participate since | 
can’t rationalise the information 
that comes back. The difficulty is 
primarily in getting people to de- 
fine uniformly what constitutes off- 
shoring. We could easily claim that 
all work outside of the US is off- 
shore and assign 40 per cent of rev- 
enues to offshore. I don't want to 
minimise the value here but without 
knowing how the definitions were 
created, | can't comment. 


Just one other thing in the same report. 
Global delivery revenues for IBM, EDS 
and Accenture are $200 million each 
and for the Indian vendors, it blows 
out to $800 million-$1 billion. Again, 
why are the multinationals generating so 


few revenues overseas? 

If you consider Infosys or Wipro, 
their offshore revenues are just 
about everything they do. If I took 
everything that I had outside of the 
United States and aggregated it, it 
would be about 8-10 times that of 
the Indian vendors. It just doesn't 
make intuitive sense to me. 


OK, let's talk specifically about India. Is 
your initiative here generating the kind 
of revenues you expected? 

Having an offshore or best shore de- 
livery capability is an essential ele- 
ment of winning the next $70 bil- 
lion pipeline that I described earlier. 
The sales that we are competing 
for have a heavy dependency on 
our ability to leverage our talent 
across the world. That's what spurs 
us on to build new centres or take 
away the ones that aren't relevant to 
the model anymore. With best shore 
technology I can start a contract at 
lower cost, price deals lower, beat 
the competition and still give myself 
a margin. We are looking at taking 
costs down 20 per cent in the next 
two years. Our competition is fol- 
lowing similar patterns, which 
means we have to get down be- 
low that. We see a 6-8 per cent 
combined annual growth rate in 
the services industry. People are 
continuing to outsource services. In 
order to compete in the future, 
there will have to be large degree 
of offshore component. 


Post Script: EDS officials who have 
studied the Forrester report on 
global delivery maintain that the 
study is rather India-centric, whereas 
EDS’ offshore capabilities span sev- 
eral countries. While the study 
points out that EDS services the 
least number of contracts across 
applications maintenance, new de- 
velopment and packaged apps man- 
agement offshore, EDS maintains 
that the size of individual contracts 
it services are much larger than 
those of most vendors. 


KNOCK, KNOCK. 


Attention, Networking and System Integrators. Opportunity, gentlemen, is at the door. 


And it goes by the name of Tata Indicom Enterprise 
Business Unit, TIEBU for short. We offer total 
communication solutions, across data and voice, to 
businesses large and small. 


Not surprisingly, we are the preferred telecom 
partner to more than two thousand corporate 
houses of India, helping them harness new 
opportunities. 


If you too are an e-entrepreneur looking for the right 
opportunity, you sir, are looking at the right place. 


Qualification: 

Science Graduate with an engineering degree. 
Alternatively, certifications in courses like CCNA, 
CCNE, PG Diploma in Telecom or IT. 


Experience: 

You should be a Network Specialist with 2 years of 
experience in the area applied for. You should also 
be acquainted with the buying behaviours of 
various segments. 


Turnover and Manpower: 
Your undertaking should have a turnover of Rs. 50 





handigarh: 0172-2622008 Pune: 020-27157474 


Lacs Per Annum or more. At least 4 executives 
should be on the field, which should include a team 
leader and a sales co-cordinator. 


Business Focus: 
On Telecom/IT related hardware and systems 
solutions. 


If you meet the profile, you will get the chance to 
offer the complete product range of VSNL. From 
IPLC, ILL, IDC, VOIP, NLD, CIT, VPN to MPLS based 
management services. As you can make out, it's 
quite a range. Even in content. So to help you sell it, 
first we will make you understand the extent of the 
products. Which is why we will be taking you 
through a comprehensive training session. 


So to make most of this opportunity email 
your business profile to Rajesh Makwana at 
rajesh.makwana@vsni.co.in or fax it on: 
022-56669038. 


Tata Indicom Enterprise Business Unit, 

Tower C, Lokmanya Videsh Sanchar Bhavan, 
Kashinath Dhuru Marg, Prabhadevi, Mumbai - 400 025. 
Telephone: 022 - 5652 6400 Fax: 022 - 5652 6401. 


Indicom 


Enterprise Business Unit 





zi 


REI RA — LR Ui UPC S SAS VLL s ZI EE is LESTIE DAS nA eR RH Ps 
3 find out more about how we can help you enable your business better, call us at: Mumbai: 022-56578765 Delhi: 011-55501111 Kolkata: 
33-23554021 Bangalore: 080-56629001 Chennai: 044-25366740 Hyderabad: 040-55109911 Kochi: 0484-2421711 Coimbatore: 0422-2594500 


Or e-mail us at corporate.businessvsnl.co.in 





A ts. ag 





For management guru Kenichi Ohmae, today's world is a collection of region states, 
interconnected by modern technology into one gigantic, virtual sphere where nation 
states and political ideologies have lost their relevance. BY SUDARSHANA BANERJEE 


N THE BEGINNING, THERE WAS NOTHING. THEN 
came the Big Bang. And zillions of years into the 
future will presumably come a colossal implosion 
of the universe, returning it to its original state. 


That’s some way off yet, but from the thesis of 


Kenichi Ohmae, the guru of management strategy, 
we can conclude that we are already witness to such a 
phenomenon, albeit in a different context. According 
to Ohmae, the explosive creation of nation states and 
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definition, by solid lines, of national borders, trig- 
gered by the Industrial Revolution, ended in 1985 
(see “India Has Enormous Advantages”). Today, we are 
witnessing the implosion, where four great forces—cor- 
porations, capital, communication, and citizens—can 
freely criss-cross national boundaries. A single, vir- 
tual world is being formed, comprising hubs of eco- 
nomic activity, or region states, interconnected by 
technology, and unrelated to the geographic limits of 



















the nation states that they are part of. 

It is not unexpected thinking from a man of Ohmae's 
profile. Born in Japan, he was educated in America, is 
married to an American, and lives in Tokyo. A doctorate 
in nuclear engineering from Mir, Ohmae worked for 
Hitachi as a design engineer on Japan's prototype fast bre- 
eder reactor. But it was as a partner in McKinsey, where 
he co-founded its strategic management practice, that he 
earned the title “Mr, Strategy". Voted among the top five 
management gurus in the world by The Economist 
magazine in 1994, Ohmae ran for Governor of Tokyo 
in 1995, has authored over a hundred books, founded 
several companies, and is advisor to governments of 
China, Malaysia and Japan. Like a true global citizen, he 
shares a passion for martial arts with his fellow Japanese, 
and a passion for motorcycles with Americans. 

It is, after all, a borderless world. According to 
Ohmae, cross-border communication, consumption 
or travel, and access to global information has rendered 
nation states a ‘cartographic illusion’, But what do 
we make of the proclamations by national leaders 
who promise ‘prosperity’ or ‘jobs’, either by shutting out 
the rest of the world, or through public work projects, 


akey  ®END OF THE NATION STATE: 
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or by just creating more government jobs? Ohmae 
feels that political tirade on economic issues is akin to 
having show trials: pieces of theatre designed to assuage 
people who are still mired in the psychology of the 19th 
century nation state. Jobs are no longer created by nat- 
ional politicians. If they are, it is by letting go the gov- 
ernmental grips on economy. “The Region states have 
consumers and financial investors who care not at all for 
national stability, who avoid taxes wherever possible, 
and who take the availability of jobs for granted as they 
know they can work for anybody anywhere in the 
world," he points out. 

Decline of the nation state should not, however. be 
mistaken for its death. “Quantum physics is widely ac- 
cepted and recognised. But we continue to expect 
that gravity will play a role in daily life. Similarly, we do 
not discard all of the economic dimensions of the old 
world," says Ohmae. He breaks up the future into 
four dimensions of the invisible continent, bound into 
one by optical fibre networks. 

Bakeries will continue to bake cakes and delivery 
trucks will continue to make rounds of streets in the 
‘Visible Dimension’. There is a ‘Borderless Dimension’ 
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INTERVIEW 


E an exclusive interview to BT in late 1995, man- 
agement guru Kenichi Obmae expounded on bis 
thesis of region-states in a borderless world. Excerpts: 


What does the borderless world mean for India? 

What we are witnessing today is the end of a 
paradigm shift that, after being triggered off by the 
Industrial Revolution, lasted for about 150 years. 
This was characterised by the nation-state, where 
solid lines defined the borders of one country 
from the other. What is happening now is that the 
four great forces of corporations, capital, com- 
munication, and citizens can freely criss-cross 
national borders. The creation of Windows and 
the launch of CNN—both in 1985—marked the 
end of the traditional paradigm. It was around the 
same time that President Reagan in the US and 
Prime Minister Margaret Thatcher in the UK 
were trying very hard to deregulate the bank- 
ing, airline, and telecommunications businesses. 
These are inherently borderless industries. 


But, in a lot of emerging economies, telecom, aviation and 
banking are often the most regulated... 

While it is desirable to deregulate these sectors, it is 
understandable if they are not done fast. I am sug- 
gesting that faster deregulation in these sectors can be 
restricted to Bangalore or the areas that are chosen. 


Kenichi Ohmae will speak at the 
Business Today Knowledge 
Management Forum on September 15, 


2004, at the Taj President, Mumbai. 
For details, contact Ashish Bathani at 
ashish.badhani@intoday.com 





brought about by globalisation. If the Cold War disin- 
tegrated the world, the era of globalisation has integ- 
ration as its chief by-product. Then there is the ‘Cyber 
Dimension —that of the World Wide Web, which 
affords a flexibility dérived from a variety of com- 
munication technologies and activities involving 
the internet. With a mobile phone as your elec- 
tronic wallet, you no longer walk alone; bakeries 
may take online orders, and delivery trucks may 
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“India Has Enormous Advantages" 


But what are the implications for a nation-state that is rap- 
idly liberalising its economy, such as India? 

India has enormous advantages if she recognises 
that she possesses inherent factors that will contribute 
to her victory. And that is engineering. In the earlier 
paradigm, you needed to have a strong military, 
natural resources, land mass, or population to win. 
Now, not only does India have the engineering ca- 
pabilities, but also English-speaking capability, which 
is a must, and an earnest working population. India 
should seek wealth through a network that focuses on 
value addition through intelligence instead of through 
labour. That, by itself, is not the advantage. 


This sounds similar to what Harvard University’s Michael 
Porter argued in the Competitive Advantage of Nations... 
I don’t think so. Porter does not talk about regions; 
I am specifically talking about them. In fact, I don't 
think India as a nation will prosper. That is why we 
have come to Bangalore. We are not interested in 
India. | am sorry to say this, but those parts of India 
that are interesting to us are places like Bangalore and 
Hyderabad. Because you need space to grow. I 
would imagine that a population of five to seven mil- 
lion people will be the optimum business unit. You 
would do better if you could liberalise these regional 
forces. Because you would then have the human 
resources to manage the critical factors of success. 


have satellite-based tracking systems. All this has led 
to a fourth dimension, the ‘Dimension of High 
Multiples'—or the often-exaggerated values put 
on some companies by the stockmarket. 

Labelling the world into dimensions is merely a fra- 
mework of context. An high-speed Internet connec- 
tion alone, is just that. It cannot achieve competitive adv- 
antage unless accompanied by strategic thinking. And 
strategy, for Ohmae, means sustaining values for the cus- 
tomer better than those of competitors. The key to 
strategy, he says, lies first in invention, then commer- 
cialisation of invention. Where others saw mere marsh- 
land, Walt Disney saw a world of magic and moolah. But 
Ohmae's thesis raises bigger concerns. What will be 
the governance model of the invisible continent? How 
will the prosperous region states interact with the nation 
states? We are just beginning the journey, he says. The full 
implications of the new paradigm are yet to be ascer- 
tained, even by the master of strategy himself. Œ 
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How will you spend this year's vacation? 


Kayaking in Fiji? 
Climbing in the Himalayas? 


Camping on Mars? 
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Of Core Constraints 


SK QUESTIONS. WHEN SOMETHING IS WRONG, YOU 

will feel the constraint. Make a clear distinction 

etween undesirable effects and core constraint. 

Look beneath the surface. Set up a group of your 

staff. Work with them to use the undesirable effects as 

a source of clues to the core problem. Then work 
together to create a correct solution." 

That's Eli Goldratt, author and guru. He is famous for 
two things. For using fiction—through his novel, The 
Goal—to discuss business in an easy-to-get format. And for 
his Theory of Constraints (TOC). This novel, and he has 
written many others, is about a manager called Alex 
Rogo. Operating on a two-month ultimatum to turn his 
unit around, Rogo discovers that a process is only as 
good as its weakest link. So he gets to the underlying weak- 
ness, fixes it and saves his unit (and job). 

From there comes the TOC, which has set the current 
tone of constraint management. Goldratt's method? First, attain clarity. Sort through the clut- 
ter of symptoms to identify the actual constraint. Focus on this weak link. Next, to effect change, 
look for a win-win solution (the ‘cloud’ is just a Western analogy he uses; it could arguably be 
a creative stimulant for solutions), and then work out ways to overcome resistance. This will 
turn ‘current reality’ into an envisioned ‘future reality’. 

Goldratt is also a stickler for first principles. Asking questions, to him, is the part people are most 
susceptible to get wrong. Assumptions, in particular, need to be questioned most rigorously. 
"Everybody is rational," he once declared, "Unfortunately, not everybody starts from rational assu- 
mptions. I had this debate once with Israeli intelligence. They wanted to use my methods. 
After four or five days, when we had analysed many things, they said, ‘Wait a minute. We have 
here a preconception problem. We're analysing everything logically. But some of our enemies are 
not logical. So whatever we do in terms of predicting what they are doing is worthless.’ I said, ‘No, 
what we call irrational behaviour is simply the person behaving according to another set of as- 
sumptions. But within that he is very logical." Many times, we claim that people are behaving ir- 
rationally because we put them into a conflict, and we are looking at only one side of the conflict, 
So, of course it looks to us as though they are behaving irrationally.” 

That’s remarkable realism from a writer of fiction. But then, why assume a work of imagination to 
be somehow less serious about finding solutions? “A story is a reality frame,” Goldratt once said. 
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Foresight is the 'lead' that the leader has. 


Robert K. Greenleaf 


From pioneering the PC storage revolution 20 years ago to enabling digital storage in Consumer Electronics today. 
Seagate's greatest strength is its ability to respond quickly and intelligently to the change that is inherent across the 
industry. Seagate attributes its success to a sound business Strategy and exceptional strength in technical competencies, 
which provides the flexibility to address the world's rapidly evolving storage needs. Even before 
anyone else. 


Seagate National Call Centre > 
© Call toll tree 1600 33 11 04 Seagate C ! 


www.seagate.com/india We turn on ideas 












BY NARENDRA NATHAN 


S TECHNICAL ANALYSIS 
another form of tea-leaf 
reading? No, say the ex- 
perts. “Though technical 
analysis is not strictly a pre- 
dictive tool, it is a pre-emp- 
tive weapon against the probable 
manner in which a stock, or any 
traded asset, is likely to behave," 
says Jamshed Desai, Head of 
Research at IL&FS Investsmart 
India, *It doubles up as an effective 
risk management tool as well." 
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Technica 
Analysi 


Eas 


How to make friends of 
trends, and influence 
your returns on stocks. 


2004 











Pre-emptive. Weapon. Risk 
management. It sounds too com- 
plicated to bother with. Then there 
are all these zigzag lines to deci- 
pher. Even with your best cryptolo- 
gist instincts on high alert, you 
might be tempted to take the cus- 
tomary advice of financial advi- 
sors: ‘stay off this stuff’. 

They mean well, of course. By 
custom, these lines and charts are to 
be used discreetly, and rarely to be 
admitted so in public. So if anyone 








Aug.14, 03 


is around, lower your reading to a 
whisper. Psssst... is it addictive? 
The evidence on this is sketchy, but 
those who get it tend to stay with it. 


So What Is It? 


Broadly, the term ‘technical analy- 
sis’ applies to the study of historical 
asset price and volume data for the 
purpose of projecting its future be- 
haviour. Unlike ‘fundamental analy- 
sis’, which looks at the company’s 
financials to see what the stock is 
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worth, 

technical ana- 

lysis only looks at 

data generated by the 

stockmarket. 

Now, investors can go by the 

‘fundamentals’ or by the ‘techni- 

cals’, but the smart option perhaps 

is to use a combination of both, us- 

ing the former to identify stocks, 

and the latter to figure out exactly 
when to buy and sell. 

As Desai says, “Technical analy- 
sis is supplementary tool to funda- 
mental analysis.” Thankfully, it is 
quite easy to understand and prac- 
tice---once you overcome the fear of 
those jagged lines. 

According to C.K. Narayan, 
consultant at ICICI Securities, pri- 
mary technical analysis is much 
better than using “low levels of 
fundamental analysis” (such as mar- 
ket hearsay or tips). 


C.K. Narayan/ CONSULTANT/ ICICI SECURITIES 
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The broad idea is simple: you 
win by playing at the leading edge 
of the prevailing trend. That is, you 
buy a stock just as the price goes on 
an uptrend, and sell at the first sig- 
nal of a downtrend. The trend, as 
they say, is your friend. 

"Technical analysis," says 
Deepak Mohoni, a Pune-based 
technical analyst, *will help you 
find a trend when it starts." But 
how to identify the ups and downs? 
Compare spiky ‘sensitive’ data with 
generalised longer time-scale trends. 


Here are the tools: 


Simple Moving Average 

This is the simplest trend following 
technique. It smoothens the price 
chart’s spikes and dips to present a 
trend of prices averaged out over 
several readings. For a fortnightly 
moving average, first take the aver- 
age closing value of a stock (or 
Sensex) over the past fortnight (14 
days’ prices added up, divided by 
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Technical Analysis 
Made Easy 
Balanced Living 
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14), and plot it 
against today's date. To make it 
‘move’, you again plot the past fort- 
night's average tomorrow (with a 
new day's price added and the ear- 
liest day's dropped). Do this every 
day, and connect the dots to get a 
moving average line. 

Of course, you could take an 
average of any period. The chart 
featured above is a 26-week moving 
average of the Sensex, ideal for 
long-term investors. The buy/sell 
rule here is simple: you buy when 
the quoted price goes above the 
moving average value, and sell when 
it falls below. By the chart above, a 
six-month horizon investor would 
have bought the Sensex on June 6, 
2003, sold it on May 14, 2004, 
and made off with a tidy sum. 


45. 


- 
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GRAPHICS BY PINAKI PAUL 


“To mitigate the risk of false signals, go with 
the weight of technical evidence” 


Mitesh Thacker/ ASSOCIATE VP/ KOTAK SECURITIES 


Note that a shorter-time moving 
average would have been of little 
help. “This is because the short 
term signals will be valid only for a 
short period,” explains Manish 
Shah, Technical Analyst with KRC 
Research. You must pick a moving 
average to suit your investment time 
frame. Day traders use 30-minute 
moving averages, for instance. If 
you re investing on corporate rese- 
arch, a monthly, quarterly or six- 
monthly moving average would be 
far more appropriate. 


Top-Bottom Trend Lines 
You plot the stock’s closing price 
every day, and get a sensitive price 
chart. Now look for peaks and val- 
leys. A visibly high peak is a ‘top’, 
and a visibly sunken low is a *bot- 
tom’. You draw a straight line thro- 
ugh tops to connect peaks, or thro- 
ugh bottoms to connect dips. Now, 
if both tops and bottoms keep going 
higher and higher, it’s an obvious 
uptrend (and vice-versa). 


427 1st Top 
393 Lower Top 


Jan. 31, 
1997 


Figures are in Rs per share 
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333 Still Lower Top 


w BHEL Share price (sensitive) 


But a single trend line will do. If 
just the tops keep getting lower and 
lower, you still have a downtrend. 
For a long-term trend, take the case 
of BHEL's stock price over several 
years (see chart below). The first 
top on July 31, 1997 is followed by 
two lower tops (January 29, 1998 
and August 31, 1999). If you draw 
a straight line through the three 
top points, you get a downward 
sloping trend line. 

Now, a buy/sell signal here is 
made by a so-called *trend reversal. 
How to identify one? If the price 
goes above the long downward 
trend, it's time to buy. For BHEL, this 
happens on February 28, 2003. 

Likewise, an upward trend 
would be made by a straight line 
drawn through at least three 
successively higher bottoms. If the 
price falls below the trend, sell. 


Momentum Indicators 
Technical analysis gets slightly more 
complex if you want to catch an 


Top Trend Line Technique 


Connect the peaks with a straight line to get the trend; if the sensitive price 
goes above it, buy. 


W Top-connecting trend (generalised) 






emerging uptrend even before its 
onset. It can be done—by watching 
trend momentum. Like a car, à 
trend typically slows down before 
turning around. Your speedometer 
is the momentum indicator, the 
most popular kind being the 
Moving Average Convergence 
Divergence (MACD) line. How to 
calculate it? Deduct a long-term 
moving average (usually 26 days) 
from a short-term one (usually 12 
days), and plot the difference. This 
difference tells you what's happen- 
ing. In an uptrend, the more recent 
averages are higher than the longer- 
span averages, so the MACD value is 
positive. If the trend is bearish, the 
MACD turns negative. 

To get buy/sell signals, however, 
plot a separate *trigger line'—typi- 
cally a nine-day moving average of 
the MACD values. Now, if the the 
MACD zooms up ahead of its own 
smoothened average (cutting 
the trigger line from be- 
low on the chart), it 
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„P. G. DIPLOMA IN INDUSTRIAL MANAGEMENT (PGDIM) AND INDUSTRIAL SAFETY 





UENAUJNALINSTITUTE OF INDUSTRIAL ENGINEERING NITE invites applications for its two- 
year Post Graduate Diploma in Industrial Management (PGDIM) and Post Graduate Diploma in Industrial 
Safety & Environmental Management (PGDISEM) programmes. Each of the two programmes offers a 
unique blend of Management and Technology. 






He FGU programme) develops versatile managers through a holistic orientation in Marketing, 
Finance, HRM, Operations, Logistics, Supply Chain Management, Systems, and Technology 
Management. This programme is ranked among the top five business management programmes in the 
country by leading Business Magazines. 





aims at developing multifaceted management professionals in Operations 
Management with special emphasis on Environmental and Safety Management. This cross-functional 
programme includes education in modern operational and general management methods and tools. 


Both programmes are recognized by AICTE and are two-year full time and residential. PGDIM and 
PGDISEM students learn sustainable practices of business management spanning operations, finance. 
economic and human resource angles and do an industry-based two—month summer project and a four- 
month industry internship before their completion. 


SLACEMENT ) record of NITIE is 100% since inception. Its Management graduates are sought after by 
leading multinational and Indian companies. 


First Class Engineering / Technology graduates in any branch with CAT 
(Common Admission Test) qualification. SC/ ST candidates receive 5% Concession on First class % marks. 
Admission is based on Group Discussion and Personal Interview with appropriate weightage to CAT score. 
Reservation for SC/ST and Handicapped candidates is as per Govt. rules. Candidates who are currently in 
their final year of Engineering / Technology degree can also apply, provided they expect to complete all their 
exams and other requirements for obtaining the qualifying degree before June 30, 2005. Shortlisted 
candidates will then be called for Group Discussions and Personal Interviews at NITIE, Mumbai. 





Fulfilment of minimum qualifications is not an automatic claim for Group Discussion and Interview. 
MPORTANT DATI 
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Brochure & Application Form for PGDIM / PGDISEM may be obtained from the address shown below by enclosing a DEMAND DRAFT 
for Rs. 1000/- (Rs. 500/- in case of SC/ST candidates with attested certificate of caste), drawn in favour of ‘NITIE MUMBAI’ and payable at 
SBI, Vihar Lake Mumbai — 400 087 with four self-addressed stickers (7.5 cms X 3.5cms) to : ASSISTANT REGISTRAR (ACADEMIC), 


NITIE, Vihar Lake, PO. NITIE, Mumbai-400087.  Tel.(022)28573371 + Fax:(022)28573251 + email:admissions@nitie.edu 
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"n Momentum Indicator Technique 
98 Sell If the sensitive MACD line goes above the generalised trend (trigger line), buy. ta 
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visible patterns that occur over 
and over again—the result of 
the past behaviour of investors. 
It is reasonable to expect this » 
collective behaviour to cause 
similar patterns in the future as 
well, be it a swing from over- 
optimism to excessive pes- 
simism, or vice-versa. Greed and 
fear are what move markets, at 
times, and technical analysis 
does a good job of capturing 
the so-called ‘sentiment’. 


means that things are getting 
zippy, so you buy. If the MACD 
line goes below the trigger line, 
sell (as on August 13, 2004, in 
the chart above). You must be 
cautious, however, to avoid pick- 
ing up false signals. Slowing cars 
sometimes just shoot ahead again. 


Yes, It Works 


Admittedly, you risk a mishap 
or two, especially with momen- 
tum indicators. But don’t let 
people tell you that all this is If that’s not enough, technical 
“too technical” for you. analysis has the backing of mar- 
“Though it is used mostly by aged over a length of time) to com- ket theory as well. The theory? ! 
traders now," says Narayan, pare spiky sensitive prices with; ifthe = The market, involving the dy- | 
“sit iş not fair to call it an analy- live price overshoots the trend, buy. namic interactions of myriad | 
sis only for traders.” ———À nte | players, distills everything there 

True, false signals are a real 1 Top-Bottom Trends tell you the is to know. “The price contains 
problem. But there’s a way to generalised price story by joining the all information,” as Manish 





mitigate that risk. “Go with the high (or low) points to see if it's going Shah, Technical Analyst at KRC 


weight of technical evidence,” Up or down; if the sensitive trading Research, puts it. 
advises Mitesh Thacker of | price goes above the line, buy | The condition: this market 
Kotak Securities. In other | must always have diverse and 
words, use several tools on the J Momentum Indicators offer early- numerous participants. So avoid 
same asset, and act only if you Warnings on whether the priceis illiquid stocks that could be rig- 
get similar signals from most. gaining or losing momentum; if an ged by a few rogues. Insure your- 
Used correctly, technical MACD indicator overshoots its own - self against false signals: be dis- 
analysis is found to work. Prices, — moving average, buy. — — cerning about what can and what 
after all, are found to display | cannot be manipulated. 
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Matching assets and liabilities? Individuals need to do it too. 
Here's how. By SHILPA NAYAK 


AKEN A CURSORY GLANCE 
at a company balance 
sheet lately? It details 
the shape of the com- 
pany's finances, and tells 
you whether anything is going out 
of whack. You may be surprised to 
hear this, but you could do some- 
thing similar for your own finances 
too—to keep yourself in fine 
financial balance. The basic prin- 
ciple: your expenses and liabilities 
must stay within control range of 
your earnings and assets. 





Your Financial State 

Just as you assess where you are cur- 

rently and set a goal for where you 

want to go in some years, you should 

have an idea of your financial posi- 

tion now and what you want it to be. 
Keeping monthly expenses within 
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a budget, and eking out extra cash, 
is what everybody does. The actual 
balance sheet, however, is a figure- 
ridden document that puts down 
your assets and liabilities, and thus 
helps you figure out your net worth. 
This, very few bother to do. 

It's fairly simple, actually. First, 
the good part. Sum up all your 
assets—things you own of trade- 
able value. These would typically 
include cupboard cash, bank acco- 
unt balances, bonds, stocks, mutual 
fund investments and retirement 
funds, in addition to the current 
value of insurance plans, vehicles, art 
objects, jewellery and immoveable 
property (a house, even on a loan, is 
an asset). Add it all up, and you 
get a figure for *total assets'. 

Next, add up all your liabilities, 
everything you owe. These include 





long-term debt such as home loan 
as well as short-term debt like c: 
loans, consumer loans, credit car 
debt, education loans and person; 
loans (on a holiday, for example 
Add up all your EMis. You get “tot 
liabilities’. Now, broadly, the di 
ference between total assets ar 
total liabilities is your net worth. 


Net Worth Management 

Has your net worth grown? Or a 
you living heavily on debt? Ha 
you invested enough? To answ 
all this, you need financial pla 
ning. “Financial planning is n 
only restricted to parking funds ir 
range of investment avenues ava 
able, but is an itemised evaluation 
a person's current and futu 
financial needs," says Ranjeet 
Mudholkar, CEO, Association 
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In the Egypt of 15th century BC, one Pharaoh did more than 
most to promote art and commerce, and went on to rule the 
kingdom for 20 years. The Pharaoh wasn't a man, but a 

woman: Queen Hatshepsut. In the 21st century India, the © 
biggest biotech company, the biggest venture capital 
company, and.the biggest HR department aren't run by men, 
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but by women. 


Meet India's Most Powerful Women in Business. On 
September 10, 2004 in Mumbai. The last word. in 
corporate woman power, brought to you by Electrolux. The 
event, marked by the unveiling of the Business Today 
Special Issue, will witness the formal launch of another 
exclusive affair: The Business Today Most Powerful Women 
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| Assets 
Liabilities — | 
53,05,000 | Fixed assets TR S 
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financial planners, "it is need based." 

Typically, people in the early 
phase of their careers, from 25 to 
35, are heavily indebted, since 
an individual or family life has 
to be put together through big- 
ticket purchases. From 35 to 55 
comes the net worth maximising 
phase, as investments are made 
and assets built. After 55, peo- 
ple live off what they've got and 
prepare to bequeath some. 

The key indicator remains your 
net worth. Once you have your 
current figure worked out, vou must 
also put together a regular income- 
expenditure chart. If you have a 
monthly surplus, vou could use the 
money to enhance your net worth. 
Anyhow, if your savings are stable 
month after month, or preferably 
rising at a predictable rate, vou can 
assess how much monev vou can 
gather over the years. Now put this 
figure aside, and set vourself some 
financial goals (short-term and long- 
term). Don't be afraid to be ambi- 
tious here, by the way. The task 
now is to figure out how these goals 
are to be met, working backwards. 


116 BUSINESS TODAY SEPTEMBER 12 


3004 


Income is just that, income. 
Unless you get a major break, it 
will follow a steady incline over 
the vears, and you will get to save 
some of it. But the big difference to 
your net worth will be made by 
your investments. Over a couple of 
decades, judicious planning on this 
count can probably make vou 
wealthy even on a moderate 
income. The word to note here is 
‘probably’. It’s not certain, mind 
you, since investments always 
involve some degree of risk. The 
question is how much risk you're 
wiling to bear on your way to 
meeting your goals. 

Once you're clear about that, 
you can go about putting your sur- 
plus cash to use in the manner most 
likely to succeed. There are spe- 
cialists called Financial Planners 
who can help on these decisions, 
though you are welcome to work it 
out for yourself. “Financial plan- 
ning is all about design," says 
Devang Shah, Director, Right 
Rreturns Financial Planners, a fee- 
based financial planning outfit, 
"Once the planning is done well, 
more than half your job is done.” 


Balanced Planning 

The choices are never easy. A 32- 
year-old executive with surplus cash 
of, say, Rs 3.5 lakh could be caught 
between prepaying the outstand- 
ing amount on his home loan or 
using the money to shift from an old 
Palio to a new Honda City, for 
example. Meanwhile, there might 
also be a smart new computer he's 
been aspiring to get. 

Considering the effective interest 
rate one pays on a home loan taken 
in recent times (especially as appli- 
cable to someone in the highest tax 
bracket), it makes sense to continue 
with the loan. So, does he get to 
cruise around town in the plush 
comfort of that aerodynamic new 
car? Perhaps not. Wise counsel, 
instead, would be to opt for a mod- 
erate upgradation—to a Ford Ikon 
or Opel Corsa, for example, which 
are also sedans. Or to get that com- 
puter (a loan on which is not quite 
so attractive). And the rest of the 
money? That would be well 
deployed in an equity mutual fund. 

That's the effect of planning. 
Instead of meeting just current 
needs and desires, the discipline 
requires you to think ahead—and 
work towards a net worth. Done 
this way, the 32-year-old could 
possibly get himself his fancy set 
of wheels some years later, but end 
up with a higher net worth only be- 
cause he also bought a fund. 


Sheet Watching 

The whole point of all the asset- 
liability calculations is to track your 
balance sheet as you go along. 
Investments, of course, need the 
closest monitoring. But don't be 
overzealous. “If your portfolio 
design is right, a yearly review of 
portfolio is enough,” says Shah. If 
there is a sudden contingency— 
such as inflation breaking out, you 
could do an interim review as well. 
If you have your numbers neatly 
on a sheet in front of you, you'll be 
prepared for quick decisions. [f 
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TEMPORARY JOBS 








Permanent lemps 


HE SHOULD’ VE EXPECTED IT. 
Thirty-year-old engineer Sweta 
Rau’s parents hit the ceiling 
when she decided to work as a tem- 
porary employee—a ‘temp —at 
NCR-Teradata in Mumbai. Was 
her career in crisis? She had worked 
as a proper on-the-rolls employee 
with Wipro, BM and ICICI Infotech 
for seven years, with a brief US 
stint too, and now this. 
Rau, though, is cool about it. 
“I wanted to enjoy life, and not 
look at it passing by,” she says, 
happy that she gets to earn money 
on her expertise while also playing 
mother to her just-delivered baby. 
She’d be happy too if she could 
keep it this way for the rest of her 
worklife. “I’m the kind who never 
carries work home, and am com- 
pletely off it once I step out of of- 
fice... being a temp lets me do that.” 
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Otherwise, she complains, “In rr, 
the work hours can be berserk.” 
Temping, adds Rau, is quite the 
done thing in the US, and there's 
no need to chew nails as a temp in 
India either. With so many short- 
term projects to go around, espe- 
cially in rr, opportunities are €x- 
panding fast. According to one esti- 
mate, some 25,000 temps are busy at 
work in India already, and with 
temp-placement agencies in the fray, 
the figure is doubling every year. 
Rau used Kelly Services. Arun 
Kumar Reuben, 29, an HR executive 
at Dr. Reddy's Labs, took a temp of- 
fer from TeamLease, another temp- 
ing firm. He has been with the firm 
for almost 18 months, doing a series 
of assignments, and is thankful for 
the time he has got himself to 
“indulge in 
reading”. SWETA RAU 


TRAINI 


Fancy spending a career-span as a temporary employee? It’s not that bad. BY SUPRIYA SHRINATE 


Technicolour Option 

Companies working under rapidly 
changing business conditions, of 
course, are thrilled by the idea of 
workforce flexibility: it turns man- 
power into a variable rather than 
fixed cost. For firms with turnkey 
projects, it's an ideal way to get 
work done. As in showbiz: assem- 
ble a crew of talent, go into pro- 
duction, disband, and reap rewards. 
Well, maybe not quite... 

Yet, it's a good deal even for 
employees, avers lain Herbertson, 
Senior VP and MD, Asia Pacific, 
Manpower Inc. “Temping gives 
those people access to work who 
otherwise would have none," he 
says, "Besides, it also enables one 
to upgrade and acquire new skills." 

It works best for the easily 
bored—people who could possibly 
hold permanent jobs, but find fre- 
quent shifts a lot more stimulating. 
Multiple job exposure could be 
quite enriching, at times. 

Ask K.R. Prabhakar, who was a 
permanent salesperson for many 
years before signing up in December 
2002 as a temporary business de- 
velopment manager at a technol- 
ogy MNC, thanks to an offer from 
Manpower. He is visibly happier 
now, and more enthusiastic about 
his job than he has ever been. “New 
horizons get opened all the time,” 
he says, quite open to the idea of be- 
ing a temp for life, “I'd be bored to 
work in a sedentary job all my life. 
As a temp, one gets to work in dif- 
ferent locations and environments 


A Detached competence is the ruling philosophy in 





on different jobs for various clients." 

But then, adjusting to a new job 
every now and then takes special 
skills too. “A temp needs the will- 
ingness to create employability fac- 
tors like the capacity and flexibility 
to blend with different organisa- 
tions on multiple projects they work 
for," observes Ashok Reddy, MD, 
TeamLease. Resilience and adapt- 
ability are key. Also, a temp must hit 
the high-productivity curve right 
from day one, so if you're not en- 
thusiastic about learning new things, 
it's best to avoid temping. “There is 
no substitute for a wide knowledge 
base and pleasing inter-personal 
skills," admits Prabhakar, “to adjust 
to new people without antagonising 
them, and yet commanding respect 
for one's abilities." 


Security Redefined 

Job security, according to Sonal 
Thakur, a temp group coordinator at 
a telecom firm in Delhi, is over- 
rated. Temping for some four years 
now, she has worked with three or- 
ganisations, and rates "freedom" 
much higher as a job attribute. What 
about career-long loyalty? That's 
out, and everybody knows it. "Even 
permanent employees are insecure," 
she quips. “Pd much rather value the 
experience and exposure in 
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top-notch companies. What mat- 
ters most is job satisfaction.” And 
that’s what Thakur is out to get— 
wherever she can. 

Reuben too says he doesn’t 
bother with job security. “I am too 
focused on achieving my goals to let 
feelings of insecurity surface," he 
says, with an air of confidence. 
Similar is the experience of Rang- 
anath H.S., a temp at a Bangalore 
technology unit. Job clarity is a big 
advantage as a temp. "It is your 
work that is respected," says 
Ranganath, who doesn't get drawn 





into any of the hierarchical 
intrigues and power games 
that permanent employees 
devote so much energy to. 

Detached competence is 
the ruling philosophy in tem- 
pland. It works. Since temps 
are clear about their short tenure, 
they tend to feel less threatened by 
other employees. It might even be the 
other way round, with permanent 
employees feeling the pressure of 
temp performance. 


Finer Motivations 

Still, it is hard to believe that a 
company would trust a temp with a 
job of truly critical importance. If 
not ‘loyalty’ in the dull old sense, 
what happens to ‘commitment’ to 
an organisational mission? Is that 
being shortchanged? 

Well, not all jobs need be rele- 
vant to an organisational mission. 
Most of the attachments people 
develop, as Rau sees it, tend to be 
comfort-zone oriented (familiar 
systems, co-worker companionship 
and the like), not anything to do 
with the company's strategic in- 
tent or market mission. Besides, a 
wise company would certainly want 
to retain the rarer-than-rare temp 
who can actually contribute to a 
long-term strategic goal. 
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COUNSELLING 





| am a 28-year-old engineering graduate with a specialisation 
in instrumentation. | completed my MBA in international busi- 
ness from a top-rung B-school in Delhi two years back, 
and have been working in the US as a marketing manager 
since then. However, my H1 B visa expires in June 2005 and 
before that happens, | am planning to return to India for good. 
What is the most opportune time to move to India so | 
can optimise my chance of getting a good job, given that most 
companies have a fixed recruitment schedule? 

The best way to do go about long distance job-hunting 
is to plan your trip in advance and give about six 
weeks' notice to the employers you are targeting. 
This way, they are sure that you have a visit planned, 
and that you have made the effort to give them suffi- 
cient notice in terms of appointments. Companies 
here usually recruit around March/April, though that's 
the time people are busy with campus interviews as well. 
So the best time for you to visit India would be around 
the end of June or beginning of July when you could get 
a few interviews scheduled. However, as | mentioned, 
you need to begin correspondence a lot earlier. 


| am a 40-year-old commerce graduate with a degree in law. 
| have about 20 years of experience in handling branch ac- 
counts, taxation and administration. | have been working as 
a commercial executive with an FMCG company for the past 
five years now. However, | feel | need to go in for further ed- 
ucation if | want my career to grow. What course should | opt 
for to maximise my growth prospects in my present company 
or even to get a better job elsewhere? Is it too late for me to 
go in for further education given my age? 

Age does make a difference, since employers here have 
a misplaced notion that education should come early 
in life. However, since you have taken a decision, one 
option for you is to go in for a full-time MBA if you can 
afford to take two years off. The other is to enroll 
yourself for an ICWA or a CA course. If, however, 
you feel that taking a few years off from work would 
not be possible, you could start looking for jobs 
where the skills and experience that you have gathered 
over the years would come in useful. 


HELP 
TARUN! 


| am a 32-year-old major commissioned with the Indian 
Army 11 years ago. Though | enjoy my work and have done 
reasonably well throughout, | have now decided to quit the 
Army and go in for a corporate job. | graduated in history 
from Delhi University and did my executive MBA in inter- 
national business from a good B-school through corre- 
spondence, vide a facility accorded to servicemen. | have also 
done a few courses in computers and have adequate work- 
ing knowledge of the same. What are my chances of getting 
a good job and which industry would | fit in best? 
Industry should not be a limitation for you as you 
do not have prior work experience in a particular 
sector anyway. The question you need to answer 
here is what industry would you want to be in. 
You could be in administration or liaison, which are 
traditionally functions that ex-servicemen tend to 
veer towards. However, you are young and have an 
MBA degree behind you, so you could also look 
into marketing, sales or exports. Decide where 
your interests and skills lie and select the best com- 
pany and function accordingly. 


| am a 23-year-old student pursuing BHMS from a reputed 
university. | plan to do an MBA in marketing or a spe- 
cialised course in pharmacy once | complete my gradua- 
tion. Which one of the two would enhance my opportunities 
in the job market? Or should | go in for some other course 
of study that will ensure my getting a good job after | grad- 
uate? Please advise. 

Career wise, an MBA will offer you more diverse op- 
portunities—you could still stay in the pharma in- 
dustry if you choose. Pharma sales would be a 
good function for a person with your educational 
background. Doing a specialised course in pharmacy 
will make you a specialist. The US market, for ex- 
ample, has great demand and value for such spe- 
cialists. In India, however, an MBA would give you 
more flexibility at the moment, unless you are 
committed to pharma research or something simi- 
lar. If you do not want to get into research, an 
MBA would be the best bet for you. 


Answers to your career concems are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jhandewalan Extn., New Delhi—110055. 
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SEW EURODRIVE INDIA, is the wholly owned subsidiary of the German Multinational SEW 
EURODRIVE GmbH & Co. KG having operations in over 132 countries with 11 


manufacturing and 58 assembly plants. It is the world leader in power transmission 
g equipments such as Geared Motors, Gearboxes and AC Variable Speed Drives 
| SEW EURODRIVE is further expanding its operations and hence is looking for dynamic, 
- Yoursell! 
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self-driven and result-oriented persons for the following positions 
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The ideal candidate should be a graduate in Electrical or Mechanical engineering preferably 
an MBA, with 10-15 years of experience in sales and marketing of high value industrial 
equipment, preferably Geared Motors, Gearboxes and A C Variable Speed Drives. The 
candidate should possess skills like decision making, leadership, strategy building, project 
management, training & development and should have travelled extensively within the 
SAARC countries 
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The candidate should be a graduate in Electrical / Power Electronics engineering with 10-12 
years of experience in Application Engineering, System Integration, Technical Sales, 
Customer Service, Product Management and conducting technical seminars. The candidate 
should have undergone a training with a medium size power electronics company preferably 
an A C drive manufacturing or marketing company 
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Excellent communication, inter-personal and leadership skills are a must. Self-driven and 
highly motivated persons with a high level of determination on career advancement only 
need to apply. Interested candidates may send their detailed resume with their current and 


expected annual compensation to: SEW 
EURODRIVE 


Executive - HR & Relations Excellence 


SEW EURODRIVE INDIA PVT. LTD. 
Plot no. 4, GIDC Por, Baroda - 391 243 
email: hradmin@seweurodriveindia.com career@seweurodriveindia.com 
Tel.: 0265-2831086 / 2831021 Fax: 0265-2831087 
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TOTAL READERSHIP 


Knocked down like nine pins. They wanted to play the game. We played. We won- 
eain w. both the score-keepers, IRS and NRS, agree. Go ahead, pick up the ball 
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Personalised ‘The 
Workspace Hot Five 


Just how much can you do up your workspace? . The five hot sectors for the job you want. 


OU KNOW A SECTOR IS HOT WHEN LONG 
lost relatives get in touch to get the 
jobs lowdown on it. By that not-so-sci- 
entific yardstick, these would be the hottest 
five in India for the moment. 
B Information Technology (iT) is India's 
| perennially hot sector, with digi-dollars being 
earned in ever greater orders of magnitude. 
B Information Technology Enabled Services 
(ITES), or good old call centres, could take in 
1.5 lakh people over six months, by one 
StantonChase estimate. 
B Retail is booming still, with a thousand 
malls set to bloom. Trained manpower 


Think creative?: Bizarre decor could fertilise your mind some would be needed to get sales jingling too. 
E Auto and auto ancillaries would need re- 


IBERTY—IS THAT A LIMITED RESOURCE’? THAT'S WHAT YOU | cruits in diverse functions, with more and 
might hear in the ad business, where it's bland spaces that | more wheels hitting the tar. 
raise eyebrows. Ram Jayaraman, senior copywriter at | Wi FMCG is showing signs of overcoming 
JWT, is doing okay; he has a charpoy bang in the middle of his | its growth pangs, as the challenge of ‘vibing 
cabin—in case he needs a nap. There’s also a skeleton hanging | with the consumer’ promises hot careers to 
from the ceiling, ‘Orgasm Donor’ imprinted helpfully on the | the passionate. @ 
skull (don’t ask). “We are creative people, and apart from nu- PAYAL SETHI 
dity and vulgarity as a fallout, we are allowed anything that 
makes us feel comfortable,” says Jayaraman alias Ram Cobain. | 
At Adobe Systems' office in Noida, you have to tiptoe 
around a tent to avoid disturbing software quality manager 
Nandan Jha's chain—if that's the word—of thought. “He | 
likes it that way, so be it,” shrugs Vivek Tripathi, Senior 
Manager (HR), Adobe Systems. 
Is this the new corporate culture? “No,” says S.P. Raheja, 
HR consultant and CEO of Fast Track, “Most companies have 
a blue book on office ethics. The HR at Jagatjit Industries, for 
example, stepped in when an employee started doing puja with 
agarbattis et al in office." Oh so where does a company draw 
the line? So long as no offense or discomfort is caused to 
others,"we allow almost everything", says Tripathi. 
ANANYA ROY 
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IT rules: India’s forever hot sector needs you 
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To Apply to these Jobs: Log on to www.jobsahead.com and type the Job Code 
z TEAM MANAGERS (PTL) 
_ SOFTWARE ENGINEER / SR.SOFTWARE ENGI- Microsoft GSC Bangalore 


» NEER 


e f The Team Manager will monitor and enhance the performance: 
— Larsen And Toubro Infotech Limited 


Incumbent should have strong programming knowledge in C/ 
C++/Java. Domain experience in MMI simulator for mobile 
- handset and application development on protocol stack develop- 
. ment for GSM/GPRS/UMTS will be an added advantage. Job 
. Code: 583446 

— PROJECT LEAD/SR.TECHNICAL LEAD 

Maintec Technologies Pvt. Ltd 

This opening requires more than 7 years of experience(including 
all SDLC phases). Incumbent will be accountable for complete 
project responsibility including customer interaction. Job Code: 


. 583448 


_ SUPPORT PROFESSIONAL - WINDOWS 

_ Microsoft GSC Bangalore 

.. The support professional will be responsible for providing quality 
E support for Microsoft Windows Server with a high degree of cus- 
tomer satisfaction and will be accountable to provide responsive 
and reliable technical solutions and information to Microsoft cus- 


tomers. Job Code: 583670 


SQL DBA 

Intel Technology India Pvt Itd 

He/She should have at least 3-5 years of experience in manitaining 

SQL RDBMS's while supporting a production environment. The 
DBA should be proficient in a multi-platform database environ- 

ment with solid experience in full life-cycle data processing. Job 


Code: 583696 


ORACLE APPS FINANCIAL FUNCTIONAL CON- 
SULTANTS 
Radhs Technologies 
The selected candidates should have more than 4 years of experi- 
ence as a Oracle financial functional Consultant. He/She should be 
a B.E/B.TECH/M.E/M.TECH/M.C.A etc. 

Job Code: 583737 





Ambitious enough to be 


Chief Technology Officer? 


Don't miss the starting gun. 


the team in the areas of productivity, customer satisfaction, er 
ployee satisfaction and employee development, as well as enhan 


the goal of quality support. Job Code: 583785 


SQL — TEAM MANAGER 

Microsoft GSC Bangalore 

Incumbent of this opening will work closely with developer su 
port unit management and MS product/program managemet 
to anticipate and prepare for support needs and to reduce tl 
support burden of products. Job Code: 583818 


TECHNICAL LEAD AND PROJECT MANAGER 
Syntel India Limited 

The selected candidate should be a B.E/B.Tech, M.E/M.Tec 
MCA/PGDCA-Computers with prior experience in C,C++ an 
Unix. This opening requires excellent communication and an: 
lytical skills. Job Code: 583279 


-NET ARCHITECT, ( C#, ASP.NET, VB.NET ) 

Qatalys Software Technologies Ltd 

This opening requires 6- 8 years of industry experience with ver 
strong understanding in Microsoft Technologies. Incumber 
should have at least 16-20 months of projects experience in Ne 
(VB.NET, ASP.Net, ADO.Net) at an Architect level. Job Codi 
530356 | 
.NET DEVELOPER POSITIONS 

Optimum Info System Pvt Ltd 

He/She should have 4 years of total IT experience with at least 
years should be in .Net development and should have worked o 
SQL Server 2000 MS Windows DNA background. Knowledg 
of troubleshooting/analytical abilities will be preferred. 

Job Code: 581361 
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ZOUNTS INCHARGE 
Axis India 
liicant shoud have experience in reconciliation, financial state- 


; MIS, day to day accounts activities, TDS statements and 
sation of accounts etc. Job Code: 567245 


"NALYST 

—ad Infotech Pvt Ltd 
are looking for an analyst with relevant experience in the simi- 
industry. Incumbent should be a graduate in any stream with 


zellent communication and analytical skills. 
5» Code: 567789 


R. EXECUTIVE RECEIVABLES 

wea Cellular Ltd. 

*/She will be responsible for providing assistance in agency man- 
ment for the region, follow up for the unsigned cheques, PDC, 
"known cheques and incomplete cheques and for other payment 
Wow up and etc. Job Code: 577803 


EXECUTIVE - FINANCE & ACCOUNTS 

amya Techocrats Pvt Ltd 

selected candidate should be responsible for handling all func- 
8 of accounts upto finalisation and STPI activities(Bonding 
Debonding). He/She should have knowledge of accounting 
ems, finalisation of B/S and Payroll. Job Code: 578638 


NAGER (FINANCE &ACCOUNTS) 

t Axis India 

are looking for Manager F&A who will be responsible for both 
nee and accounts function of the organisation. This position 
ised at Secunderabad. Job Code: 541445 


How long will you wait to be 


Finance Head? 


JobsAhead.com 


Fill in your ambition 








IZARDS OF FINANCE! 


TRITON/D/O4/2054 B 








HEAD ACCOUNTANT 

Scoops Ice Creams Pvt Ltd 

We require a person with proper control over over all accounts and 
to keep books upto date with day to day transactions and should 
have a flair for computers with good communication skills. Job 


Code: 531103 


ACCOUNTS & ADMIN EXECUTIVE 

Indus League Clothing Limited 

This opening will be responsible for handling day to day factory 
administration, payroll, attendence and all related work. accounts 
including cash flow planning and inventory accounting, Job Code: 
582123 


MANAGER AUDIT 

BPL Mobile Communications Ltd., 

Responsibilities for this opening will lead to reducing/ minimising 
corporate risk by review of risk profile; setting up early warning 
systems; identifying systemic weaknesses in the system and pro- 
viding solutions to plug process gaps. Job Code: 570749 


ORACLE FINANCIAL ANALYZER 

Stanchion Management services 

We are looking for oracle financial analyzer with sound technical 
knowledge in this area of expertise with more than 2 years of 
experience. Incumbent should have excellent communication skills. 


Job Code: 571633 


ACCOUNTS & FINANCE - INCHARGE 

H R Axis India 

Incumbent should have minimum 3-5 years of experience in 
finalisation of accounts and should be thorough in entire finace 
and accounts activities. He/She should have a flair for comput- 


ing and should be proficient in Telugu. Job Code: 573379 
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BUSINESS DEVELOPMENT MANAGERS/KEY 
ACCOUNT MANAGERS 

Pioneer 

Incumbent should have strong knowledge in the networking 
solutions. He/She should be able to coordinate with both the 
customers and technical team to generate business and brand pro- 
motion. Knowledge of network components (H/W & S/W) 
will be preferred. Job Code: 578296 


ZONAL SALES MANAGER 

UNI Sankyo Ltd | 

We have immediate requirements for science graduates with mini- 
mum 3-5 years of experience as a frontline manager. Incumbent 


should be preferably from pharma company selling hormones. 
Job Code: 574353 


HEAD - SALES AND MARKETING 

Scape Velocity, Inc 

We are looking for Head - S&M with offshore sales and marketing 
exposure with US market. Incumbent should be able to handle 
offshore sales team and should have excellent communication and 
interpersonal skills. Job Code: 568823 


SALES /MARKETING 

Future Jobz 

We have immediate openings for a professional with prior work 
experience in sales and marketing. This opening requires excellent 
communication and interpersonal skills. Job Code: 566277 


BUSINESS DEVELOPMENT CONSULTANT 

Oracle Software India Ltd 

This opening will lead to qualify Oracle prospects and produce 
quality leads for the Oracle sales force, manage pipeline with prod- 
uct specialists and to contribute to customer acquisition plans as 
part of the virtual account strategic teams. Job Code: 558087 


Get a head start in the race to be 


Chief - Marketing. 





OD APAC-CHANNELS MANAGER 

Oracle Software India Ltd 

The selected candidate should ensure leveraging oracle resourc 
appropriately including demand generation, sales, pre-sales, at 
technical support resources, to help find opportunities and ide 
tifying and resolving issues that affect the indirect sales chann 
Job Code: 558145 


MANAGER FRANCHISING 

Globarena Group 

Incumbent should be an MBA with at least 8 years of experien: 
and should have built franchising operations from scratch. H« 
She will be responsible for revenue targets for building a succes 


ful franchise network from scratch. Job Code: 559753 


REGIONAL SALES MANAGER, CREDIT CARDS 
Clark And Kent 

The jobholder will be a part of the cards issuing sales team ar 
will be responsible for developing and implementing the region 
card sales strategy and effectively manage the sales teams to ensu 
that we meet our CIF objectives. Job Code: 555647 


REGIONAL SALES MANAGER 

Viveks Ltd 

He/She will be reporting to the Head of operations and will lea 
the business unit and will be responsible for all activities an 
results of the branch. Job Code: 554733 ! 


AGM-SALES 

Idea Cellular Ltd. 

Incumbent will be accountable for channel sales retail operatior 
as business objectives, monitor performance of dealers and the 
sales team, to provide structured market feedback and co-ordin: 
tion between various activities. Job Code: 563147 
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To Apply to these Jobs: Log on to www.jobsahead.com and type the Job Code 


ENERAL MANAGER - AEROSPACE 
nfotech Enterprises Ltd Hyd 
"This opening requires experience in general management to handle 
9 large group of engineers. Incumbent should have worked in 
Aerospace industry preferably in air frames (wings/ fuselage, etc. 


and should have manufacturing or design background. Job Code: 
7571905 


TRAINING HEAD - OPERATIONS 
Wioncer 

This opening will be responsible for setting up of training centres 
"and to assist in producing training courseware. Incumbent should 


Ibe able to lead a team which consists of technical and soft skills . 
Wob Code: 560389 


SR. MANAGEMENT CADRE FOR CORPORATE 
"AFFAIRS 

Anlage HRO Services Pvt. Ltd 

Responsibilities for this opening will include relationship manage- 
ment with government officials, politicians and civic societies, cor- 
respondence with various consumer associations and political bod- 
ies. Job Code: 556212 


HEAD — ANALYTICS 

Gate Global Solutions 

incumbent should have 15-20 years of experience preferably in risk 
management function of an International Bank or financial insti- 
ution. Knowledge of analytics and market research modeling in a 


“ustomer products organization will be highly preferred. Job Code: 
556986 


HEAD - OPERATIONS 

SPORT GLOVE INDIA LTD 

The selected candidate should be capable of handling production, 
finance and accounts, sales follow-up and commercial aspect in- 


cluding administration of a rubber patch manufacturing unit. 
Job Code: 557266 





Step into the shoes of 


Managing Director. 
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INSURANCE TRAINERS - IRDA 

Pioneer 

We are looking for a person with relevant experience, Responsi- 
bilities for this opening include imparting training to the agents 
regarding the current insurance policies in the market and prepar- 
ing them for the IRDA exam. Job Code: 553859 


ESRI PRACTICE HEAD 

Infotech Enterprises Ltd Hyd 

He/She will be responsible to create detailed project plans for 
knowledge transfer, rollouts and development projects ( working 
with onshore and offshore teams) and proactively identify chal- 
lenges, issues and risks in project delivery. Job Code: 555291 


PROJECT LEADER/MANAGER 

Aceon Tech e Services India Pvt. Ltd 

The selected candidate should be proficient in Linux/unix inter- 
nal. Knowledge of Dev. Driver and networking will be an added 
advantage. Job Code: 552003 


SENIOR DESIGN ASSOCIATE 

Pricol Limited 

Incumbent should be a BE in Mechanical design with minimum 
3-5 years of hands on experience in product development, tool 
development, value engineering and rapid tooling. Experience in 
3D Modeling (Pro E/Solid Works/Catia/ UG) will be desired. 
Job Code: 542923 


SR. TECHNICAL CONSULTANT (FUNCTIONAL 
TESTING TOOL FOR JAVA/C++/C/.NET) 

Arithnet Technical Services Pvt. Ltd. 

We are looking for a senior technical consultants for actively par- 
ticipating in consultative selling process which will involve pre- 
sales and post-sales activities such as proof of concept develop- 
ment etc. Job Code: 576417 
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sasken 


Employee Relations Manager Employee Relations Manager 


A HR Generalist with experience in managing employee 
& Com pa ny Sec reta ry relations. Should have strong theoretical knowledge of 
HR concepts including OD, compensation & benefit and 
statutory compliances. 


Educational Qualification: 

Post Graduate Degree in HR/ Social Sciences from Premier 
Institutes. 

Experience: 


Post Graduate Degree with 4-8 years of experience. 

Prior experience in IT desirable. 

solutions provider offering a unique Job Description : 

* Manage Business Unit with approx. strength of 
300- 600 employees 

software components, research and * Responsible for employee engagement and 

retention - this includes periodic meetings with 

employees, analyzing trends, design and 

implementation of interventions and attrition 

management 

leading semiconductor manufacturers, * Responsible for managing employee cost and HR 

budget for the Business Unit 


* Responsible for employee renewal and growth 


Sasken is a world class telecom software 


combination of complementary IP 


development consultancy as well as 


software services to many of the 


network equipment companies, and 


global wireless handset developers. * Responsible for creating HR systems, processes and 
Established in 1989, Sasken employs pose ENS 

* Responsible for timely communication to the 
over 1600 staff, operating from a state- employees and HR Administration 
of-the-art research and development Company Secretary 
center in Bangalore and Pune, India Educational Qualification: 
with offices in Canada, China, Germany, A.C.S with B.Com / B.Law 

Experience : 
Japan, Sweden, UK and US. CS with accounting / legal background with 

8 - 10 years of experience 

Job Description : 


+ Perform various duties as required under the 
Companies act 


* Ensure compliance to and perform various duties as 
www.sasken.com required by the following statutory acts: FEMA, 
Labour Law acts, Commercial acts such as MRTP, SEBI, 
Income Tax, Customs and advise the management 
council & the board of directors appropriately 


For more information, visit 


Mail your resume within 7 days to * Keep abreast of the latest acts, ensure 
. implementation within organization 
jobs@sasken.com * Represent the organization in external forums 


(government and quasi government bodies) 

+ Perform duties related to IPO, JVs, Mergers & 
acquisition & also advise the management council & 
the board of directors 

* The incumbent will manage the function 
independently 





Jobs Today 


1$0 9001 We're a company driven You will have 2 years pre-MBA 
g Registerad software experience and 1-2 years 


by a vision to reach post MBA experience in the 
beyond the conventional Financial Services domain. The 
world of Investment chosen few will undergo a Global 


à Accelerated Learning, Leadership & 
Banking. Orientation Program (GALLOP) in 
the IT or ITES division of the bank 


We need achievers driven by the 
to charge up their careers. 


ambition to succeed. Aspiring 
individuals endowed with keen You must have the ability to grasp 
learning skills and the dedication the business, visualize the solution, 
necessary to chart a successful guide the direction of the task and 
career. the tenacity to implement the same 
You should be self initiating, have a 
positive attitude with the ambition 
to perform and succeed. Of course. 
you will have to demonstrate the 
capability to energize, motivate and 
enable the team to achieve its goals 
at the end of the GALLOP program. 
Needless to say, you should have 
international banking. qualified from premier institutions. 
+ Fes Excellent analytical, interpersonal 
GALLOP Executive / and communication skills along 
Management Associate with the ability to work within teams 
(Job Code: GE - 8 / 2004) 
We are looking for some bright, 
dynamic, highly motivated and 
talented individuals with a 
Computer Engineering and MBA 
(Finance / Systems) background. 
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At SG Software, you get to 
experience a surge of 
breakthrough ideas and high 
levels of stimulation with your 
team, everyday. Besides an 
environment that advances 
knowledge and promotes careers 
in the dynamic world of 


is essential. 


If the prospect of working with us 
excites you, email your resume to 
recruit.sg-bglr@sgcib.com or 
log on to our website at 
www.sgsoftwareasia.com 


SG Software is the global SG Software 

knowledge center for Société The most exciting place to be 
Generale, the fifth largest 

eurozone banking group. 





SPORTS MARKETING 


. THEWOMA 


BEHIND 
VIRENDER SEH 


Meet Latika Khaneja, the woman 
who gets cricketer Virender Sehwag 





scoring as a brand. BY SUSHMA SUBRAMANIAN 


ALF OF VIRENDER 
Sehwag’s star power 
stems from his pro- 
lific batting. The 
other half is the 
work of Latika Khaneja, his man- 
ager and founder of Collage Sports 
Management, which also represents 
Sehwag’s team mates Dinesh 
Mongia and Sanjay Bangar. 
Khaneja is a minority in sports 
management, She is one of just two 
women in the business (the other 
is Percept Dmark's Vinita Bangard). 
Khaneja says getting into the business 
as a woman *wasn't really tough." 
But Khaneja is rare in more than 
one way. She's the hair-styling, white 
patent leather pump-sporting, fast- 
talking (especially on her cell phone), 
rhinestone-sunglasses wearing fe- 
male who keeps herself in shape 
and isn't bad to look at. And from 
her appearance you can tell she's 
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got two elements of marketing do- 
wn: grooming and image-building. 
That's exactly how she built 
Sehwag into a brand. Conventional 
marketing wisdom dictated that 
she should limit his number of en- 
dorsements, only choosing ones 
that represented his signature speed, 
power, and adrenalin. But Khan- 
eja’s idea was to keep Sehwag from 
being typecast for commercials by 
keeping his image evolving so that 
every blue-chip brand can look at 
him for its ad campaigns and think 
‘he works.’ “He can’t just wear a 
blue uniform and hold a bat in 
every commercial,” Khaneja says. 
“People need to know he can be 
funny, like when he recited thanda 
fundas for Coke, and fashionable, 
like in the Mayur Suitings ad. 
Otherwise, the brands he can 
endorse are very limited.” 
Khaneja’s scheme has gotten 








Sehwag deals promoting 10 major 
companies, including Boost, Coke, 
Adidas, Britannia and Hero Honda, 
making him about Rs 3 crore a 
year on endorsements (Sehwag and 
Collage have a revenue-sharing 
agreement). Cricket legend Sachin 
Tendulkar, Sehwag’s role model, 
had just three big endorsements at 
the same point in his career. The 


Khaneja has got 
Sehwag deals 
promoting 
major 
companies 
including Boost, 
Coke and Adidas, 
making him 
about Rs 3 crore 
a year on 
endorsements 


10 


old school of sports management 
might say Khaneja has overexposed 
Sehwag too early. Khaneja argues 
overexposure is the mark of fame; 
celebrity endorsers are used and 
overused to sell products. *You 
can't compare Sachin and Sehwag,” 
she says. “This is a different market. 
Three years ago if a brand wasn’t 
on Sachin’s budget, it was on 





Rahul’s. There was no sports man- 
agement to speak of.” 

Three years ago, it was near 
impossible to break through the 
glass ceiling held up by Tendulkar 
and Rahul Dravid. But now, it’s 
shattered. Parthiv Patel has ridden 
his Avon bicycle for 10 kilometres in 
one ad. Harbhajan Singh dreamt 
about being the star of a game in a 
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Seagram’s ‘magic moment.’ As 
cricket's minor heroes have gotten 
deals promoting products, the big 
stars need a sprawling array of 
brand endorsements just to stay on 
top. "What is the difference be- 
tween Aishwarya Rai and the other 
actresses now?" Khaneja asks. “The 
number of ads she's in." 

Celebrity in India is measured in 
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endorsements. | 
Not just any tal- 
ented cricketer 
can cut through 
the clutter of 
athletes and 
Bollywood actors 
to become a 
bankable endorser. 
The list is short: 
Amitabh Bachchan, 
Sachin Tendulkar, 
Shah Rukh Khan, 
Saurav Ganguly, 
Preity Zinta, 
Aishwarya Rai and 

now Sehwag. 

But it wasn't easy. 

When Sehwag started playing for 
India, Khaneja had to create a mar- 
ket for him and other players who 
weren’t yet the superstars of 
cricket. She started out watching 
Sehwag play for her husband’s 
Collage Cricket Team (her com- 
pany is named after it), which 
played in the Delhi club circuit. 
Sehwag was just 16 then. Khaneja, 
a graduate of the Indian Institute of 
Management in Calcutta was then 
the owner of a garment export 
factory. In 1999, her husband's 
Sunday afternoon hobby turned 
into Khaneja's business when 
Sehwag was chosen to play for 
India. After him, they also picked 
up Dinesh Mongia from the 
Collage Cricket Team. 

Khaneja and ‘the boys’ got to- 
gether and started strategising. They 
considered offering Samsung a deal 
that would give them six new players 
for the price of one big star. But in 
the end her persistence was enough, 
without the gimmicks. She scored 
Reebok for Mongia and Britannia for 
Sehwag. Britannia's coo Nikhil Sen 
says he believes in using cricket new- 
comers in his ads, noting the com- 
pany has signed many players, 
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Getting 
campaigns 
became easier 
when Sehwag 
became a 
household 
name after the 
ICC Champions 
Trophy 


including Sehwag, before they made 
it big because youth can relate to 
these up-and-coming stars. “The sat- 
uration of established players paved 
way for fresh young talented crick- 
eters,” adds sports management's 
“other woman” Bangard. 

Even so, the work of getting 
campaigns became easier when 
Sehwag became a household name 
after the ICC Champions Trophy. 
Offers came pouring in, and 
Khaneja needed to find the most 
lucrative way to ride the wave of 
Sehwag’s stardom so she did what 
she does best: created an image. 

First there was the Coke 


: commercial wi- 
X th Sehwag chit- 
! chatting ata 
roadside shop, 
then Adidas’ ath- 
letics apparel en- 
dorsements, then 
there was Mayur 
Suitings. Khaneja 
had heard enough 
complaints that 
Sehwag’s image as 
an average boy 
from dusty Najaf- 
garh was too rus- 
tic, too earthy. So 
she struck a deal 
with Mayur Suitings, which gave 
him a cool corporate makeover for 
their commercials in 2002, com- 
plete with crew cut and trimmed 
goatee. The result: next time, 
Sehwag gets to choose what compa- 
nies to endorse, not the other way 
around. Sehwag’s next project is to 
promote Dabur's oral, hair and 
healthcare products with his wife. 

Khaneja's latest hopeful is 
shooter Abhinav Bindra, who will 
be representing India in the 
Olympics. After signing him last 
year, she got him deals with 
Samsung and Sahara but admits, 
because he isn’t a cricketer, the sale 
would have been near impossible if 
the Olympics weren’t around the 
corner. While sports management 
has moved beyond just handling 
big stars, it still needs to let go of its 
obsession with cricketers. 

“If we start winning gold medals, 
why not?” Khaneja says, but adds 
that sports management can’t move 
forward unless Indian athletes begin 
to shine at an international level. 

And when India does produce 
more sports stars, count that Khaneja 
will be scouting them as competi- 
tively as the men in the field—and if 
she wants, she'll wear pink. 
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A unique HR experiment at Delhi-based BPO, Tecnovate, is allowing it to hire 
foreign workers at Indian salaries. By SUPRIYA SHRINATE 


HEN 21-YEAR-OLD PATRICK SCHAPPER FINISHED 
college in Switzerland, he wanted to work in 
à foreign country and also go on vacation. 
The problem: such an employment deal seemed too 
good to be true. That is, until he replied to a job post- 
ing on the Web by a local company and after a short- 
training in Geneva, found himself at Tecnovate 
eSolutions, a BPO, in Delhi. Today, Schapper heads a 
1 1-member team at Tecnovate and loves the fact 
that he's in a country that has "everything from 
mountains to beaches to deserts”. 
But what's the big deal about foreigners working in 
an Indian company? This: Schapper doesn't draw a 
fancy expat salary, rather he's paid a princely sum bet- 
ween Rs, 25,000 to Rs. 30,000 a month—exactly what 
any employee at his level would get in Tecnovate. If that 
doesn't surprise you, consider that Schapper is just one 
of the 90 foreigners—or 10 per cent of the BPO's work- 
force—working at Indian salaries. And nobody is com- 
plaining. “I have a gala time with what I earn." declares 
Silvia Sethi, a Swiss whose father is an Indian, 
Tecnovate's Team Leader for the Swedish market. 
How does Tecnovate—formerly a fully-owned Bro 
of ebookers that caters to the travel and tourism, tech- 
nology, utilities and financial services industries— 
manage to do that? The modus operandi is rather 
nifty. Tecnovate targets fresh graduates, mostly Eur- 
opeans, who want to see the world. But it doesn't itself 
scour universities in Europe; instead, it gets its clients 


to do so. The clients finalise candidates, train them and 
ship them to Tecnovate at their own cost. Here the 
young recruits work on a contract for at least a year. 

It's an arrangement that suits all. Given that 
Tecnovate offers call centre assistance in nine different 
European languages (English, French, German, Swiss 
German, Dutch, Finnish, Swedish. Norwegian, and 
Spanish), it gets a steady flow of workers with multi- 
lingual capabilities and who don't cost the earth. For 
Tecnovate's clients, they get operators who can answer 
their customers' queries fluently in their native lan- 
guage. And for the young employees, it's an oppor- 
tunity to work in a new culture and see new places— 
at least in India. Says Prashant Sahni, CEO, Tecnovate: 
"It's not about being multilingual, but multicultural." 

Once in India, the young foreign employees, mostly 
inducted at the junior and middle level. are offered 
shared furnished accommodation, with a kitchen and 
a caretaker. That apart, their benefits are identical to 
what Tecnovate’s Indian employees get: free trans- 
port and subsidised meal at the cafeteria. 

Tecnovate has been employing this unorthodox 
HR tactic for more than two years now, and Sahni 
says it is more than working. For example, he claims 
that more than 20 per cent of the foreign employees 
want to renew their contract. “The West believes in free 
movement of capital, and at Tecnovate, we have led the 
march towards free movement of labour.” boasts 
Sahni. In a small way, but certainly. 
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DE-GOO 
FACTOR 


A sociologist's take on what 
corporate ethics ought to be, and 
salesman-turned-motivator 
David Hooker on the 'Dogash' 
attitude for success. 








IHICS IS POSSIBLY ONE OF THE 

most abused words in the corpo- 

rate world. Spoken of with rever- 
ence in boardrooms, it's often the object 
of derision and jokes in washrooms. One 
reason why ethics evokes such contrast- 
ing reactions is that it is poorly under- 
stood. Those sitting in the ivory towers of 
management see it as an ethereal quality 
their organisation must possess in order 
to become a model corporation, while 
those in the trenches—the salesmen, pro- 
duction and purchase managers—see it at 
best as a nuisance, a hurdle they must 
"negotiate" on their way to their quar- 
terly targets thrust upon them, of course, 
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ron's former CEO Kenneth Lay: Crossing that red line 


establishment of transparent norms of 
interrelationships", *is concerned with a 
code of ethics and not just with a code of 
conduct", and *is about establishing em- 
ployee morale and not just about estab- 
lishing compliance", 

In this book, which probably would 
have done well to adopt a Goldratt-like 
narrative, Gupta not only clarifies what 
ethics means when applied to business, 
but also offers a step-by-step roadmap to 
its implementation. And one of the first 
things he tells you to do is to frame 
explicit rules that apply to all. It's easy to 
see why fuzzy ethics is bad for organisa- 
tional morale. Unless the rules are spelt 


by the bosses in the headquarters. By Dipankar Gupta out, different executives, depending on 
X ~ .* q * * * . * p LI 5 
So what does business ethics really Harper Collins their relative position and power in the 
mean? According to Dipankar Gupta, a organisation (besides their personal value 
TUO P P PP: 220 B hee 
rofessor of sociology at Jawaharlal i system), will employ ethics differently. 
p By at. Price: Rs 395 at : 


Nehru University (JNU) and an advisor to 
KPMQG's business ethics and integrity 
division, it's not about one thing but a 
combination of several aspects. For example, business 
ethics, he says, “is not about morality, but about the 


One may view making personal phone 
calls from a company-provided phone as 
a breach of ethics, while another may not 
turn a hair awarding a contract to a friend or relative, 
or even cooking the books. How ethics is defined and 





"If You Want To Be A Long-Distance Player, 


JNU professor Dipankar Gupta on busi- di 
ness ethics as they ought to be. Cim 


Isn't business ethics an oxymoron? 

Yes, that's the way it appears to many of 
us, not just in India but elsewhere too. 
But if you want to be a long-distance 
_ player, you have to adopt business ethics. 
The CEO, the top executives of the com- 
 pany must know their company well, 
they must know what the people in the 
. company want. In fact, that's the first 
. principle of business ethics. 


Almost all the recent corporate scandals - 


. globally have involved the CEO. Obviously, business 


ethics isn't something CEOs are losing sleep over. 

If the top people in the company are going to be 
crooked, there is no possibility of business ethics really 
making its appearance in the company even though 
there are some ways by which we could save it. Let us 
say that the company has a well-established procedure 
on very simple things like whistleblowing. If everybody 
knows how the process works, what the whistle- 
blower rights are, then you can put pressure even on 





adhered to, then, becomes a function of the cor- 
porate culture. Where superlative examples of eth- 
ical behaviour among the top managers are avail- 
able, there will be a more ethical organisation at 
work. Where there is little of it, short cuts and 
compromises will be seen par for the course. 
But the question is: can businesses be ethical? 
Indeed, is it their job to be ethical? Gupta says the 
answer to both the questions is yes. According to 
him, business ethics needn't be seen as an OXy- 
moron: businesses can be ethical and still be 
successful. In fact, he argues that being ethical is 
actually good for the bottomline. While in the 
post-Enron era that rings truer than ever before, 
the fact is good corporate governance has always 
meant good business. After all, what does a com- 
pany do when it cheats? It raises its own risk fac- 
tor. Lenders will price their loans higher, inves- 
tors will expect a higher return, suppliers may in- 
sist on cash-on-delivery, and consumers may be 
distrustful of the company's products and services, 
forcing it to sell at a discount to its competi- 
tors. In other words, if you want yours to be a 
successful corporation, be good. 
R. SRIDHARAN 





f 


You Have To Adopt Business Ethics” 


the top managers to behave. 


But how conducive is the business envi- 
ronment for ethics, considering that pay-for- 
performance is now the norm? 

It's not easy. But I think if you pick 
your people carefully enough, a lot of 
such problems can be pre-empted. 1 
don't think top management, which 
usually sets the performance goals, is 
made up of unreasonable people. 


But given the quarter-to-quarter pressure, 
there is a lot of incentive for employees to 
cheat or lie... 

I think corporate governance can play a very im- 
portant role here. If you want corporate gover- 
nance to really work, then there are two very sim- 
ple steps one can take. One is to make sure the ex- 
ternal members meet often enough so that they 
become a cohesive group. Two, members of the 
board shouldn't just deliberate on matters brought 
to them. They should actively seek information. 
Information from the audit committee, from the 
compensation committee etcetera. 


| HEN AN ENTERTAINER-TURNED- 
salesman-turned-motivator 

coins a word, it's hard to ignore. 
The motivator here is David Hoo- 
ker, who heads Delhi's Modicare 
School of Entrepreneurship, and 
the word is *Dogash'. It’s an attitude. 
The reader must figure out what it 
means from all the *Dogash says, ..” 

THE WOMB — jo, of advice (sample: "Break this 
& OUT rule!’), The book's hook is the en- 
AGAIN WITH  tertainer in Hooker: he even uses a 





BACK TO 


“DOGASH” comically misinterpreted psalm from 

à; the Bible to sell free will. The womb 
By David H. bit? You, as a sperm, have already 
Hooker been one helluva winner getting to 
Modicare Ltd the ovum and then all the way out. 
PP: 185 With Dogash, you get back the 


Price: Rs 300 spunk. Some of it, though, sounds 

like a comic misinterpretation in 
itself. Take the Dogash commandment, “If you 
know the answer will be no—don't ask the ques- 
tion!" Well, too bad; here's the question anyhow: do 
you expect to have that engraved in stone? 
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THE ABC OF 


Fun 


AND 





A multi-cuisine 
food court serving 
everything from 
Hyderabadi biryani to 
a Swiss meal, plus jazz 
by the river. Where do 
you find it? No, not in 
Saint-Tropez, but 
Koregaon, Pune. 


BY PRIYANKA SANGANI 





THE ABC OF FUN & FOOD — OIL HABITS 





IVdONVN YNVONVA A8 SHIVNOOLOH4 


MARTINI MAPPING PEOPLE 
TREADMILL 


O ONE KIND OF INITIATED PUNE SUBURB KOREGAON PARK IS HOME TO THE OSHO ASHRAM. 
a self-styled ‘Spiritual Health Club’ that is, even ti day, 14 years after the death of its 
founder Bhagwan Shree Rajneesh (aka Osho) more popular without the country than 
within. To this day, the ashram continues to attract thousands of curious visitors every 
year, drawn there by stories, mostly apocryphal, of wild drugged out orgies. 

To another kind of initiated, Koregaon Park is home to ABC Farms. an 
experiment in environment-friendly diary farming that 
hasn't just worked well, but today produces 
some of India's finest cheese. The experiment 
began in 1976, when Thermax founder Rohinton 
Aga and two cousins Adi Bathena, and Eruch 
Chinoy (the ABC of the name and it is actually 
A.B.C.) partnered with the last-mentioned's son 
Sohrab and started off with 14 cows and 27 acres 
of land to get into dairy farming. Today, ABC 
Farms, still run by Sohrab Chinoy is, arguably, the 
producer of the finest Indian cheese money can 
buy; it also offers agricultural and dairy consulting 
services. ABC uses organic farming techniques to 
grow alfalfa and maize on its 41-acre (it has grown 
some since inception) property; these are fed to its 
crossbred Gir/Holstein cows, purebred Swiss Saanen 
goats (the secret of some varieties of Swiss cheese), 
and crossbred goats. Much of the produce of these 
cattle goes into making cheese, some 60 varieties of 
it. It helps that Sohrab's German wife, Marlene, is 
a dairy bacteriologist. And it helps that the man 
himself boasts a masters qualification in dairy 
technology from Geln Hausen, Germany. This 
composition isn't about the Chinoys, however, 
or cheese, which remains an acquired taste for 
most Indians. It is about food, or specifically, the 
restaurants ABC hosts. Hosts is a good word to des- 
cribe the relationship between Sohrab and the res- 
taurants. “They (the restaurateurs) are the actors and 
| am the stage maker," he laughs. Well, he has crea- 
ted seven different stages: a Swiss log hut look for 
Swiss Cheese Garden, which showcases almost all 
varieties of cheese made by ABC; an open-air one for 
Jazz Gardens (it stands by the Mula Mutha river), S = f 
which is as eclectic about its choice of cuisine | 
(continental and Indian) as it is about its choice of ' | 
music (Jazz on Wednesdays and Saturdays; Rock on "icai v ete Aue ate ene á 
Fridays); and an orchid encrusted look for Sala Thai hookah at Shisha Café, which is a major 
among others. The others include Shisha Café, an crowd puller; and the Swiss Cheese Garden 
Iranian restaurant replete with rage-of-the-minute 
hookahs, Golconda, a Hyderabadi restaurant, Oriental Terrace (go ahead, take a guess!), 
Mediterranean eatery and nightclub Ola, and Wunderbar, another nightspot. There aren't 
as many varieties of restaurants as there are of cheese as yet, and given Sohrab's obsession with 
details—he went to Thailand and scoured the country till he found a restaurant whose looks 
he liked, and whose looks could be transplanted to Pune—things are likely to stay that way. 
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Take your pick: Rishi Raj Singh with his favourite Martini mixes at Dublin, Maurya Sheraton 


HE DRINK PUT TOGETHER BY ‘PROFESSOR’ JERRY 
Thomas, bartender at the Occidental Hotel in 
Martinez, California, has in the 130-odd years of 
its existence, become the most famous cocktail on the 
face of the planet. The problem was that until recently, 
you really could not find a decent Martini in India. 
But with a new breed of bartenders, it has finally be- 
come possible to get a good Martini in the country. This 
is particularly in evidence in Delhi. The mixture of dry 
gin or vodka, vermouth and a dash of 
Angostura Bitters sounds simple. Yet, 
if not mixed properly, can taste awful. 
“James Bond really got it wrong,” say 
Vikram Aditya Singh, Food and 
Beverages (F&B) Director, Rambagh 
Palace Hotel, Jaipur. “A good Martini 
has to be finely balanced, and shaking 
it ruins the drink, but at least lan 
Fleming made the drink popular.” 
“A Martini is essentially pure al- 
cohol, lots of pure alcohol, shaking it 
excessively dilutes it, and as a drink 
goes it offers the most bang for the 
buck, but tastes wonderful at the same 
time,” says Rishi Raj Singh, F&B 
Director, Maurya Sheraton, New 
Delhi. “A good Martini depends 
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'Tini' town: Rick's is the best 


heavily on the quality of ingredients used, so you should 
use the best you can afford", says Sunith Bose, chief bar- 
tender at the Club Lounge, JW Marriott, Mumbai. 

However, the joy about Martinis for bartenders is 
that you can do almost anything with them. “The per- 
mutations and combinations with all the new infused 
vodkas are endless", says Aditya as he makes his signa- 
ture ‘Polo Mint’ Martini. “You name it we can make it," 
says Rishi as he concocts a watermelon Martini. 

Aditya, whom the Taj Group hails 
as one of their finest has launched 
his new Martini menu at Rick’s, Taj 
Mahal Hotel, New Delhi. Rishi’s 
drinks are available at the Dublin, 
Maurya Sheraton, New Delhi. If you 
are not heading for the capital anytime 
soon, the Club Lounge at the JW 
Marriott, Mumbai or Dublin at ITC 
Windsor Manor, Bangalore, can also 
mix up a good ‘tini’. 

So, next time you go out to have 
a drink, forget the whiskey-soda or 
the screwdriver. Have a drink that 
oozes class, what Winston Churchill 
drank while the Nazis blitzed 
London. Go havea Martini. @ 

KUSHAN MITRA 


VHH3IN NVAIA AU SHAVHDOLOHG 


KAJAT BARAN 


TREADMILL 


Maximise Your Gymming 


the gym regularly, doing the right things and going strictly by the book. 


O KAY, HERE'S SOMETHING TO PONDER ABOUT. YOU'RE EXERCISING AT 


Yet, as the weeks and the months go by, you don't notice any sig- 
nificant difference in your physique. True, you feel much stronger and 
healthier but there's not much happening in terms of how your body looks, 
particularly in the musculature department. What is it that you're doing 
wrong? This seems to be a common problem because I get several letters from 
readers of Treadmill asking exactly that: what is it that we're doing wrong? 

Some readers think may be it is because they aren't dosing up on sup- 
plements like creatine or whey protein and ask for advice on whether to 
add stuff like that to their diets. But the real reason for not getting any app- 
arent gains from gymming could be because of something much simpler. 
We often don't realise this but what you do outside of the gym is as imp- 
ortant as what you do inside it if at all you want to fully benefit from ex- 
ercising. Here's a checklist on what to look out for if you want to get the 


most out of your pricey gym membership: 





Don't neglect the building blocks. Too many gymmers don't do basic exercises 
like squats, deadlifts and bench presses. These work many muscles of your body 
together and, hence, put more stress in your body. More stress means more 
growth hormone secretions, which, in turn lead to muscle growth. 
Chuck the butt and the bottle. Apart from putting your body at risk of fatal dis- 
eases, smoking restricts oxygen to your blood-flow and, hence, to your mus- 
cles. So they don't grow. As for boozing, everybody knows too many drinks add 
layers over your abs and that's just not what you want if you're gymming. 
Eat well after working out. I know some guys at my gym who work out 
like crazy, then shower and shave at the gym before rushing off to work. 
They skip eating after their work-outs. If you don't eat after exercise, the 
body breaks down muscle into amino acids, which are converted to glu- 
cose for energy. That's self-defeating, right? 
Don't be thirsty. While we all know muscle-building requires a high-protein 
diet, a high-protein diet can be diuretic (causing increased passage of urine). 
So, while you should maintain a daily protein intake of roughly a gram per kg 
of your body weight, you must also ensure that you drink at least eight 
glasses of water a day. It checks the stress on your kidneys and also ensures that 
the nitrogen is flushed out of your body when it uses protein for energy. 
Keep doing these and you'll get the most and the best from your 


gym. Happy lifting! 


MUSCLES MANI 


Write to musclesmani@intoday.com 
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(and the various ailments 
associated with it), the id 
used in the food has a 
been the usual suspect. And the — 
fact that it is liquid fat certainly — 
hasn't helped. "5 
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RE DOES AE FROM? 
Edible oils are extracted from — 
from sources such as animal fat, 
dry fruits, nuts. They can be di- — 
vided into three types: Poly un- 
saturated fatty acids, Of PUFA, — . 
(e.g., sunflower, soyabean, com 
oil), monounsaturated oils | 
(e.g., olive oil, rapeseed oil), and 
saturated fats (e.g., ghee, butter). 
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Dr. Karuna Chaturvedi, Chief 
Dietician, Indraprastha Apollo 
Hospital, says, “Around 20-25 
per cent calories of the recom- 
mended 1,500-1,800 calorie 
intake during a day for a healthy 
person between the age of 18 
and 60 should come from 
edible oils." All vegetable oils 
contain nine calories per gram 
of pure fat. In other words, your 
intake should not be more than 
four-to-five teaspoons per day. 


Not necessarily. "The idea is to. 


age and physical condition. 


have healthy eating habits. 
There are some don'ts too: PUFA 
oils should not be reheated and 
are best consumed in their cold- 
pressed form. Consumed in this 
form, these oils actually help re- 
duce blood cholesterol levels. 
AMANPREET SINGH 


SEPTEMBER 12 2004 BUSINESS TODAY 139 






Who is Mr. Strategy? 


"Successful business strategies do not 
come from rigorous analysis but from a 
thought process which is basically 
creative and intuitive rather than 
rational." - Dr. Kenichi Ohmae in his book 
'The Mind Of The Strategist’. 


Described as Mr. Strategy and selected by 
The Economist as among the top five 
management gurus in the world, 

Dr. Kenichi Ohmae is one of the most 
sought after public speakers and 
management consultants. Well known for 
his emphasis on intuitive strategy, an art 
to do with the “state of mind", in 
operation with the classic rigours of the 
analytical method and now having 
developed a new theory for individuals 
and companies seeking success in the 
new Millennium, Dr. Ohmae will conduct 


an interactive session in Mumbai on 
‘The Mind of the strategist: Roles 
And Strategies for the CEO in the 
New Age.’ 


So, here's your chance to meet 


Mr. Strategy in person. 
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What's Life Without 
A Royal Challenge! 


Present 


KENICHI OHMAE 


THE ULTIMATE GURU OF STRATEGY 
September 15. 2004 | Taj President. Mumbai 
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How will you benefit from this session? 

Understand the role of the CEO and his strategies for 
the new economy. Learn to distinguish between the oid 

world titans and the new-world Godzillas. Gain insight: 
into this century's four basic forces - the visibie, invisible, 


cyber and high multiple dimensions. 


Who should attend? 

Top executives including Chairmen, Executive 
Directors, Presidents, MDs, CEOs, Entrepreneu 
Professionals from knowledge intensive industries and 


Academia 


How to attend? 

Single delegate fee: Rs. 30,000. Groups of more t 

3 delegates: Rs. 25,000 per delegate. Attractive 
incentives for early registration. Contact Ashis! 
Badhani. Phone (011) 23736970-78, Fax (011) 23736217 or 


email:ashish.badhani@intoday.com 





FOR MANAGING TOMORROW 


BT PEOPLE 
Busman's Holiday 


ARLY NEXT YEAR, WHEN B. MUTHURAMAN TAKES HIS 
Ei on their annual vacation, he plans to tra- 
verse almost the length and breadth of Asia-Pacific. No, 
it isn't the Muthuramans’ 25th wedding anniversary and 
neither are they crazy about this part of the world. 
Rather, for the Tata Steel mD at least, it will be business 
as usual. Recently, the Tata group company acquired the 
steel business of NatSteel of Singapore for about 
Rs 1,300 crore, and Muthuraman, who joined Tata Steel 
as a trainee engineer in 1966 and became its top exe- 
cutive in 2001, hasn't seen any of NatSteel's six units 
in Singapore, China, Vietnam, Thailand, the Philippines 
and Australia. “I think it's a good way of mixing business 
with pleasure," says the amateur golfer and the man 
credited with getting Tata Steel's spanking new cold roll 
mill in Jamshedpur up and running in a record time of 
25 months. BT has no idea what Muthuraman's bet- 
ter half thinks of his busman's holiday. 





In Top Gear 


[^ [HE LATE NINETIES, WHEN A LITTLE-KNOWN KOREAN 
car company wanted to set up shop in India, all it 
heard from potential lenders were reasons why it 
shouldn't. B.V.R. Subbu, President of Hyundai Motor 
India, must be glad the advice went unheeded. For, 
Hyundai is not just the third-biggest car marketer in 
India today, but its No. 1 exporter, a distinction it 
achieved in Q1 2004-05. Says Subbu: *We have ex- 
ported 40,000 so far this year and should do 70,000 by 
the end of the year. This is a significant achievement for 
us in only our sixth year of operation." And for India. 
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Discovery of India 


INETEEN ISN'T USUALLY THE AGE WHEN MOST START 
IN dunkinz in terms of launching a people's move- 
ment. But, then, Anand Piramal isn't most people. Son 
of Ajay and Swati Piramal of the Rs 2,500-crore 
Piramal Enterprises, the young Piramal is a student of 
economics and philosophy at the University of 
Pennsylvania and founder of a youth movement called 
Dreaming of an Indian Awakening (DIA). Its mission: 
awaken young Indians to the 
country's rich heritage and 
potential. Piramal knows 
what the process of dis- 
covery can do. He himself 
went through one two years 
ago when his high school 
teacher in the UK introduced 
him to the richness of 
Indian civilisation. Says 
Piramal: “Like Gandhiji 
said, a small body of det- 
ermined spirits...can 
alter the course of 
history." Clearly, 
the young one's 
learnt his 
lessons well. 

















IN Y MASOOD HS54JINTO 


DEEPAK G PAWAR 


Lucky Star... 


Í A PERFECT SCRIPT THAT MIGHT WELL HAVE BEEN 
written by one of her writers. A television content 
company, after a wildly successful run on the small 
screen, goes public but suddenly finds its magic wan- 
ing. Enter a long-time partner, who not just cements 
the relationship but coughs up hard cash as well. 
That, in effect, is how Star TV's decision to buy a 21 
per cent stake in "soap queen" Ekta Kapoor's Balaji 
Telefilms beams across to the stockmarket. The money 
from the deal (Rs 123 crore) will help Balaji diversify 
out of software production and create sources of more 
stable revenue. Although the Kapoors’ stake in Balaji will 
drop significantly, they will continue to call the shots 
and sell to Star's rivals. Let's hope the more confident 
Kapoors stop naming their serials with a K. 





Resurrecting A Legend 


ACK IN THE 1950S, PALLONJI SHAPOORJI MISTRY'S 

family part-funded Bollywood classic Mughal-e- 
Azam. Four decades on, the man is all set to resurrect 
the legendary movie in a modern format, including 
Dolby sound and digital restoration, to turn the black 
and white celluloid into colour. That apart, the back- 
ground score and songs are to be remixed in 
Hollywood, and the movie should hit theatres worlwide 
in November. It’s not known how much money Mistry 
is spending on the project, but various estimates put it 
at about Rs 5 crore. Could this mark the family’s return 
to film-financing? According to a group executive, 
No. “This is just the completion of a long-standing 
dream of Pallonji Mistry," says the executive. Small in- 
dulgence for a billionaire businessman. 





Unlucky Star 


VER SINCE SHE LEFT SONY ENTERTAINMENT 

Television (SET), Ravina Raj Kohli's 
streak of bad luck has been continuing. 
In 2000, she joined Kerry Packer- | 
Himachal Futuristic promoted F 
Channel Nine as CEO in India, J 
and it shut down very soon— | 
tor no fault of hers. Then as £ 
President of Star News in | 
India, she had to kick-start 
operations amidst a huge for- 
eign ownership controversy last 
year. Not just that, the lady had to 
take on a hugely popular Hindi 
news channel (Aaj Tak, owned 
by the publishers of Business 
Today). Far from reaching the 
top slot, Star News has actually 
dropped to No. 4 in terms of 
popularity. And Kohli has had to 
pay for it with her job. She has 
had to quit as the CEO of Media 
Content & Communications 
Services India, the company run- 
ning Star News in India. Will her 
next assignment be more suc- 
cessful? Wait for the news. @ 









CONTRIBUTED BY R. SRIDHARAN. 
KUSHAN MITRA, ROSHNI JAYAKAR, 
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The heat is on: Utpal Sen Gupta (L) and Sangeeta Reddy debate the much-hyped cyber city Hyderabad 


HE HALL HAD A SENSE OF 

charged anticipation, 

and Crossfire debate 

moderator and BT's 

Editor Sanjoy Narayan 

was not about to let it go. This was 

about questioning Hyderabad's 

stature as a technology hub, and 
sparks were sure to fly. 

The topic for the evening offe- 

red a simple binary choice: *Hyde- 

rabad—Cyberabad or Hyperabad?’ 


Sangeeta Reddy, Executive Director 
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(Operations), Apollo Hospitals 
Group, was to speak for the reality 
of Cyberabad. At the other podium, 
Utpal Sen Gupta, President, Agro- 
tech Foods, was to speak for the 
city's image being a case of hype. 
Reddy kicked off her cyber cam- 
paign by expressing admiration for 
the city's *tremendous sense of cre- 
ativity and entrepreneurial energy", 
and the way the city had been posi- 
tioned as an IT and ITES hotspot on 
the world map. This, she argued, 


had not just changed the mindset, 
but had also been translated into 
*real infrastructure". With software 
exports over a billion dollars, Hyde- 
rabad was now the “fourth most-ex- 
tensive IT-enabled city" in India. 
Microsoft, Oracle, Excel and others 
are in; the investment stats are real, 
and so are the 80,000 jobs that have 
been created by all of it. The tom- 
tomming, she said, had helped. “The 
truth is that a little bit of hyperbole 
never hurt anyone." 


Moreover, added Reddy, Hyde- 
rabad had seen a ripple effect 
through every business, with the 
demand for all-round efficiency 
soaring. “It has led to a powerful re- 
alisation of the undeveloped po- 
tential of Cyberabad." Telemedicine 
services, for instance, are booming 
too. Clinical genomics is another 
field the city is rushing into, as rr 
spreads its influence. In all, she con- 
cluded, all the drama had been 
worthwhile. Finally, she pleaded, 
"Don't throw Cyberabad out with 
the ex-chief minister." 

At the opposing podium, Sen 
Gupta opened his case by conceding 
the veracity of the facts and figures 
presented by his opponent, but 
drawing a contrary conclusion. “For 
Hyderabad to deserve to be called 
Cyberabad, it must satisfy either 
one of two criteria or tests: it must 
either occupy a dominant position 
in the country's IT firmament or 
IT must really dominate the city's 
economy." Neither condition, he 
argued, were met by the city. Bang- 
alore, at $3 billion, and Chennai, at 
around $2 billion, were both far 
ahead of the city, and so too Noida. 
"So Hyderabad is not even in the 
ballpark range." On rres, Hydera- 
bad is sixth, behind even Kolkata. 
As for whether IT was a major part 
of the city's economy, “the argu- 
ment doesn't hold", asserted Sen 
Gupta, adding that *100,000 peo- 
ple out of a workforce of 1.7 mil- 
lion people is still a small minority”. 

But the IT proportion is fast 
changing, objected Reddy. “Look 
at the growth rate,” she said. Sen 
Gupta dismissed the point, say- 
ing that the growth rate was on 
too small a base. “We must re- 
member,” interjected Narayan, 
“that in a new sector the num- 
bers must necessarily be small, 
but you can’t just set the whole 
trend aside on that basis.” 

“Sure,” admitted Sen Gupta, 
“but the workforce is around 6 
per cent of the whole.” Not 
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enough to justify Hyderabad calling 
itself Cyberabad. Yes, he continued, 
the city's pharma, biotech, cinema 
and retail sectors were flourish- 
ing... and Narayan promptly 
pointed this out as being in support 
of Reddy's ripple argument. Sen 
Gupta's point though, as he clari- 
fied, was that this was the sort of 
IT-enablement being witnessed 
across the country, and was not 
something unique to Hyderabad. 

Reddy, meanwhile, chose to 
emphasise the advantages of the 
city's positioning as Cyberabad. If 
marketing is the game, suggested 
Sen Gupta, a ‘knowledge centre’ 
would have been broader and thus 
better. But, Narayan countered, 
focus has its value—just as “Detroit 
positions itself as Motown”. 
Besides, as Reddy added, “You can- 
not be everything to everybody.” 

To that, Sen Gupta replied that 
Motown had gone “against Detroit 
eventually”. Though the industries 
that sprang up around it are still 
thriving, added Narayan. At this, 
Sen Gupta returned to his main 
point: that Hyderabad wasn’t ex- 
actly distinguishing itself as an rr 
centre—so the position lacked 
credibility, like Aeroflot's posi- 
tioning itself as the airline with 
the friendliest air-hostesses. *To 
take a positioning and make it 
work," said Sen Gupta, *it has to 
have a grounding in reality." 

Was it real? It was the audi- 
ence's turn to pose questions, as 
Narayan had the microphone 
passed around the hall. To a ques- 
tion on why Bill Gates had chosen 
Hyderabad, Sen Gupta replied that 
Gates had seen the city as an 
‘emerging’ IT hub, not really as an IT 
mover-and-shaker. Another ques- 
tioner wondered if the catchy 
rhyming of ‘Cyber’ with ‘Hyder’ 
had led to the positioning; and 
what could ‘Bangalore’ be pack- 
aged as? Well, quipped Narayan, 
“Wired magazine had already done 
it: "Boom-galore". Œ 
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‘A little bit of hype made a big 
difference: it put us on the 


world map. More importantly, it 
has been translated into growth’ 
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“Cyberabad as a branding 

exercise seems to have worked 
at least partially in drawing the 
world s attention to Hyderabad" 
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HE TAJ PALACE IN DELHI 
has seen skirmishes of 
many kinds. The BI 
Crossfire, though, pro- 
mised to raise hell of a 
different sort: two economists aim- 
ing their verbal artillery at each 
other—on a point of marketing. 
Had India's reforms been a let- 
down? Or had they just been sold 
badly? Arvind Virmani, Director 
& CEO, Indian Council for Research 
on International Economic Relations 
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(ICRIER), was to speak for ‘bad mar- 
keting’, and at the other podium, 
Surjit Bhalla, Managing Director, 
Oxus Research and Investments, 
for ‘bad product’. Moderator 
Suhel Seth could barely conceal 
his zest for a satisfying Delhi 
Crossfire as the series’ finale. 
Virmani began his case with a 
big chart on the screen to illustrate 
how good an “intangible product” 
Indian reforms had been, high- 
lighting the long-term link between 
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Selling Reforms 


‘Indian Reforms: Bad Product or Bad Marketing? The 
alla. The latter, said Arvind Virmani. 


policy actions and outcomes. His 
basic point: the economy has grown 
significantly faster in the period of 
experimenting with market reforms 
(annual 5.8 per cent, 1980 onw- 
ards), than in the socialist era (ann- 
ual 3.5 per cent, 1950-1980). 

The experiments? "Removing 
policy distortions and introducing 
competition—decontrol, delicenc- 
ing, and modern regulation", some 
of which was “accelerated greatly in 
1992”. The big turnaround, Virmani 
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THE BIG REFORM DEBATE 





added, was that poverty had finally 
started declining—at roughly 0.5 
per cent per annum—after 1980. 

The big picture done, Virmani 
spoke of specific policy reforms. 
On opening up to the world, FoI has 
boosted overall productivity. Lowe- 
ring trade barriers has delivered 
specialisation and efficiency, propel- 
ling exports instead of flooding 
India with imports. Exchange rate 
liberalisation, meanwhile, has fixed 
the trade balance and reduced the 
vulnerability to global shocks. Even 
the "confused" telecom reforms 
have given India “the lowest prices 
in the world for mobile telephony." 
The product is good, Virmani said, 
but *market complexities" have 
resulted in poor marketing—with 
media reportage often confusing 
policy proposals with actual ac- 
tions. "The public gets a wrong 
impression," he groaned. 

“So, someone's lying,” shot Seth, 
glowering at ‘the media’. Besides, 
added Virmani, “All change is not re- 
form. Often you replace one distor- 
tion by another.” Also, some tinker- 
ing around is not reform—and when 
sold as such, makes bad marketing. 
Like tomtomming a growth blip. 

Bhalla opened his case by taking 
those remarks as testimony for a 


‘bad product’. And bad, he asserted, 
it is—because nothing good has re- 
ally happened. In 15 years, he al- 
leged, “You didn’t do any reforms. 
‘Market complexities’ is all hog- 
wash. We had a bad product.” 
Outpacing Africa, Bhalla declared, 
was no thrill. “Kaun se kaddu mein 
teer maara?” (Which pumpkin has 
the arrow shot?) Moreover, the 
1980s' GDP acceleration came on 
the back of a huge increase in in- 
vestment. "What's the big deal?" 
As for the 1990s’ reforms, “How 
much acceleration did you get? 
Zilch.” From 5.6 per cent (1980- 
1990) to 5.75 per cent (1991-2004). 
“I can't see the difference. So, there- 
fore, we did not have reforms." 

If there was any sense of com- 
placency left, Bhalla squashed it 
with a series of country-to-country 
comparisons. In Asia, India's per- 
formance is still *bottom of the 
league". While Asia has largely 
zoomed ahead, India has stayed 
put... feeling good about its ref- 
orms. “What was that movie?" 
asked Bhalla, almost bristling in 
Jerry Maguiresque exasperation, 
“Show me the money.’ Yeah, show 
me the evidence." Reforms, he 
added, ought to take India ahead at 
3 per cent per capita, not 1.5 per 
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cent. Admitting this failure, he roun- 
ded off, would allow faster growth. 
At the moderator's podium, Seth 
was ready to get the fireworks going, 
"He has destroyed every slide that 
you put up," he told Bhalla's oppo- 
nent. On his part, Virmani accused 
Bhalla of bending “the facts to sup- 
port his case", contending that the 
post-reforms growth had come from 
actual productivity as much as add- 
on investment. But Bhalla wasn't 
about to let up his rhetoric. “Why sell 
India's potential short?" he asked, 
"Our potential is to grow 8-9-10 
per cent. | want my due." The man's 
suggestion: do whatever it takes. 
But would Manmohan Singh 
do the job? It was the Q&A session, 
and someone in the audience was 
keen to know. “If Manmohan Singh 
Is marketing UPA and the Common 
Minimum Programme, then we will 
go nowhere,” replied Bhalla, “I think 
he recognises that politics is politics, 
and economics is the real stuff." 
On primary reforms, the consen- 
sual view was, yes, agriculture needs 
attention. Education and labour 
too. But whom are the reforms to 
be marketed to? *Foreign investors," 
said Seth. “The people," said Vir- 
mani, "to create a constituency for 
further reform." Both, then. If 
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Be A People’s Person 


VINAYAK DESHPANDE, Managing Director, Tata Honeywell 


HERE ARE SEVERAL SKILLS THAT A LEADER 

needs to possess to excel. The most im- 
portant of these is the ability to have a 

vision for the company and more signifi- 
cantly, the intelligence to make that vision 
percolate down to the lowest ranks in the or- 
ganisation. Leaders need to make informed 
decisions, and to do that, the basic quality that 
they need to possess is foresight. Leaders 
must have the ability to look at the big picture 
and judge beforehand what the consequences 
of their actions and decisions could be. In ad- 
dition, a true leader is one who foresees risks 
and plans ahead to minimise or avoid them. 
Leaders must accept the fact that certain 
decisions taken by them may not appeal to 
everyone in the organisation. Hence, good 
leaders are those that create an open forum 
for communication with everyone in the 
company, listen to their suggestions and then 
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make the final decision. This open commu- 
nication creates a sense of responsibility 
among team members where they feel that 
their points of view are equally valuable, 
and hence they constantly strive to do better. 

Another important quality that distin- 
guishes a good leader from an average one is 
the former’s sense of self. This includes traits 
like self esteem, self image and self confi- 
dence. These traits are extremely important 
as leaders are responsible for projecting the 
personality of their organisations through 
their personality and behaviour. Leaders 
should have the courage to say what they feel 
is good for the company, and act on it too. 

Finally, leaders need to build a proactive 
relation between themselves and their people 
to create true value in the organisation. It is, 
after all, a democratic set-up that can suc- 
ceed today, and not an imperialistic one. [fl 
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From The Editor 


HIS IS THE SECOND EDITION OF BT’S MOST 

i Powerful Women In Indian Business and our 
power list, like last year, comprises 25 of the most 
powerful women executives, CEOs, founder-managers and 
professionals. You'll see a number of familiar faces 
here, a few of whom you may recall having seen in last 
year's list. That's natural. The Power Quotient is not a 
volatile value and doesn't fluctuate as wildly as stock 
prices sometimes do. Yet, there are nine new entrants on 
the BT power list of women who've displaced an equal 
number from last year's list. Our cover package also tells 
you why some of last year's names aren't around this time. 

This issue is packed with a lot of other things. You 
will quickly notice that it isn't merely a BT power listing, 
but an entire issue that is focussed on the women of India 
Inc. We have possibly the first-ever Indian survey of 
working women, throwing up some amazing data 
and insights for marketers. Done by our knowledge 
partners, ACNielsen ORG-MARG, 
the findings include measures of in- 
dependence, spending habits, sav- 
ings patterns, media habits, and a 
whole lot more. How often does 
the average Indian woman executive 
eat out? How much of radio does Á x 
she listen to? What about Tv? SaL 
What's on her must-buy list? ^ 

Elsewhere, the magazine has focu- 
ssed our regular sections on issues 
concerning women—whether it is in 
Managing, Personal Finance, Health, 
Careers, or even Leisure. 

In the midst of celebrating India 
Inc.’s Most Powerful Women, I can- 
not help but feel a little distressed by 
prevalent attitudes towards women in 
business. Let me tell you why. While compiling the 
list, our team of writers and reporters polled the top 100 
companies in BT 500 (that, as you know, is our ranking 
of India's Most Valuable Companies). We asked them 
basic questions like how many of their total workforce 
comprised women and how many of them were in sen- 
ior management. Only 59 companies responded. Sixteen 
of them flatly refused to respond and, in spite of a rea- 
listic deadline, 25 said they wouldn't be able to get the 
fairly basic data asked for (most HR departments ought 
to have them on tap) in time. I do hope when we do this 
survey next year, we'll see a more progressive attitude. 

Back to the celebration. Besides the power list, we 
have put together a supplementary list of 20 women 
executives who we think are the ones to watch in the 
future. With an average age of around 36, the youngest 
among these up and coming women is just 22. Keep 
tracking their progress! 
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16 Industry On Hold family business. 
Hiking FDI in telecom hangs fire. No problems, 
not for Bharti Tele-Ventures at least. She has a first, maybe several 
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GO ONLINE FOR DETAILED PROFILES 
of The 25 Most Powerful Women 
In Indian Business. For that's the 
odd thing about power. No 
matter how well you think 
you've understood it, there's 
always something more that you 
would want to know. Do log on. 
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bt letters 


[nvincible India Inc. 

Your cover story 10 Things That 
Make India Inc. Invincible (BT, 
September 12, 2004) was a refre- 
shing change from the usual econ- 
omy-bashing that one 
gets to see in the media 
these days. While the 
prophets of murk are 
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busy predicting a collapse given 
the failed monsoons, galloping infla- 
tion and rising crude oil prices, the 
10 factors listed in the story do 
well to reinforce the indomitable 
spirit of Indian entrepreneurship 
despite all hardships. The economy 
is already on a resurgent track and 
the government's decision to con- 
tinue with the reform process will 
only act as a morale booster for 
the already resilient corporate India. 


C.V. ARVIND, Bangalore 


Your cover story 10 Things That 
Make India Inc. Invincible (BT, 
September 12, 2004) made a good 
read. All the reasons cited in the 
story were quite convincing and 
painted a true picture of the exist- 
ing business scenario. However, 
without a mention of India's refur- 
bished ‘global player’ image as an 
additional strengthening factor, the 
list seems incomplete. India is, bey- 
ond doubt, one of the fastest grow- 
ing economies in the world—the 
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booming BPO and IT sectors standing 
fair testimony to the fact. India 
Inc.’s self-assurance is palpable 
and your generous cogitations just 
add to the delight. 

SURESH BEHERA, through e-mail 


Look Before You Leap 

Your editorial Hey, Leave The Kids 
Alone (BT, September 12, 2004) 
was well-timed. What our adminis- 
trative system needs at the moment 
is drastic restructuring that makes it 
more efficient, rather than the intro- 
duction of policies that add to its 
woes such as getting kids to run the 


administration. The responsibilities 
attached to governance are no child's 
play and while it is true that younger 
people can bring novel ideas to the 
table, policy-making demands pro- 
foundness and a degree of sagacity 
that comes only with experience. 
An ideal situation would be to induct 
a good mix of intelligent youth and 
mature corporates or bureaucrats 
into the civil services. This would go 
a long way to ensure that the system 
is freed of all inefficiencies that arise 
out of orthodox governance. 

A. JACOB SAHAYAM, through e-mail 


Misplaced Priorities 
Apropos The Woman Behind Vire- 
nder Sehwag (BT, September 12, 
2004), while our sportsmen, and 
especially cricketers, can be safely 
called superstar endorsers, their 
repeated non-conformity to expected 
standards of performance is fast 
becoming a reason for concern. It is 
only prudent to give credit to people 
like Latika Khaneja for exemplary 
sports management. However, if 
our players continue to perform as 
dismally as they did in the Olympics 
and the Natwest series, it would not 
be long before they end up being 
called models and not players. 

SUNIL CHAUHAN, Sebore, Madhya Pradesh 
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after all it pioneered digital copiers. In fact, Ricoh today is the 
largest supplier in USA, Europe and Japan. To top it all, Ricoh has a 
much acclaimed customer care service considered an industry 
benchmark. Little wonder that for thousands of corporates and 
entrepreneurs across India, Ricoh is the preferred choice. 
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The Other Sex 


OMEN WERE MADE TO WORK. THAT SENTENCE 
\ X should be taken literally, not in the 
metaphorical sense that drives everyday 
weepies on television. *You are a woman," the not-so- 
subtle message in such programmes goes, "and it is 
your lot to suffer, be discriminated against and 
abused, and go through it all with the stoicism of a 
Zen monk (fine, some tears are allowed)." Women, to 
repeat, were made to work. In all but the most strenu- 
ous of tasks, where they are at a biological disadvan- 
tage, they acquit themselves better than their male 
counterparts. And the very things that were once 
believed to make them 
poorer working stock 
than men are those that 
allow them to do so. 

Consider childbirth. 
By her early twenties, a 
woman is physically 
and mentally equipped 
to be a mother. Surely, 
that has some bearing 
on why a 22-year-old 
woman MBA from any 
B-school is a few times 
as mature as her male 
batchmate who is still a 
bit of a boy. In any 
organisation that belie- 
ves in equal opportuni- 
ties, the former would 
be on the fast track to 
growth and the latter, 
on the not-so-fast one. 
Even after making allo- 
wances for a 12- to 18- 
month maternity break, the woman would be 
ahead. That may not have been the case in corpo- 
rate India thus far (except in the case of a few com- 
panies such as ICICI Bank), but there are signs that 
things are slowly changing. 

Then, in what must rank as a significant advantage 
in this age of S-Ox (as companies have started abbrevi- 
ating the Sarbanes-Oxley Act in the US that requires 
CEOs and CFOs to sign off on their companies’ financial 
statements, a direct result of the spate of accounting 
misdemeanours that came to light in the early 2000s), 
women, it turns out, may not be as venal or corruptible 
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as men. Women have seldom played the role of the 
hunter-gatherer, and are rarely the chief wage earners 
in their families (there are exceptions, but their num- 
bers are still insignificant enough to be left out of any 
statistical analysis). Ergo, money is not as strong a 
motivator for most women as it is for men. 

The money bit, and their role in raising children, 
makes women executives much more sensitive to 
issues larger than mere profitability. At one time, 
this may have flown in the face of the Type A logic 
of the typical profit-minded company. Today, when 
one bad decision that reflects gender-bias or utter 
disregard for the envi- 
ronment can result in 
bankruptcy, it is a signifi- 
cant advantage. Decisi- 
ons made by a woman 
manager, or decisions 
she has had a hand in 
shaping, tend to reflect a 
concern for all parties 
involved: employees, 
consumers, the environ- 
ment at large, and other 
stakeholders. 

There have been, as 
you must be itching 
to point out by now 
Patient Reader, enough 
women in business who 
have ‘gone bad’. Still, it 
is this magazine’s belief 
that much of this may 
have been borne out of 
having to think like a 
man—once considered a 
pre-requisite for succeeding in business; “leave 
your gender at the door if you want to do well at 
work”, women were once told—and playing by 
the all-too-masculine rules of a game that was once 
the exclusive preserve of men. 

It is these, and not mundane things such as the 
ability to multi-task—something held by the more 
mediocre analysts as the key to the success of 
women—that takes women far close to the image 
of the ideal employee than men. Indeed, if it were 
an equal world, men, not women, would be the 
other sex inthe workplace. @ 
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The opposition’s protests made governance tough for the UPA. Worse, it 
discovered how bad luck can derail the best intentions. BY ASHISH GUPTA 
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HE UNITED PROGRESSIVE 
Alliance has coped, and 
only just, with having 
power thrust upon it. 
“It really had no game 
plan, no properly thought out plan 
of action for the task ahead," insists 
Sunil Sinha, a consultant with 
National Council of Applied 
Economic Research (NCAER), a 
Delhi-based economic think-tank. 
Individual ministers, at least most of 
those in charge of key economic 
ministries, have performed well, 
but by the time it crossed 100 days 
in power (on August 29), the over- 
whelming impression the UPA 
government managed to convey 
was of a complicated machine, put 
together from parts made by diffe- 
rent manufacturers, still tuning up. 

If there is one thing the UPA got 
right, it is its broad focus on the 
agricultural and rural economy. 
Inferring correctly that the previous 
National Democratic Alliance (NDA) 
had been voted out for what was 
seen as its neglect of these key con- 
stituencies, the refrain of choice of 
the new government has been 
“reforms with a human face”. This 
was evident in the National 
Common Minimum Programme, 
the Union Budget, the Prime 
Minister's Independence Day 
Speech, and the Foreign Trade 
Policy. And given that critics are 
likely to pounce on the fact that 
inadequate and inefficient delivery 








systems "will prevent the implementation of its rural-economy 
oriented initiatives, the government has given the Planning 


Commission the mandate of developing better delivery mechanisms, - 


Opinion is divided on whether the UPA's rural-focus has trans- 
lated into the right kind of policy initiatives. This magazine, for one, 
believed, and still does that Finance Minister P. Chidambaram’s ef- 
forts to spur growth in the agricultural sector were (and are) 
commendable, but it finds itself in the minority. The dominant 
school of thought is that the government, to put it simply, has 
messed it up. “To me, increased focus would mean an emphasis on 
agricultural reform,” says Arvind Panagariya, a professor of eco- 
nomics at Columbia University. “That has not happened.” “Instead, 
what we have are plans for increasing spending on the grounds that 
this sector was neglected in the 1990s.” pU Y 

Time has been cruel to the upa: its period of orientation 
has seen a clutch of unpleasant surprises that threaten to trans- 
form a comfortable economic environment into a relatively 
hostile one. Crude prices are volatile, the monsoon has been 
-patchy (an average shortfall of 7 per 
cent), and China's insatiable appetite 


ity prices. The result: inflation (as 


8.17 per cent for the week ended 
August 21, and although the resi- 
lience of India Inc. (see 10 Things 
That Make India Inc. Invincible, 
Business Today, September 12, 2004) 
should help the economy meet its 

E l growth target for the year (6.4 to 7.1 
per cent), it is a worrying sign. For instance, a period of infla- 
tionary growth could see an increase in interest rates, and, if sig- 
nificant enough, this could have an adverse impact on everything 
from tlie booming demand for cars, homes, and consumer 





_. durables (all fuelled through loans) to the efficiency of compa- - 


nies—if the rate at which they borrow to fund expansion incre- 
ases, so does their interest cost. - | 

The government has done its bit to combat inflationary ten- 
dencies, such as reducing customs duties on different categories of 
steel by 5-10 percentage points and on petroleum products by 5 per- 
centage points (this and the reduction in the excise duty on the same 


will result in a loss of Rs 25,000 crore to the exchequer). Only, this | 


may not be sufficient to counter the groundswell of negative sen- 
timent: the external environment is distinctly unfriendly, the 
stockmarkets continue to look upon the uPA suspiciously, and 
India Inc.'s performance remains the only silver líning. However, 
the NDA's first 100 days in office were nothing to write home about 
too, and that government signed off on a high. 
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Time has been cruel to the UPA:its period of orientation has seen unpleasant surprises 


| 
| that threaten to transform a comfortable economic environment into a hostile one 
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Globalisation 
Gambit 


E s MUST BE AS GLOBAL AS IT 

gets. An Indian company 
launches a single malt for sale 

in the UK and in Scotland (it 

was, as was only apt, launched 

in Glasgow), and a Swiss knife - 
maker introduces kirpans | 

(a type of knife favoured by 

the Sikh community) for sale 

to Sikhs in India and to the 

extended diaspora. The single — — 
malt, made by Bangalore-based 

Amrut Distilleries in its facility in. 

the same city, is the first Indian 
malt, the company claims, to 

meet EU specifications. Amrut 
Single Malt essentially targets 

Indian curry houses in Scotland, 
but is still an achievement of 

sorts. The kirpan is made by 

Victorinox, the famed maker 

of the Swiss army knives and 
related merchandise. And just 

as apt as the Scotch-launch in 
Scotland, its launch coincided 

with the 400th anniversary of 

the Guru Granth Sahib, the holy 

book of the Sikhs. 
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l The Bottom Line Of Love 


The toll of wedding bells is in sync with the ringing cash registers of organisers and retailers. 


S FAR AS SIZE GOES, IT'S PROBABLY 

bigger than many new-econ- 
omy sectors, and a few old-econ- 
omy ones too. But, at over Rs 
10,000 crore, size isn't the only 
thing going for the wedding in- 
dustry. As Diivyaa Gurwaara, CEO, 
Bridal Asia, puts it: “This is a reces- 
sion-proof industry, and because of 
the aspirational value ascribed to 
weddings, it is going to get big- 
ger,” she adds. 

One reason for such great 
expectations is that it’s not just the 
Mittals and other well-heeled busi- 
ness families that are planning 
extravagant weddings. They might 
not be spending £30 million (Rs 
247 crore) like the Mittals did, but 
increasingly the country's burgeo- 
ning middle class is willing to fork 
out big bucks to make that wed- 
ding ceremony even more memo- 
rable. Budgets can range from a 
humble Rs 3 lakh to an eye-pop- 
ping Rs 10 crore. And it's not just 
loaded parents who are contribut- 
ing to this boom; youngsters too 
are today in a position to pay for 
their own weddings. "Weddings 
today provide an opportunity to 
showcase your wealth as well as 
to do something in a unique man- 
ner," says Pritti Kumar, Organiser, 
Marwar Mega Wedding Show. 








Wedding boon: Durables register big- 
time sales during the wedding season 


Meantime, the onset of the 
wedding season spells good tid- 
ings for the retail sector too. 
“Weddings are one of the biggest 
drivers of Indian retail," explains 
Arvind Singhal, Mb, KSA 
Technopak. Jewellery not surpris- 
ingly is the biggest gainer, whilst 
clothing in the form of suits and 
fabrics also sell well. Volume sales 
also pick up in durables, automo- 
biles (two-wheelers as well as cars), 
food services, and of late travel 
and tourism, which is tailoring 
packages and instalment schemes 
for brides and grooms. 

What’s also significant is that 
weddings are becoming less sea- 
sonal, not just restricted to Octo- 
ber and November. Singhal 
expects a fragmented wedding 
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calendar. *There will be multiple 
peaks," he insists. So not only will 
spending increase, it will also be 
evenly spread. 

That spending, according to 
Salil Kapoor, Marketing Head, 
LG, is “spreading to B and C class 
towns as well". LG offers wed- 
ding packages, which could range 
from discounts to combo offers 
to free microwaves. Colour Tvs 
are usually No. 1 on the priority 
list followed by refrigerators, air 
conditioners and microwaves. 
*The middle class purchases all 
the durables together whereas the 
lower middle class starts with 
colour TVs," remarks Venugopal 
Dhoot, Chairman, Videocon. 

When it comes to cars, the 
Maruti 800 is passé, and pre- 
mium cars are the norm. "The 
Honda City has a three-month 
waiting period. During the wed- 
ding season, which also coincides 
with the festive season, the de- 
mand peaks further," explains 
Neeraj Garg, Marketing Head, 
Honda Siel. *Sales go up due to 
weddings, the festive season, har- 
vests and our promotions," adds 
Atul Sobti, Executive Director, 
Business Operations, at two- 
wheeler major Hero Honda. 

Apart from the gifting spree, 
the craze for a lavish wedding is 
also resulting in demand for wed- 
ding planners, what with more 
and more families—starting with 
budgets of just Rs 2 lakh—prefer- 
ring to outsource the entire jam- 
boree to specialists. Vandana 
Mohan, one of the planners at 
Wedding Design Company, says, 
"The idea of outsourcing wed- 
dings is gradually coming about." 

PRIYANKA SANGANI AND 
AMANPREET SINGH 
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Presenting the Airtel Intelligent Routing System (AIR) 


If your office needs to get in touch with people on the move or with people in your organisation's branches ii 
other cities, it's time to take a close look at the AIR. All this technology does is attach an 
Airtel Intelligent Routing machine to the existing EPABX. This allows you to use your 


Best Mobile Operator | office landline extension for outgoing calls, but the calls get routed through the Airtel 


in India and the Subcontinent 


network. This means that you can now enjoy great STD & ISD rates, and a local Closed 





User Group benefit with your existing mobile connection. In an age that demands 


excessive telecommunications, AIR makes sure that the demands on the pockets are considerably less 


Boost your business with: e SMS Directory e Field Force Automation e Vehicle Tracking e Coverage in 1400 towns e Seamless International Roamir 


e Mobile Office e Corporate E-mail 
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Express Yourself 


«X E-mail at BiZsolutions@airtelindia.com or SMS 'AIR' at 9818311111. We will be glad to get in touch with you. 4 
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bt trends 
| (d C) = | C] | BT CIRRUS > 
naustt YUN TION | Latent Equity 
The FDI hike in telecom hangs fire. No problem. f EING PRIVATELY HELD MAY NOT BE 
L Dus a good thing after all. Consi- 
N JULY 8, WHEN THE der the case of Tata Consultancy 

A Rn Finance Mini- Services (TCS). An industry pioneer, it 
ster, P. Chidambaram, lagged its much younger competitors 
announced a proposal such as Infosys and Wipro in terms of 
to increase FDI in tele- image in the print media. A BT-Cirrus 
com from 49 per cent | research, based on the number and 
to 74 per cent, industr - | kind of press TCs received over the last 
alists gathered ata five- [ one year, reveals that both its visibility 
star hotel in the capital E and image shot up post, and in the run 


to listen to the FM’s 
budget speech lost no 
time in congratulating 
Bharti Tele-Ventures' 
Sunil Mittal who was in 
the audience. As it turns 
out, the congratulations 
were way too prema- 


up to, its recent iPO. In fact, in June this 
year, it scored higher than Wipro and 
Microsoft in image, and in August it 
had almost the same image score as 
Infosys and Wipro. The flipside: It now 
has to hold on to it. 








3 tá | Traditionally Low-Profile... 

= ture. Two months on, 

the proposal continues | 

> to hang fire, primarily f 

. because one section of Sa Na 
Sunil Mittal: Smiling for good reason the Congress-led UPA GR 2 

(United Progressive NO NO 
Alliance) government's supporters, the Communist parties, is against 2: 
it. As a result, the Bharti stock (apart from Hutch and Idea Cellular, 
Bharti will be one of the key beneficiaries of higher FDI in telecom), — | Infosys Microsoft Wipro TCS IBM 
which started climbing in the last week of June in anticipation, is back m Visibility Score — Image Score 
down to almost the pre-Budget price of Rs 125 or so. O PC ee 
But the question to ask is whether FDI status quo alters Bharti’s — | ...TCS' IPO Boosted Visibility... 

growth story in any fundamental way. The short answer: No. The 6,000 ——————————— ——— 
company, which has 8 million cellular subscribers and 0.73 mil- > 5,000 
lion fixed-line customers, plans to expand its coverage from 16 to 4,000 RESTY 
23 circles in places such as Assam, Bihar, Orissa and J&K. It has E 390 — — 
announced a capital outlay of $700-750 million (Rs 3,220-3,450 f 2,000 TUR 
crore), two-thirds of which will be accounted for by the cellular f Le mm 
business alone. As for funding the expansion, Bharti is *counting | ) Apr 





more money now than what most telcos did three or four years 
ago", points out Vineet Nigam, a telecom analyst with ICRA. 

No doubt, foreign equity is theoretically cheaper than bank 
borrowings, but Bharti's outsourced business model has also 


m Visibility Score = Image Score 





... And Image In The Industry. 














made its operations much less of a cash hog. In fact, some an- ua | 
alysts expect that to come handy as Bharti fights the recent price 6,000 — ‘ 
wars in the industry. “I expect them to generate free cash | Ld RS ELS 
from FY 06 onwards, and thereafter they will start paying off | 

debt,” says Ganesh Duvvuri, a telecom analyst with Motilal f » lil. 
Oswal Securities. Bottomline: Mittal's got money coming his 0 

way, so what if it's not foreign. f ETM 2004 SARI UNE 


j! 


SAHAD P.V. minfosys Microsoft mWipro mTCS æIBM 
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Maritime policy: Sailing in the right direction 


The Shipper’s 
Lucky Wind 


The new maritime policy should boost 
private and public sector investment. 


OR D.T. JOSEPH, SECRETARY IN THE MINISTRY OF 

Shipping, it is redemption time. For 35 long 
years, as an official with the ministry in different capa- 
cities, he has witnessed the gross neglect of this sec- 
tor, although it carries 95 per cent by volume and 70 
per cent by value of the country's total trade. So, 
within months of assuming the top post at the min- 
istry, Joseph has come out with a draft policy for the 
maritime sector (ports, shipping and inland water 
transport) that's being seen as a first of its kind 
aimed at boosting public and private investments, 
competition and efficiencies. “If it translates into 
reality, it will give the sector a positive boost," says 
A.R. Ramakrishnan, Coo, Essar Shipping. Adds Vijay 
K. Sheth, Managing Director, Great Eastern Shipping: 
“It is an endeavour to migrate from an issue-based de- 
cision-making process to a system-based approach to 
eradicate delays and discretion." 

Ask Carin I. Fischer, Senior Corporate Adviser, 
Hill and Associates, a maritime security consul- 
tancy, and she'll tell you that the policy has the 
potential to turn ports like Kochi into an inter- 
national hub, given its efficient container termi- 
nals, good rail and road connections, and a strong 
inland waterway system. What helps? The policy's 
thrust on multi-modal transport, besides its focus 
on minor port development and the end to 
Container Corporation of India's monopoly in 
hinterland-to-port transport. However, quite a few 
outdated legislations such as the Coasting Vessels 
Act 1838 need to be amended. But there's no 
doubt that winds of change have begun to blow. 

ASHISH GUPTA 
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A Number's Game 


Pharma firms war over data protection. 


N THE HIGH-STAKES WORLD OF PHARMA, MARKETING 

battles actually boil down to the molecular level. It's 
the discovery of new molecules that better treat a 
problem (like erectile dysfunction in the case of 
Pfizer’s Viagra) that gets the cash register ringing for 
its marketer. So, it comes as no surprise that a de- 
bate is raging worldwide on protecting the data that 
companies disclose when they apply for a patent. 
That protection to such data should be provided is 
a no brainer and, in fact, nobody’s arguing about 
that. What’s a bitter bone of contention, however, 
is a related question: Just how long should the 
data protection be provided? 

There are two different answers 
coming from two different camps, 
which can roughly be divided into 
one of the innovator and the other 
of the copycats. The latter, like the 
Indian Pharmaceutical Alliance (it 
represents 14-odd Indian drug com- 
panies), say that data protection 
should be only as long as the patent 
period, which is typically 20 years. 
The innovators, led by the Pharmaceutical Research 
and Manufacturers of America, contend that the 
protection should be extendable beyond the patent 
life to another five or 10 years. 

The conflicting opinions are easily explained. 
When marketers of a generic drug (which is a 
cheaper copy of the original patent-expired drug) 
apply for approvals, they claim “bioequivalence”, 
or a similarity in molecular structure to the in- 
novator’s product. The benefit is that instead of 
conducting expensive and time-consuming clini- 
cal trials themselves, they simply refer to the lat- 
ter’s submitted data for approval. Extending data 
protection beyond the patent life would offer 
the innovator (and not the generic-maker) the 
opportunity to launch a new version of the drug 
closer to the date of patent expiry. Says D.G. 
Shah, Secretary General, PA: “The data protection, 
if granted, will cover even products for which 
patents have already expired. It would also be ap- 
plicable to products for which patents were filed 
before January 1, 1995, and will go beyond 
India’s obligations under the trade-related intel- 
lectual property rights.” 

Expect to read more of this war in the days 
to come. 

ASHISH GUPTA 
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USB Storage Media 


One Memory Stick of 16MB free 


Please check for M.R.P. & original hologram. 
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Jennie Chua: A balancing act 


Room For A Jig 


About the Chairman and her dancing shoes. 


60-SOMETHING GRANDMOM WHO LOVES BALL- 
A toca and Latino dancing, not to mention 
rock "n' roll, hardly sounds like the head of a top 
global luxury hotel chain, right? But within minutes 
of meeting Jennie Chua, ceo and Chairman of 
the Raffles group of hotels—the lady was in 
Mumbai last fortnight to sew up an alliance with the 
Taj group of hotels—you know here is somebody 
who does equal justice to both her personal and 
professional life. The professional part doesn't 
end at Raffles—Chua is also a director in 32 com- 
panies, and also serves on 18 government and 
community service boards and committees. 

Chua has little to complain about gender dis- 
crimination or the existence of a glass ceiling. But 
she will tell you that if a family life is what you han- 
ker for, then tourism should be the last industry on 
your career horizon. The accolades that keep pour- 
ing in might provide some solace perhaps—last 
year Chua was featured in BusinessWeek's 25 Stars 
of Asia, the only Singaporean to feature on that list. 

She'll tell you she's keen on retiring soon, but 
she'll also add she's been saying this for the past 10 
years now. But it looks like she's pretty serious 
this time round, as she wants to spend time with the 
family. *You aren't going to think of your last pro- 
motion on your deathbed, it's as simple as that." 

PRIYANKA SANGANI 
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Public Unity 


M&As loom large over the public sector. 


N AUGUST 12, 2004, PETROLEUM MINISTER MANI 

Shankar Aiyar stunned the oil world with his 
grand plan of merging Oil and Natural Gas 
Corporation, India’s biggest exploration and pro- 
duction company, with Bharat Petroleum Corporation 
and Hindustan Petroleum Corporation Limited, two 
refining and marketing companies. He also unveiled 
his plan to unite Indian Oil Corporation, the coun- 
try's biggest refining and marketing company with Oil 
India, a smaller exploration company, and ONGC's 
Assam fields. Both resultant behemoths would be 
present all along the oil value chain and big enough 
to take on global competition. 

The United Progressive Alliance has, indeed, 
displayed a trigger-happy bent of mind when it 
comes to public sector M&as. News of a possible 
merger between Mahanagar Telephone Nigam 
Limited and Bharat Sanchar Nigam (two of India's 
biggest public sector 
telecom players) has 
being doing the 
rounds for some time. 
As has that of a 
merger of infrastruc- 
ture-financing compa- 
nies such as IL&FS 
and IDFC with IDBI, a 
development institu- 
tion, and the possible 
merger of some weak 
banks with some of 
the stronger ones. In the manufacturing sector too, 
there are reports that Steel Authority Of India 
(India's biggest steel maker in the public sector) is all 
set to take over IISCO. 

The government, it is clear, has woken up to the 
benefits of scale. *Exploration is a highly capital in- 
tensive and risky business and only those companies 
which have deep pockets can engage in such activities," 
says Gokul Chaudhri, Partner, Ernst & Young. And 
M&As in the banking and financial services sector 
will help companies raise capital, as also meet norms 
related to capital adequacy and non-performing assets 
that are rapidly becoming stringent. “While manufac- 
turing sector needs consolidation to grow, for banking 
and financial services sector, it is a question of survival," 
says a Mumbai-based banking analyst. And the gov- 
ernment seems to be doing its bit towards that objective. 

SUPRIYA SHRINATE AND ASHISH GUPTA 
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Redressing 
Men's Wardrobe 
with 


100% Cotton Shirts 





* (North)Delhi :'Manga! Paridhan' Shakti Nagar, (011)-27463416, Rajauri Garden (011)-51446598, Lajpat Nagar (011)-57721178, Shivam Apparels E-27 Connaught 


Place (011) 23416068 eGurgaon : Mangal Paridhan (Only Apparels) DLF Mall (0124)-5068240 eIndore : Harshdeep Marketing Agency, Sneh Nagar (0731)-2460900/2461 841 


* Kanpur : Kotts 'N' Kool, Tilak Nagar (0512)-2542066, ¢ Jalandhar : Singland Marketing, (0181)-3090627,* Ghaziabad : The Century Shop 75 Ambedkar Road, (0120)-2796902? 
e (West) Mumbai : Mangal Paridhan : Worli (022)- 24385403, Thane (022)-25393366, World Trade Centre, Cuffe Parade (022)-22184495. Near TV Centre, Worl), (022) 
24934246, Kalbadevi, (022)-22077089, Shri Jagdamba Emporium, Malad (W) (022)-28890662, Jolly World of Cotton. Mulund (W)( 022)- 25643024, Bandra (Only Apparels) 
(022)-26465622 «Ahmedabad : Cotton Palace, Mardia Plaza, C.G. Road (0709)-6403499, è Rajkot : Riddhi Siddhi, Dr. Yagnik Road (0281)-2693344 * Pune : 354, Narayar 
Peth, Laxmi Road (020)-4024645 e(East) Kolkata : Shyam Paridhan, 258 Camac Street, 700016 e (South) Bangalore : Manga! Paridhan, 181, Commercial Street. Opp. Toy's 


Kemp (080)- 51238511,* Secunderabad : Jai Ganesh Clothing, M. G. Road (040) 55337171/55337272. * Hyderabad : Auro Apparels, Opp. Shanbhag, Punjagutta (040) 


55757272 
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RANGE-BOUND b 


Up, But 
Not Away 


| T'S AN ECONOMIC TRUISM: ANY 
increase in inflation will, 
sooner than later, result in 
an increase in interest rates. 
Today, with the Wholesale 
Price Index standing at 8.17 
per cent (the week ending 
August 21, 2004), a four-year 
high, it is but natural that 
interest rates should inch up. 
They have: money market 
rates are up by a per cent; 
mortgages major HDFC has 
UM...I DON'T SEE PLAN ONE already hiked its home loans 
HOUJ THAT MATTERS, IS THE rate by 25 basis points; and 
BUT PLAN ONE IS BEST. à experts predict more increase 
MUCH CHEAPER. iT all around. The yield curve, 
too, has become steeper. 
This means the difference 
between short-term and long- 
term interest rates has 
increased, according to 
Ananda Bhowmick, an analyst 
at credit rating agency Fitch. 
However, this doesn't 
necessarily mean interest 
rates will zoom North. Surjit 
Bhalla, Managing Director, 
Oxus Research and 
Investments, reckons they will 
be headed South shortly. His 
logic? Lower global growth 
rates, a cooling off of China's 
overheated economy, and the 
consequent lower demand for 
crude (and the resultant lower 
inflation). Even commodity 


EVERY DAY I MAKE prices, he explains, will come 
THE WORLD A LITTLE _ . down because of the same 


BOTH PLANS ARE 
TECHNICALLY 
IMPOSSIBLE. 








EXCELLENT. ASK 
ONE OF OUR ENGI- 
NEERS TO PRESENT 
PLAN TWO TO THE 
BOARD. 








BIT WORSE. | reason. That could explain 
why, although inflation is 
UJAAT'S IT LIKE | expected to go up to 6.1 to 
TO MAKE A 6.2 per cent in the short-term, 


DIFFERENCE? itis expected to come down 
= to 3.5 per cent in the long-term. 
Don't lose any sleep over 
interest rates yet. 
ASHISH GUPTA 
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MARCH 31 


Is when you change ledgers. 
Not PCs. 


NextGen 64 Business PC (64 bit) - Rs.24,990/* 
AMD Athlon 64 Processor 2800*, VIA Chipset Motherboard 
with Integrated Graphics, 128 MB DDR Memory, 40 GB HDD- 


7200 RPM, 52X CDROM, 15" Color Monitor, FDD, Modem, 
Mouse and Keyboard. 





AMDAthlon 64 processors. Built to last well beyond next fiscal. 

Finally, a PC processor that's a one time investment. Presenting the revolutionary new AMD 

Athlon 64 processor. Runs your existing 32 bit applications faster than any other processo: 

And is built to power tomorrow's most complex 64 bit applications. With built in Enhanced 
| Virus Protection capability, to eliminate unplanned downtime, and increase productivity. And 
Cool'n'Quiet technology to reduce electricity bills. Athlon 


AMD 





Also available, PCs for everyday computing, with the new AMD Sempron" Processor (32 bit) for just Rs. 16,990/-* 
Includes AMD Recommended Motherboard with Integrated Graphics and Sound, 128 MB DDR Memory, 40 GB HDD-7200 RPM, 
CDROM, 15" Color Monitor, FDD, Modem, Mouse and Keyboard. 


AMD recommends Microsoft^ Windows" XP Professional for business use. Available at Rs. 6,300/- + Tax. 








AHMEDABAD: Kalp Systems, Mob.: 9825031502. BANGALORE: Computer Gadgets, Mob.: 9845010555; Dignet Computers, Mob.: 9845023830. CHENNAI: Delta 
Peripherals, Ph.: 28587 158; Kamal Computers, Ph.:285 | 3250. COCHIN: Online IT Shoppe India Pvt. Ltd, Ph.: 2356464; Positive Systems, Ph.: 2376383. DELHI: Simba Infotech, 
Mob.: 31111889; The Computers India, Mob.: 9810848007. HYDERABAD: Arun Computers, Ph.: 55383159, Computer Collection, Ph.: 55382383. INDORE: Computer 
Shoppee, Ph.: 2430641. KOLKATA: Classic Computers, Mob.: 9831181658; Computer Gallery, Mob.:9830282503. MUMBAI: Prime ABGB Pvt. Ltd.. Mob.: 9821035100: 
Mnemonic Systems, Mob.:9820063585. NAGPUR:The Solvers, Ph.:2561420. PUNE:S' Tech Computers, Mob.:9422004889 PUNJAB: Lynx, Ph. 5080643. TRIVANDRUM: 
Logtech Infoway Pvt Led.,Ph.:2339201. 


"Local taxes & levies extra. Operating System Software prices are not included, These PCs are integrated by independent system builders The hown above is representat 
and may differ from the model offered by your system builder. “Low heat dissipation and low noise work environment. #inbuilt protection from most comn t 
(with Windows XP Service Pack 2) AMD. the AMD Arrow logo, AMD Athlon, AMD Sempron and combinations thereof. and Cool 'n' Quiet are ti 

Devices Inc. Microsoft and Windows are tradernarks or registered trademarks of Microsoft Corporation 
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Now, The Mobikes 


Honda finally rolls out its first motorcycle in India. 


R.L. Ravichandran said that there would be no imme- 
diate price adjustments on the Pulsar. “This segment ac- 
counts for only 10-15 per cent of the overall motorcycle 
market of around 350,000 units a month. 
The Pulsar sells around 25,000 units a 
month and HMsI will initially only be 
producing 2,000-3,000 units a 
month." Ravichandran also said 
that consumers in this segment were 
not very price sensitive, and 
based their purchase de- 
cision on factors such 
as look and perform- 
ance instead. "So, pay- 
ing a few thousand 
more will hardly affect 
consumer decision," 
Ravichandran said. Just the same, Bajaj had better 
keep an eye on the Unicorn. 


FIER MONTHS OF SPECULATION, HONDA MOTORCYCLE 
As Scooter India (HMSI) finally rolled out its first 
motorcycle last fortnight. The motorcycle, which was 
to be launched the day after BT went to press, is said to 
be based on the best-selling Honda VTR and will fea- 
ture a ‘mono’ rear shock absorber instead of the 
standard ‘dual’ shock 
absorbers, thus earning 
the name “Unicorn”. 
It is powered by an 18 
horsepower, four- 
stroke, 150cc engine. 
While reliable informa- 
tion about its pricing 
was not available at 
press time, sources said 
that the motorcycle 
would undercut the segment leader, the Bajaj Pulsar, 
which has a showroom price of around Rs 55,000. 

However, Bajaj Auto Vice President (Marketing), 










Honda VTR: Now in India 


KUSHAN MITRA 


PART DEUX P> 


Sequel Success Has 
Movie Studios Beaming 


HUH? b 


Time Warp 


a KOLKATANS DIDN'T ALRE- 
ady hate Hitler, they got a 
new reason to do so on 
September 1, 2004. The 
city was awash in a sea of 
red that day as the ruling 
Left Front, with the active 
support of the state gov- 
emment, brought out a 1.1- 
lakh strong rally to profess, 


IGGER. AND BETTER. IT'S TRULY 

been a summer of spectacular 
sequels. Spider-Man 2, Kill Bill 2, 
Shrek 2, Anaconda 2...the list of 
spectacular sequels is lengthy. And 
they're raking in as much, if not more, 
than the originals. "Excellent con- 





tent and form have only made the 
embedded franchise stronger," says 
Uday Singh, ceo, Columbia Tristar, 
whose Spider-Man 2 surpassed the 
total collections of Spider-Man in just 
three weeks in India. Released in 
end-July, the second version of Sam 
Raimi's swinging marvel has already 





in the words of West Bengal Chief Minister 
Buddhadeb Bhattacharya, "solidarity with anti- 
imperialist people all over the world". But what 
about his government's decision to discourage ral- 
lies on weekdays and his personal "do-it-now" 
motto, which won plaudits from industry and 
people alike? "Blame it on Hitler," he said, "it 
was he who attacked Poland on this day." The 


grossed Rs 30 crore at the box-office, compared 
with the Rs 27 crore Spider-Man brought in. Would 
that mean Part III is on its way? 


comrades busy protesting this historical wrong, of 
course, didn't think it odd that the invasion actu- 
ally happened 65 years ago. 


ABIR PAL ARNAB MITRA 
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M” e, 
Visual Studio 





Visual Studio .NET 2003 significantly reduces the 
amount of code you need to write, freeing you up 
to think big thoughts. 


Think big. Visual Studio* .NET 2003 delivers higher 
productivity by taking care of the small stuff, so you 

can concentrate on bigger things. Just ask HP. "On our 
consumer application project Visual Studio .NET really 
lowered the technical barriers to doing great work," 

says an HP Technical Lead. "We developed the application 
faster than we could have with other technologies due 

to the better tool set capabilities." To find out how 
Visual Studio .NET 2003 can help you concentrate on 

big ideas, visit microsoft.com/india/msdn/success/ 
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SHOME BASU 


IXTY-THREE-YEAR-OLD ISHRAT HUSAIN, GOVERNOR, 

State Bank of Pakistan (the country's Central Bank), 
and an old World Bank band, bas been at tbe belm of 
affairs for the last five years with great success. Credited 
with privatising the country’s moribund banking system, 
he is also known to be close to President Pervez Musharraf. 
In Delhi on a holiday, be spent 45 minutes with BT's 
Ashish Gupta discussing banking in Pakistan. Excerpts: 


In your last monetary policy (June) you had projected a 
GDP growth of 6.5 per cent and an inflation rate of 5 per 
cent. In the light of the sharp increase in oil and food 
prices, are you revising your growth estimates? 

Not at this stage. But we are keenly watching global 
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Inching Up To The Resistance Zone 
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“Foreign Takeover 
Of Banks Is Not 
An Issue” 


interest rates, the global price of food products 
and the oil situation and if we find that the balance 
of risks has moved towards higher inflationary 
expectations, then the Central Bank will revise the 
target. But we cannot have knee-jerk reactions 
because the recovery in Pakistan is recent. 


How is the Central Bank tackling the issue of non-per- 
forming assets? 

As we speak, 80 per cent of the banking assets are in 
private sector hands and four out of five public 
sector banks have been privatised. Hence, we have 
done away with political lending. Secondly, we 
have created an asset management company and 
some of the totally irrecoverable assets were bought 
by it and the underlying assets have been sold to third 
parties. So, the very fear that they will lose control 
of their assets has led to a lot of settlement of old 
loans. Thirdly, the banks have been allowed to 
write off their loans in a transparent manner over a 
period of time. 


What is your approach to M&As? 

We have no restrictions whatsoever on foreign 
ownership of nationalised banks. Since 1999, out of 
the five major commercial banks that are publicly 
owned, four have been privatised. We have sold out 
the first, second and fifth largest banks of the coun- 
try to the private sector. 


What kind of controls do you have over the banks? 

We give what the public sector bank calls an indicative 
credit plan, which limits the loans that can be given 
out. We also give an indicative target for the pri- 
vate banks. The idea is to limit the borrowing of the 
government through the credit plan. We also set a ref- 
erence benchmark rate called KIBOR (Karachi Inter- 
Bank Offer Rate), but the banks can charge any 
interest rate that they think fit. We don't interfere at 
all either in the interest rate side or in the deposit rate 
side. And incidentally, the interest rate has come 
down from 14 per cent in 1999 to 5 per cent today. 
Not a mean achievement. 
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EXECUTIVE EDUCATION PROGRAMMES 
OCTOBER - DECEMBER 2004 





a ISB Kellogg Global Advanced Management 
Programme" 
(2 Weeks at ISB + 1 Week at Kellogg) 
ISB Phase (October 04 - 16, 2004), 
Kellogg Phase (November 21 - 26, 2004) 


u Leadership Skills for Top Management 
October 05 - 09, 2004 

a Perpetuating the Family Enterprise 
October 11 - 15, 2004 

a Penetrating Developed Markets 
October 17 - 20, 2004 

a Behavioural Finance 
November 01 - 04, 2004 

a Measuring and Managing Marketing Investments 
November 08 - 10, 2004 

a Accelerated Management Programme" 
November 19 - December 04, 2004 

= Competing through Digital Agility 
December 02 - 05, 2004 


The fees for the above programmes range from Rs. 1 lakh 


to Rs. 1.5 lakhs per participant. 

*ISB Kellogg and Accelerated Management Programme: 
for information on the fee, please contact Lakshmi 

at the ISB. 
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Are you equipped to face the twists and turns of an 
unpredictable tomorrow? Where change is the onh 
constant factor in the corporate world, it is imperative 


you stay prepared for future threats and challenges, 


The Indian School of Business (ISB) has developed 
a range of Executive Education Programmes to ensure 
your relevance in the new world. The faculty for these 
programmes comprise of some of the leading minds 
from renowned B-Schools such as the Kellogg School 
of Management, The Wharton School, the London 
Business School, INSEAD, HKUST, UCLA 
Stern School of Business (NYU), Universitv of 


Chicago, Purdue University among many others 
ISB. It's just the place to make you future ready 
For more information, call Lakshmi at 


040-2300 7041/42 or Email us at execed@ish.edu 
www.isb.edu/execed 
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Centre for Executive Education * Indian School of Business * Hvderahad-500 019 
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Shri Sarthak Behuria’ 


Chairman & Managing Director 
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at the BIST ANNUAL GENERAL MEETING 
of Shareholders in Mumbai, 30th August, 2004. 





ear Shareowners, 


On behalf of the Board of Directors and on my own behalf, let me extend a very 
warm welcome to all of you in this Annual General Meeting of the Corporation. The 
Notice of the AGM, Directors' Report and the Audited Accounts are already with 
you and with your permission, | take them as read 

BPC has been recognised by ‘Fortune’ magazine as one of the global giants - giving it 
the 450th rank in the prestigious Fortune 500 list. BPC stands second amongst the 
four Indian companies featuring in the list. Our position is the result of the efforts put 
in by all the stakeholders viz. our customers, suppliers, employees, Government 
officials and all of you. 


The year 2004-05 is an important year for all of us at BPC, as our refinery at Mumbai 
is completing 50 years of operation during the year. The refinery started with a 
capacity of 1.8 Million Metric Tonnes per Annum (MMTPA) in 1955 and by the end 
of this financial year, would reach a capacity of 12 MMTPA of crude processing 
Throughout this period, it has retained its technical edge over the competition 
through leveraging technology and has focussed relentlessly on value addition The 
refinery has been a manifestation of the innovative ways used by BPC to enhance 
performance. 

With the settling down of the deregulated scenario, changes in the economy, 
changes in the mindset of consumers and new canvas provided by the Government, 
BPC is facing challenging times. | now intend to share with you my thoughts on the 
year that has passed, the international oil markets, the burgeoning consumerism In 
the country and BPC's plans to surmount these issues and outperform in the times 
to come. 


International Oil Markets | 
SI coc Rame dot mt 
Although oil prices did fluctuate throughout 2003, except for an occasional spurt, 
they were moving mainly in a band of US $ 25 to 30 per barrel. This comparative 
stability had allowed the oil companies to effectively stabilize domestic prices. This 
was also aided by the strengthening rupee and therefore, the margins available 
during this period were quite significant. 

However, by the turn of the year, there was an upward swing in the crude prices 
They have increased by about 50% from US $ 30 per barrel levels to US $ 45 per 
barrel as at present. The stubborn refusal of oil prices to drop in the recent past has 





Not just petrol 
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amplified the doubts regarding adequacy of near term supplies and long terme 
outlook for crude oil prices. The upswing can be attributed to a number of globe 
geopolitical reasons. To begin with are the regional conflicts in the Middle East, th 
iraq crisis, US embargo on Iran etc. These conflicts have reduced the ne\ 
availability of oil from this region while creating doubts about the current availabilit 
The supply fears were further aided by the labour turmoil in Nigeria and VenezueMl 
and the Yukos impasse. All these have given rise to a ‘Scarcity Premium in the crud 

oil prices. On the other hand, the temporary stabilization in world oil demand is als 
under attack, particularly with a surge in the Asian demand - Chinese and Indiar 
The International Energy Agency (IEA) estimates that the world oil demand is like 
to increase in the region of 3 to 3.3 million barrels per day. The increase in demand 
also forcing the oil 'Security Premium to burgeon and is resulting in spiralling crudi 
oil prices 


Thus, oil prices are expected to remain at considerably high levels during the rest c 
2004 and even during early 2005. The situation can only be salvaged throug® 
certain major increases in production - particularly by OPEC. The impact of the hight 
prices on the domestic oil companies, including BPC, is an area | will touch upos 


later 


Another major feature in the last year was an increase in the product spreads ove 
crude oil. The Gas Oil AG - Dubai spread, which used to be in the range of US $ 2 to : 
per barrel during the period upto December 2003, has now moved up substantially 
ranging from US $ 7 to 10.5 per barrel. The average would be above US $ 8 per 
barrel. The increase in spreads has increased the refiners’ margins for all refinenes 
inthe world including the Indian refineries 


The Indian Economy l 


Last year, the Indian economy bounced back and began a move on a high growth 
trajectory. The country achieved an annual GDP growth rate of 8.296 This 
impressive growth rate could be attributed to the bountiful monsoon and the stellar 
performance from the services, agriculture and automobile sectors. Along with the 
GDP the oil industry too has come out of stagnation by registering a 3.4% growth. 
The consumption of petroleum products for the FY 2003-04 is estimated at 107.7 
MMT. A major change in the consumption pattern was the welcome growth in 
diesel consumption which was either stagnant or was reducing during the ast 
three years. A similar growth is also expected during the current year 










'erformance 


relatively stable oil prices, growth in demand and higher refiners’ margins have 

ulted in a remarkable performance by the BPC group in 2003-04. All three group 

npanies, BPC, Kochi Refineries Limited (KRL) and Numaligarh Refinery Limited 

- 3L) have recorded their highest profits ever. The group turnover increased from 

569.25 billion to Rs. 625.70 billion. Group profit after tax (PAT) increased by 3096 

Rs. 18.22 billion to Rs. 23.64 billion. The Group Earnings Per Share (EPS) for a 

Shareholder has gone up from Rs. 51.76 per share last year to Rs. 67.80 per 
e, 


„aSa company, also gave a sterling performance. Financially, BPC achieved 11% 

in sales turnover from Rs.472.38 billion to Rs.525.16 billion. The profit after 

showed an increase of 35% from Rs.12.50 billion last year to Rs.16.95 billion. 

mal cash generation has been placed at Rs. 17.4 billion. This has helped to bring 

12 debt equity ratio further down to 0.46. Investment in the business has been very 

- Sfitable for the shareholders as the return on capital employed has been 21.3% 
dreturn on networth has been 3296. 


has been following a liberal dividend policy and this year too, we have not 

lated. The dividend has been increased by Rs.2.50 per share from 

.15.00 per share last year to Rs.17.50 per share this year. Nearly 3996 of the 

are being paid out 

the form of dividend 
d dividend tax. 


me first quarter of the 
arent year has been 
Fry eventful. On the 
jsitive side, there has 


P a major gain in the 
ners margins as à 
sult of the widening of 
me spreads between 
iude oil and products. 
he physical 
erformance on the 
^arketing side has also 
seen encouraging with 
Most of the products 
showing significant 
sales growth. However, 
major increases in the 
‘iternational oil prices, 
oupled with 
naintaining prices of 
p retail products for 
e customers, has put 
substantial pressure on 
ihe marketing margins. 
This has resulted in gains for the refineries at the cost of the marketing companies. 
This pressure is evident from the declared results of most of the oil companies. 
The new Government has also been watching the increases in the international 
prices and has twice taken steps to cut duties since it has taken charge at the 
Centre. Excise duty has been reduced on all major products. In case of diesel, duty 
has been cut in two steps by 696 from 1496 to 896. Petrol duty has been reduced from 
30% to 23%, LPG duty has been halved from 1696 to 8% and a reduction of 4% has 
been effected in kerosene. The Government has also reduced the customs duties 
on major petroleum products, thereby reducing the cost of purchases for the 













Comme raal | 








marketing companies. These measures have partially helped the oil companies to 
maintain prices in the domestic market. However, in case the intarnational prices 
keep on ballooning in the days to come, the current domestic prices would be 
inadequate to cover costs. 


eai Revolution j 


The domestic retail customers are facing a new phenomenon with the changing 
retail landscape in the country. The customers are now experiencing shopping as a 
pleasurable activity’ as against the traditional ‘necessary evil’ outlook. New 
channels of distribution are rising rapidly including shopping malls, self service 
stations and even internet shopping. Of particular significance is the development 
of the '"Self-Service' stores and supermarkets. These channels, although covering a 
small percentage of sales today, are fast emerging as a preferred channel in metros 
and small towns. These stores help customers make an educated choice by way of 
touch and feel’ and aid in the growth of ‘impulse’ purchases. BPC's response to 
customers’ increasing retail aspirations has been the ‘Errand Mall’ proposition. 
branded as ‘In & Out. This was a build up on the existing convenience 
store model with value added through the concept of networked alliances in the 
product and service categories. The ‘In & Out' initiative was launched in February 
2001 across 13 stores in 
Mumbai and Chennai 

Today ‘In & Out' is a 234 
store network and is the 
single largest retail 
chain in the country. The 
In & Out initiative is 
expected to expand to 
over 400 stores by 
March 2005. 

BPC has decided to 
focus on the areas 
which are critical for the 
1n & Out' proposition in 
order to remain 
successful and evolve 
into a strong brand. 

These include inter alia 
consistently ensuring 
three-way stakeholder 
profitability - dealers, 

alliance partners and 
BPC, while creating 
value for our customers. 

The store format is 
being fine-tuned and 

offerings are being modified, based on our learning till date. The possibility of an 
integrated 'In & Out' model with the grocery proposition is also being examined in 

the perspective of a larger rollout in its present form. We at BPC are striving to make 
the'In & Out' a true convenience retail destination by a combination of offerings and 
process deliverables. In the process, we are also trying to build a strong retail 
organisation by identifying, developing and charting out a path for acquiring 
necessary skill sets with clear responsibilities for multiple retail functions. We 
believe that in the days to come, BPC would continue to be in the forefront of the 

retailing movement. 





in more ways than one 
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Burai Marketing | 


BPC has been the forerunner of various marketing initiatives benefiting the 
customers as well as the company. Some of the new initiatives introduced so 
far have benefited both, the urban and the rural customers. BPC realises that 
the six lakh villages in India include a large number of customers who need to 
be targeted through different initiatives. With this aim, BPC has decided to tie- 
up with ITC Limited in their 'e-choupal' programme. The aim of the 'e-choupal' 
programme is to cover one lakh Indian villages and link them electronically to 
the world. The programme aims at cutting the intermediaries and middlemen 
involved in purchase from and sale of products to the rural customer. BPC 
would make its products available through 'e-choupals' to the rural 
customers. The tie-up includes LPG cylinders, diesel and lubricants. This 
would enhance our market reach to a great extent, bringing us closer to our 
customers. 


PBranded Fuels | 


BPC's main success has been the propagation and establishment of 'Branded' 
fuels in the country. As you are aware, two years ago, BPC introduced the 
concept of 'Branded fuels to the domestic market. ‘Speed’, our branded petrol, 
which was offered with value additions and at a higher price, now represents 
nearly 10% of our total sales. 'Speed' has nearly 50% of the branded petrol 
market in the country. The prominent market share has been a result of the high 
values perceived by 'Speed' customers consistently. A similar proposition was 
being researched on diesel and recently, we have also introduced our branded 
premium variant of diesel titled 'Hi Speed Diese’. This has been introduced in 
the two major metro markets of Mumbai and Delhi. The consumers response 
to Hi Speed Diesel’ has been very encouraging and in some of the outlets, the 
conversion ratio is as high as 50%. 


Wisinery Modernisation 


By the end of the current financial year, modernisation of our Mumbai refinery 
would be complete. This project consists of four main units 
viz. Crude / Vacuum Distillation unit, Hydro-cracker unit, Hydrogen unit and 
Sulphur Recovery unit alongwith utilities and offsite facilities. Execution of this 
project in the existing working refinery with its space constraints was a major 
challenge. This was handled by large scale re-organisation of existing 
operating facilities and ingenious solutions for accommodating new 
equipments. This project would enhance the refinery capacity to 12 MMTPA. 
At the end of the year, our refinery would be able to make 5096 of the MS - HSD 
production with a product quality matching Euro Ill levels. The rest of the 
production would match Euro Il levels. 


Wther Businesses | 


BPC has added LNG as one of the products being offered to the industrial 
customers. The LNG field is one of the most promising fields. As a promoter 
stakeholder in Petronet LNG and as a marketer of LNG, BPC has made a small 
entry in this area. Further projects are under consideration and would be 
implemented wherever found viable. 

During NELP IV, BPC has acquired stakes in three exploration blocks. Further 
work on the exploration opportunities through farming in’ is being undertaken. 








Agreements have been signed with GAIL for participating in joint ventures in 
two Gas Distribution Projects - one in Pune and another in Kanpur. BPC is also 
undertaking gas distribution projects in the Gandhinagar, Mehsana and 
Sabarkanta districts of Gujarat. This would provide opportunities for 
diversification of business. 


PHumar Resources 1 


BPC is proud of its 12000 plus human resources who have been toiling 
consistently to garner a better performance every year. BPC has studied the 
competencies required for critical and frontline positions like SBU Head, Entity 
Head, Regional Manager, Territory Manager and Sales Officer and has 
developed Competency Models. These models would form a basis for people 
recruitment, development and placement decisions in the company. They 
would also help individuals to improve their capabilities and thereby, 
successfully achieve business goals. Arising out of this process, BPC has also 
undertaken a landmark study on developing a new ethos on corporate 
leadership in India jointly with Public Enterprises Selection Board (PESB). The 
study aims at determining characteristic competencies required of successful 
Indian CEOs. The results of this study and the new model that has evolved are 
major contributions by BPC to management research in the country. 


PKcknowledgments | 


| would like to express my gratitude to our customers, for their loyalty and faith in 
our abilities to continuously improve on our offerings to them. Thanks are also 
due to our dealers, distributors, contractors and suppliers, whose continued 
allegiance has sustained our excellent performance through the years. 

| gratefully acknowledge the guidance and support afforded by the Ministry of 
Petroleum & Natural Gas and the other Ministries of the Central and State 
Governments. 

My heartfelt thanks to all the staff members whose unstinted efforts have 
contributed to make BPC the exemplary organization that it is. Our 
performance bears witness to the commitment of our team to deliver value to 
our customers and exceed expectations always. 

| also thank my colleagues on the Board for their valuable contributions, which 
have steered this company onto the path of progress. 

Most of all, | sincerely thank each and everyone of you, our shareowners, for 
the confidence and trust you have placed in us. We will try our best to surpass 
your expectations. 

Thank you, ladies and gentlemen. 


30” August, 2004 Sarthak Behuria 


This does not purport to be a record of the proceedings of the Annual General Meeting. 


Bharat Petroleum Corporation Ltd. 
Bharat Bhavan, 4 & 6, Currimbhoy Road, Ballard Estate, Mumbai - 400 001. 


Visit us at www.bharatpetroleum.com 
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The High-Maintenance Male 


They're treading on women territory, and marketers at least aren't complaining. 


HOEVER SAID "TO BE 
beautiful is to be a 
woman" wasn't around when 
the metrosexual—that tribe that 
compulsively exfoliates, waxes, 
and then waxes vainly about it 
all—took shape. Globally, the 
metrosexual industry is worth 
billions of dollars and consumer 
product mega-corps like P&G and 
J&J are respositioning many of 
their skincare and haircare prod- 
ucts to appeal to this species. 
Back home, the fast-moving 


consumer goods marketers might have not yet begun 
consciously targeting the metrosexual, but slowly and 
surely sundry beauty products targeted at women are 





The metrosexual industry: Unleashed! 


being whipped by men. For instance, some 45 per cent 











of cold cream users are men. But 
that's just on the surface, or 
rather, skin-deep. Vinay Paharia, 
an equity analyst at K.R. Choksey 
Share & Securities, reveals the 
percentage of male clientele at 
the Marico-owned Kaya Skin 
Clinics has touched 17 per cent 
from just 9 per cent a few months 
back. *The market perception 
that skin care services are only for 
females is undergoing a change," 
is how Paharia puts it. He could- 
n't have put it better. According 


to estimates arrived at by Hindustan Lever, roughly 20 
per cent of users of Fair & Lovely are men. What's next: 
Face foundation, concealers, blush... 


NARENDRA NATHAN 


Goodbye To Baby Blues 


Why women drop out midway through their careers. 





Company creche: Employee support 


| 3 oer THE SINGLE BIGGEST 
reason for women quitting 
their jobs is children. And, 
finally, a handful of Indian firms, 


including ICICI Bank and Wipro, 
is addressing this issue in a bid to 
hold on to some of its brightest 
talent. *As we grew as an 
organisation we realised there 
were various issues we would 
need to tackle to cater to our 
growing workforce (currently 
over 11,000 in Bangalore) and 
we asked for feedback from 
employees on the problems they 
faced; this was one of the issues," 
says Anil Jalali, Group Manager 
for Talent Management, Wipro 
Technologies. 

Surprisingly, both Wipro and 
ICICI Bank have just about 20- 
40 children in their respective 
centres at any given point, des- 
pite the fact that Wipro employs 
in excess of 10,000 people in 
Bangalore, while ICICI Bank has 


over 4,000 in Mumbai. ICICI 
Bank currently charges Rs 5,000 
per child for the service, which 
includes food, educational and 
sports activities. 

Meanwhile, companies are 
working on interesting models 
to provide the much-needed sup- 
port system to working parents. 
Says Namrata Bachani who with 
a partner, Aparna Mangaonkar, 
runs Child and Care Consultants: 
"We are currently talking to com- 
panies, which are actively explo- 
ring a shared services model 
where a couple of them get to- 
gether and run the centres for 
their employees." Those compa- 
nies better respond fast if they 
want to retain some of their more 
efficient employees. 

PRIYA SRINIVASAN 
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Goldman Sachs' Roopa Purushothaman, Oppenheimer India Fund's Punita Sinha, and J.M. Morgan 
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Stanley's Radhika Haribhakti (L to R): Occupying the financial arc lights 


Changes In The Locker Room 


Testosterone levels are decreasing in the finance sector, what with more and more 


women closer to the top than ever before. 


URING MY SUMMER AT MERRILL LYNCH, I WAS 
L d struck by how closely an invest- 
ment banking group resembles the chimp tribes 
you see in documentaries... Jane Goodall didn’t 
need to go all the way to Africa to watch apes 
thump their chests... When you think about it, it's 
hard to blame the guy who told you to buy Enron, 
when he’s delusional enough to buy his own Bs. 
Posted by Jane Galt, on www.janegalt.net 
This portrait of male investment bankers caught in the 
quicksand of their own testosterone- 
drenched primitive culture isn’t the 
first to be created, and it certainly 
won't be the last. Such images of 
arrogant, condescending, abu- 
sive, downright bad-ass traders 
strutting around in bulge-bracket 
environs, creaking under the 
weight of their oversized pay pack- 
ets, will probably persist as 
long as investing banking 
continues to be guy- 
dominated. But then 
B what if investment 
banking doesn't 
continue to be 
dominated by 
chimp...oops... the 
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J.P. Morgan India's Vedika Bhandarkar (L) and 
HDFC's Renu Karnad: Two more top women in finance 


male species? It certainly seems to be heading in that 
direction, both globally and in India. Consider: 

At HSBC, you have the highly-experienced Naina 
Lal Kidwai at the No. 2 position, as Deputy CEO. At J.P. 
Morgan India, there’s the 36-year-old Vedika 
Bhandarkar as Managing Director & Head of 
Investment Banking. It gets better. At another Wall 
Street firm's Indian arm, J. M. Morgan Stanley, three 
of the seven executive directors negotiating deals and 
closing them out are women—Radhika Haribhakti, 
Cheryl Netto, and Dipti Neelakantan. The 
last named is also designated chief ope- 
rating officer, making her No. 2 in 
the decision-making rankings after 
Chairman Nimesh Kampani. 

To be sure, women occupying 
the arc lights in finance isn't exactly 
a new trend. At ICICI Bank, for ins- 
tance, the ratio of women across the 
organisation has hovered around 30 
per cent for years now (and it probably 
gets higher at the senior-most level, 
with one of them strongly tipped to 
take over at the helm). Even in the 
global finance space, women of 
Indian origin like Priya Sara 
Mathur—who became the first 
woman to be elected to the 
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Who says you can't have everything? 


Now Print, Fax, Scan, Copy & more with an HP All-in-One. 


The HP PSC 2410 Photosmart All-in-One lets you print, fax, scan and copy in colour! Using 
HP PhotoREt 4 colour layering technology’, it gives you photos in vibrant and life-like colour. 
Thanks to the built-in colour image LCD, multi-slot memory card reader and borderless photo 
printing, it's easy to enjoy direct photo printing without a PC. So get this versatile companion 
today and change the way you perform. At home or at work. 
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The lomega REV 35cB/90ce.. 
The easy and affordable backup 
solution for your office. 


> Fast- transfer speeds up to 8x faster than tape" and more than 
twice as fast as DVD for immediate full-system recovery 


> Reliable — proven hard disk technology for ultimate reliability 
» Easy - professional backup software included 
» Removable — archive up to 90c&' on a single portable disk 


» Secure — 128 bits data encryption and password protection 
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PepsiCo Inc.'s President & CFO Indra Nooyi: 
Making an impact 





board of CalPERS (the US pension fund) in 40 
years, and also, at 29, its youngest ever mem- 
ber—and Punita Sinha, Managing Director/Senior 
Portfolio Manager, Oppenheimer India Fund. 
have carved out a nook for themselves on the 
top rungs of the ladder. 

More women in finance isn't surprising sim- 
ply because you're more likely to find them in a 
service-oriented sector (IT and hospitality are 
two other industries that come to mind) than in 
manufacturing, of, say, refractories or sea water 
magnesia. Yet, let's get real: An ICICI Bank is 
largely an exception, and in most organisations 
men outnumber the women by obscene numbers. 
What's more, when negotiating a deal for a cor- 
porate, the only woman in the room invariably is 
the banker herself—as most Indian corporations 
(as you will discover somewhere else in this issue) 
are frightfully male-dominated. 

The women have come to live with that. 
“When we were at IIM-A, we were just six girls in 
a batch of 180. So right from those days we’ve 
learnt how to deal in a roomful of men," says 
Haribhakti of J.M. Morgan. Adds Bhandarkar 
of J.P. Morgan: “The nice part of being the only 
woman in the room is they might tend to listen to 
you more. But then there are those who don't take 
you seriously.” The good news, though, as Bhan- 
darkar adds is that fewer women are dropping out 
in mid-career, thanks to support from both orga- 
nisation and family. That explains why there are 
more of them in a position to reach for the top. 

So does all this mean there’s going to be 
many more arrogant, condescending, abusive, 
downright bad-ass women bankers around in 
the near future? Now that’s another story and 
(fortunately) this one has to end here. 

BRIAN CARVALHO 





" With the PeopleSoft upgrade, we freed-up and redirected over 
200,000 manhours, and saved millions of dollars in HR IT expenses." 


— Steve Rice, Vice President Human Resources, Global Operations, HP 


Great companies around the world rely on PeopleSoft enterprise application software. 


With the latest release of PeopleSoft Human Capital Management, HP streamlined processes for every 
employee and helped cut $5M a year in IT costs. Hours previously dedicated to manual HR processes have 
been redirected to more strategic activities such as global workforce planning, aligning staff to growth 

areas, and employee development and training. By using the PeopleSoft Global Services implementation 
team, HP realized savings and maximized value in record time. Visit www.peoplesoft.co.in 
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The world's most flexible, adaptable software. 
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More Of The Same? 


Not really; the new Foreign Trade Policy finally gives agriculture and services their due. 


N THE FACE OF IT, THERE IS LITTLE TO DISTINGUISH 

between the new Foreign Trade Policy (FTP) of 
the United Progressive Alliance and the existing 
Export-Import Policy (2002-2005) of the National 
Democratic Alliance. Both speak of loosening con- 
trols, simplifying procedure, reducing transaction 
costs, neutralising the incidence of levies and duties 
on inputs in export products, and facilitating tech- 
nological and infrastructural upgrades. 

Yet, there is a difference, and a big one at that: a 
subtle shift in focus. For the first time, agriculture and 
services have been given their rightful place under the 
sun (rightful because agriculture accounts for 22 
per cent of India's Gross Domestic Product and 
services, 51 per cent) in the export-promotion frame- 
work. Ergo, Commerce and Industry Minister Kamal 
Nath was well within his rights in maintaining, as he 
did that the “FTP goes much beyond the EXIM pol- 
icy and take an integrated approach to the devel- 
opmental requirements of India's foreign trade". 
Well, it was a long time coming. 

By focussing on services (through the creation of 
the Services Export Promotion Council,) Nath 
hopes to parlay the promise of one of India's fastest 
growing sectors into a global competitive advantage. 
And by focussing on agriculture, he hopes to 
strengthen the rural economy and generate employ- 
ment. That could explain his twin-strategies of 
boosting the exports of fruits, vegetables, flowers 
and forest produce (through the Vishesh Krishi 
Upaj Yojana) and creating Agri-Export Zones. There 
are other strands to the trade policy, but much of 
these are similar to those in the previous govern- 
ment's EXIM policy. 

Does the policy do enough to achieve Nath's 
target of raising India's share of global trade from the 
anaemic 0.7 per cent it is at now, to a more healthy 
1.5 per cent by 2009? At a disaggregated level this 


THE NEW TRADE POLICY SEEKS TO: 
m Establish Free Trade and Warehousing Zones 
m Revitalise the Board of Trade to make it more 
relevant - 
m Boost export of fruits, vegetables and flowers 
m Create Services Export Promotion Council 
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would mean raising India's annual exports to $170 
billion in the next five years (from $63 billion today). 
That (a growth rate of 20 per cent), is highly unlikely, 
say experts such as Subir Gokarn, Chief Economist, 
CRISIL. There is little Nath can do, says Gokarn, to 
increase the competitiveness of Indian products, 
reducing transaction costs, making labour laws more 
flexible, or providing world-class infrastructure. 
*Trade policy is one of the most redundant policies 
till the commerce ministry is given overarching pow- 
ers over other ministries." 

Gokarn is right. The country may need a minis- 
try to advocate the cause of exports and free trade, 
and to also ensure that domestic policies are in sync 
with regional (bilateral) trade agreements and 
World Trade Organisation (WTO) guidelines, but un- 
less this ministry is empowered to do whatever is 
necessary to achieve these objectives, the trade 
policy is something that will continue to look good 
on paper, and nothing else. 

SUPRIYA SHRINATE 
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Union Minister Kamal Nath: Is the trade policy good enough? 
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*Low interest rates : up to 5 yrs - 7.596; 5 to 15 yrs - 896; *|nterest rates - up to 3 years - 9.2596; from 
15 to 20 yrs - 8.2596 3 - 7 years - 9.7596 

* Optional life cover at low rates * Free personal accident insurance 

*Free personal accident insurance cover * Optional Life Insurance at very competitive rates 

*No prepayment penalty * Loans for purchase of new as well as used cars 

*Loans up to 60 times your net monthly income and multi-utility vehicles | 

*Low processing fees * Easy and long repayment period up to 7 years for | 
j *Prompt loan disbursement new cars and up to 5 years for old cars 


State Bank of India 


With you - all the way 


www.statebankofindia.com 





CONCEPT 


| 


M RE - —a— 








For further information, please contact the nearest SBI Branch or Business Planner (P & I) at: Ahmedabad (79) 25506425, Bangalore (80) 2997386, 
Bhopal (755) 5288174,Bhubaneswar (674) 2402448, Chandigarh (172) 2701513, Chennai (44) 28215443, Guwahati (361) 2606954, Hyderabad (40) 24756758, 
Kolkata (33) 22160622, Lucknow (522) 2214226, Mumbai (22) 22027648, New Delhi (11) 23368953, Patna (612) 2685390, Thiruvananthapuram (471) 2321287. 





JW Marriott Phuket Resort & Spa Hotel 





AT MARRIOTT! 


Work on your handicap - amateur or professional - on pristine 
Marriott Golf courses located across the globe. Plan a leisurely 
golfing getaway at any of the 36 properties of Marriott 
International Inc. with more than 800 championship holes in the 
US, Central America, the Caribbean, Europe and the Middle East. 
Marriott Golf promises the beginner golfer an enjoyable 
experience, while challenging the experienced one in dramatic, 
visually stimulating settings all coupled with superior services. 


No matter what your handicap is, playing golf at Marriott 
courses will spoil you for choice. Choose from the Druids Glen 
Golf Resort that has it's fairways nestled in the stunning Wicklow 
Mountains of Ireland or London Marriott Hotel Marble Arch 
which is finely located close to the city centre and three pristine 
courses at the 18 Holes Highgate, Richmond Park and Royal 
Blackheath Golf Club. 


The JW Marriott Phuket Resort and Spa on Thailand's 
unspoilt Mai Khao Beach gives you the option of clubbing your 
next golf holiday with a relaxing beach vacation. Check in here 
and later, tee off at the nearby Blue Canyon Country Club for an 
unforgettable round of golf with breath taking scenic views. 





Marriott Druids Glen Hotel & Country Club Ireland 


Just tee off! 





JW Marriott Orlando-Golf Course 


Some Marriott Golf facilities are: 
è  Dalmahoy Hotel & CC (Edinburgh, Scotland) 
e Forest of Arden Hotel & CC (Birmingham, England) 
e Golf Club at Mirage City (Cairo, Egypt) 
è Dubai Creek Golf Club -JW Marriott Hotel 
(Dubai, UAE) 
e Seaview Golf Resort (New Jersey) 
èe Wildfire Golf Club at Desert Ridge Resort (Arizona) 
To book a tee time reservation and lodging accommodation 
with Marriott Golf Escape packages, 


Log on to www.marriottgolf.com or 
Call the India Toll Free Number - 1600 - 22 - 0044. 
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Manning The Firm 


Anita Ramachandran wants to take her HR consultancy to a place no man has gone before. 


NU ANITA RAMACHANDRAN QUIT A.F. FERGUSON & CO 10 YEARS 
ago, the only thing she was sure about is she wanted to so 
something that would encourage more women to enter the workplace. 
That's how Cerebrus Consultants, an all-women HR consultancy 
firm—all 52 of them across three cities—was born. 

She hasn't done too badly in her initial endeavour but, a decade 
down the line, Ramachandran has hit a roadblock of sorts. *Today we 
are a mid-sized organisation and if we want to grow further, we 
need a very high level of ambition and a certain killer instinct, which 
women beyond a point tend to lack in," she shrugs. One major draw- 
back Cerebrus faces is that networking—an absolute imperative in this 
field—is virtually non-existent. 

An all-women organisation has its pluses, right from informality 
and comfort levels, to the unquestionable dedication. Cerebrus is in 
fine fettle, having grown five-fold over 10 years in terms of employee 
numbers. Ramachandran is a bit sad about giving up on her all- 
women dream but, what the heck, a few good men may actually be 
worth the fringe headaches. 





PRIYANKA SANGANI 


consulting 


We make strategy work @ 


American Express, Batliboi, Blowplast, Boots, BPL Group, Dow Chemicals, Emerson Electric, 
Geometric Software, Godrej & Boyce, Goodlass Nerolac, Larsen & Toubro, Nicholas Piramal, 
NCDEX, Onida, Pantaloon, Sara Lee, Tata Motors, Taj Group, Whirlpool, Zeneca... 


Management Consulting 
Strategy * Balanced Scorecard * Process Improvement * Business & HR Transformation * Technology Consulting 


Email : cedar@vsni.com www.TheCedarGroup.com 
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_ Presenting the INDIA TODAY Sex Survey on Men. _ 
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POWERFUL 
WOMEN IN 


INDIAN BUSINESS 














1 She is a woman in business, executive, entrepreneur, or simply someone into the family business. 


Sbe bas a first, maybe several firsts to ber credit. 

She has helped change the way ber company works. 
She has helped create an industry. 

She has helped her company explore uncharted waters. 
She has changed the way her industry works. 
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Stateswoman #1 


li Arnavaj ‘Anu’ Aga 


62 Chairperson Thermax — 


Aga gives up one source of power and, not surprisingly, 
taps into another. 


NDIA INC. HAS ENOUGH MALE INDUSTRIALISTS AND CEOs 
who have grown into the position of elder sta- 
tesman—Ratan Tata, Rahul Bajaj, N. R. Narayana 
Murthy—but Anu Aga is the first woman who qualifies 
for that distinction. With her patrician features and 
striking cropped silver mane, the lady is a regular at indus- 
try fora, and when she talks, people listen. That’s not just 
because Aga built the Pune-based Thermax Group into 
a Rs 830-crore energy and environmental engineering 
major, It is not because of her stated objective of “dou- 
bling turnover and trebling profits in the next three 
years”. It is because she speaks (and acts) from the heart 
(one reason why this magazine dubbed her India Inc.’s 
Ms Conscience in last year’s listing of powerful women). 
This is evident in Thermax’s practice of putting aside 1 
per cent of its profits for social causes and its generous 
contributions towards efforts to beautify Pune. And it is 
evident in Aga’s own association with Akanksha, a non- 
governmental organisation that strives to provide edu- 
cation to children who live in slums and on the streets. 
Last year, one of this magazine's writers wrote “... 
Aga will definitely not feature in the next listing... 
She turns 62 in September 2004 and will hand over 
charge as Chairperson...". Now, with the date of her 
retirement drawing close, it emerges that Aga's power 
was never positional (arising from the post she held); it 
was always personal—arising from truth, fairness, trans- 
parency and corporate ethics. That could explain why 
the economics graduate (she also has a post-graduate deg- 
ree from Mumbai's Tata Institute of Social Sciences) was Vipassana, a form of meditation, Aga claims, has 
motivated by a letter from a concerned shareholder made her stronger and helps her keep in touch with 
to put aside her grief at the death of her husband and her inner voice. “I feel very blessed,” she says. “Every 
Thermax’s founder Rohinton, and focus on the ailing time something dear has been taken aw ay, a lot of 
company. As it could, her outspoken criticism of the good has been given in return." Goodbye 
way the government of Gujarat handled the sectarian Chairperson. Hello Stateswoman. 
violence that broke out in the state in early 2002. ABIR PAI 
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She is the role model for other women in business. 
- She is in a position to change the lives of countless individuals. 
She may satisfy any of these conditions. 
She may satisfy all. 
She is one of the most powerful women in Indian business. 


She is one of the 25 most powerful women in Indian business. 
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lS Vedika Bhandarkar 


36 | Managing Director & Head (Investment Banking) 
The unassuming Bhandarkar is quite a rainmaker. 


F YOU PERCEIVE INVESTMENT 

bankers as machinists fuelled by 

greed, hypocrisy and high risk— 
you could blame Michael Lewis' Liar's 
Poker for that imagery perhaps—you 
obviously haven't met Vedika 
Bhandarkar. A few minutes into a 
conversation with the Mb & Head of 
Investment Banking, J.P. Morgan 
India, are enough to wipe out those 
vivid images of fat-cat, short-sighted 
traders dancing in your head. 

Bhandarkar has been in financial 
services for 14 years now, but you 
don't see too much of her in the me- 
dia, pontificating about corporate 
prospects and fiscal well-being. Along 
with her penchant for the low profile, 
her candour too is refreshing. For 
instance, she'll tell you that when 
she went on maternity leave to deliver her second baby, it was 
pretty much a tumultuous period for the firm, which was being 
restructured to become J.P. Morgan Chase. “My fear was: 
Would I have my job when I returned? Fortunately, my firm sur- 
prised me positively.” 

It’s not for nothing that J.P. Morgan surprised Bhandarkar 
positively. In the past six years, Bhandarkar has earned plenty of 
laurels for herself and the firm, the most recent and significant 
one being the $1.1-billion (Rs 5,060-crore) rcs public offering, 
where J.P. Morgan was the joint bookrunner. You won't find her 
taking individual credit for such deals, and that's largely because 
the “star” culture is pretty alien to J.P. Morgan. Yet, when it 
comes to executing and closing out deals, it's difficult to leave out 
Bhandarkar. Like, for instance, in ONGC's acquisition of MRPL from 
the A.V. Birla Group. Right from the outset—when ONGC 
Chairman Subir Raha called up Bhandarkar and evinced his in- 
terest—the odds were tipped against the deal. MRPL’s balance sheet 
was a mess, loaded with $1.5 billion (Rs 6,900 crore) of high-in- 
terest debt. Bhandarkar and her team pulled off a minor miracle 
by convincing the 15 lenders to the project to take an average 25 
per cent haircut. Today, MRPL has a comfortable capital structure, 
a healthy bottomline and a share price that's climbed over five- 
fold (in the Rs 40 range) since the restructuring. 

Does that make Bhandarkar a star in Indian investment 
banking circles? She'll probably recoil with horror at such a 
suggestion. “It’s a lot of grunt work. It's the visible results that 
add a touch of glamour—you either raise equity/debt or you 
don't; an M&A either works or it doesn't." In Bhandarkar's 
case, it invariably does. 


| J.P. Morgan India — 
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Sheet Anchor 


lS Shobhana Bhartia 


47 Vice Chairperson | The Hindustan Times Ltd 











Bhartia is still making news and if it isn't 
the headlines, it is still on Page 1. 


HIS TIME LAST YEAR, BHARTIA WAS 
making the news a lot: The 
Hindustan Times was set to launch 
a Mumbai edition; she had inked the 
first foreign direct investment deal in 
print media by selling a 20 per cent stake 
in Hindustan Times Media to Henderson 
Global Investors; and popular opinion 
was coming around to the view that the 
newspaper, once considered the parochial 
voice of Delhi, was good enough to be 
labelled a national daily (this was no 
doubt bolstered by its 10 editions). 
Today, Bhartia is still making the news, 
and if it isn't always the headlines, it is still 
material good enough for a Page 1 anchor. 
Earlier this year The Hindustan Times 
challenged the findings of the National 
Readership Survey 2003 in a much-pub- 
licised battle fought in the courts and on 
the front pages of newspapers. “The rea- 
son we challenged the NRS findings was not 
because there was a minor difference, not 
because The Times of India came out 
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ahead of us, but because those figures were 
ridiculous," she says. The Mumbai edi- 
tion is yet to launch and the lady admits 
that "the infrastructure is time consuming" 
and sets 2005 as the deadline. Meanwhile, 
she has pulled out a series of innovations, 
some unique, others not so, to retain 
reader interest: 2-Minute HT, a headlines- 
only newspaper; Brunch, a large-format 
magazine that comes with the Sunday pa- 
per; HT Premiere, a supplement on movies; 
and HT Sports, a four-page-pullout up- 
grade of the newspaper's sports pages. 
Bhartia is candid enough to admit that 
the benefits have to kick in. *This kind of 
product (Brunch) has to catch on. Though 
reader response has been great, advertisers 
have still not found a slot for a magazine 
that comes with a newspaper." 

As if that isn't enough, Bhartia, who 
burned her hands on a failed diversification 
into television (Home TV) in the 19905, 
says, "We may possibly look at the televi- 
sion business, not in the immediate future, 
but more on a five-vear horizon." That 
leaves her little time to pursue her interests, 
especially reading (areas of interest include 
public and international affairs). Still, she 
is manfully wading through Bill Clinton's 
900-page autobiography. “I enjoy my 
work terribly," says Bhartia. *So, in a 
sense, | do not feel I am working (at all)." 

SHAILESH DOBHAI 
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lS VM. Chhabria 


54 Chairperson | Jumbo Group 


Chhabria has consolidated the 
business she adventitiously inherited. 


HE'S GROWN REVENUES OF 

flagship Shaw Wallace by 20 per 

cent in 2003-2004. Pre-tax pro- 
fits are 2.5 times higher than the pre- 
vious year's. And Royal Challenge 
whisky has become a 1 million case 
brand. But easily the best thing Vidya 
Chhabria, Chairperson of the $2-bil- 
lion (Rs 9,200 crore) Jumbo group, 
has done since taking over at the helm 
two years ago is to *mutually resolve 


all disputes" with liquor baron and 
arch rival Vijay Mallya after decades 
of seemingly never-ending combat. “A 
lot of time and effort was being spent 
in litigation by both parties. (The 
patch-up) augurs well for both Shaw 
Wallace and the liquor industry.” 
There’s a lot more that keeps 
her busy in the endeavour to, in her 
words, “add definite value to (the 
late) Mr. (Manu) Chhabria’s legacy”. 
For instance, compensation structu- 
res have been aligned to boost pro- 
ductivity and motivation, aimed no 
doubt at helping Shaw Wallace meet 
its vision of doubling revenues and 
trebling profits in three years. And 
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although tyre company Dunlop con- 
tinues to be in the dog house, other 
group companies like Falcon Tyres 
and Hindustan Dorr-Oliver are mak- 
ing headway in competitive scenarios. 
Helping her grow the Chhabria 
legacy are daughters Komal and 
Kiran, who, as the Chairperson points 
out, “have carved a niche for them- 
selves...in the company of seasoned 
professionals". Along with Komal 
and Kiran, Chhabria treats every day 
as a "new learning experience. As a 
custodian of shareholders’ interest, | 
feel morally obliged to maximise 
value”. She’s learnt the lingo for sure! 
BRIAN CARVALHO 
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li Sulajja Firodia Motwani 


34 | Joint Managing Director ^ Kinetic Engineering 


Firodia Motwani is still the quintessential easy rider; only, this time it is scooters that have caught her fancy. 


AM ALWAYS LOOKING FORWARD TO THI BIG 
thing,” says Sulajja Firodia Motwani. “I am a rest- 


NEXI 


less, on-the-go kind of person." Well, she and her 


company have gone some distance in the past year. 
"We are in the middle of new and exciting oppor- 
tunities that will transform the face of the group," 
gushes the lady. The first of these is outsourcing, 
where Kinetic will leverage its design, tooling and 
manufacturing expertise to supply engine compo- 
nents to companies in other parts of the world. The 
company has already bagged its first outsourcing order 
and it is for components for something even more exci- 
ting than motorcycles, speedboats. The second is the 
humble scooter. Kinetic recently acquired seven prod- 
uct lines from Italian scooter design firm Italjet. These, 
with engine capacities ranging from 50 cc to 250 cc, 
are, to quote Firodia Motwani, “kick-ass bikes that will 
transform scootering in India". 
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Kinetic wasn’t in such great shape when Firodia 
Motwani, a scuba diving, kick boxing, motorcycle rid- 
ing (she met husband Manish while gunning a Ducati 
down a Berkeley, California highway) MBA from 
Carnegie Mellon signed on with the family business af- 
ter a brief stint with BARRA, a California-based port- 
tolio management firm. This was in 1996 and the eld- 
est daughter of Managing Director Arun Firodia has 
since transformed the company, strengthening its 
core business, steered it through a divorce with part- 
ner Honda, and diversified into profitable new areas 
such as motorcycles, With help from siblings Vismaya 
and Ajinkya, Firodia Motwani has turned an inward- 
looking family business into a wannabe-global-player. 
In the process, she has brought down the average age 
of the senior management team at Kinetic to under- 
40. No doubt, she skews the age distribution a bit. 

ABIR PAI 
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High Flyer 
WS Lalita Gupte 


55 | Joint Managing Director | ICICI Bank —— 


ICICI Bank is going global, and Gupte is 
spearheading the charge. 





N 1971, WHEN LALITA GUPTE SIGNED ON WITH WHAT 
was then called ICICI (she came aboard straight from 
campus, Mumbai’s Jamnalal Bajaj Institute of Manage- 
ment Studies), the company was a development finance in- 
stitution, and her brief was to appraise projects. Today, 
ICICI Bank is a universal bank with global aspirations and 
it is Gupte who is in charge of the last. Since November 
last, she has presided over the launch of subsidiaries in the 
United Kingdom and Canada, branches in Singapore and 
Bahrain, and representative offices in Bangladesh, 
Shanghai, the US, and the United Arab Emirates. That’s 
two subsidiaries, three branches, and four representa- 
tive offices in eight countries, and the lady has been in- 
volved in the creation of almost every one of them. 
That’s meant a lot of flying for Gupte, who spends a 
minimum of 15 days a month outside India. Helping her 
is a cross-cultural team, 70 people from 17 cultural back- 
grounds. “It has been a tremendous learning experience,” 
she says. “From setting up the international banking ope- 
rations to getting ICICI OneSource up.” The last is a 
reference to ICICI Bank’s business process outsourcing arm. 
Gupte was the first woman to be named to ICICI’s board 
(in 1984, and there are now three women on the bank’s 
board) and she has featured in past editions of Fortune 
magazine’s listing of the most powerful women in business. 
However, it is as a role model for all the women who came 
after her—there are five other executives from ICICI in this 
listing—that history will remember Gupte. 
ROSHNI JAYAKAR 





lS Kavita Hurry 


42 | Managing Director | ING Vysya Mutual Fund PET 
Hurry is the Indian mutual fund industry's first woman CEO. 





, 


ONTRARY TO HER NAME, about balance,’ 
Kavita Hurry is not a woman 
given to extremes. For one, 


balance is important to her. “Life is 
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UMESH GOSWAMI 


she muses philo- 
sophically. It is a Monday, Hurry is 
in her 13th floor apartment in Cuffe 
Parade, a tony downtown Mumbai 
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«»A Woman of Balance 


neighbourhood, having taken the 
day off after all the excitement of an 
initial public offering of an ING 
Vysya scheme that has just closed, 
and she is checking on the status of 
her children's homework over the 
phone (she has two, aged 13 and 
10; they have been packed off to 
their grandmother's place for an un- 
interrupted homework session). 
The lady's career is an embodi- 
ment of that balance. First, the class 
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of 1984 MBA from Mumbai's Narsee Monjee Institute of 
Management Studies opted to join Bank of Credit and Commerce 
despite juggling offers from a hotel and an advertising agency be- 
cause her parents weren't too comfortable with their daughter 
working in hospitality or advertising. Then, she opted to stay on 
in Mumbai when she signed on with ING (after a stint at ANZ 
Grindlays). *I can't really leave Mumbai," she admits. "My 
husband runs a business here and the kids are in school.” “In seve- 
ral corporations that could be an issue, but | picked something like 
private banking where customers want long-term relationships and 
the business, therefore, requires that you be stationary.” 

That moderation extends to Hurry’s work too. She would 
rather not set any targets for the quantum of funds she man- 
ages (she currently does Rs 1,800 crore). “I look at size very 
differently,” she says. “It matters but what is the point of 
managing Rs 4,000 crore if you are not making money.” 
Then. there's her articulated objective of transforming the 
mutual funds industry from being driven by large investors 
(wholesale) to being driven by retail (read: small) investors. And 
finally, there's her abhorrence for burning money on adver- 
tising. *I believe we need to talk to people, actually make eye 
contact, and talk,” says Hurry who hasn't spent anything on ad- 
vertising. “I have clenched my teeth and decided to do it my 
way, which means a lot more PR.” This piece should help. 

PRIYA SRINIVASAN 
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Farmers made 
Mahindra India’s 


no.l in tractors. 


When hundreds of thousands of farmers in the heartlands of India pine for a better crop, 
we do our very best to make it happen. So much so that advanced countries like Japan have 


s 
conferred on us the highest quality prize ever. The Deming Prize. Making us, rather unbelievably, 
the only tractor company in the world to win one. What a feeling it is to know that we were 
doing it better all along. Not just in tractors but in all our other businesses. But then at 
Mahindra we believe that when your work inspires you, recognition takes care of itself 
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leader coming off a near-monopoly 
situation, recently lost share to 
arch rival ICICI Bank in the mort- 
gages business). He is a respected 
manager who is on the board of 19 
companies, a skilled networker 
who rarely misses power dos in 
Mumbai, and a preferred choice to 
head or be part of government- 
formed committees, irrespective 
of the political dispensation of the 
day. Now, the buzz in Mumbai 
and Delhi's corporate circles goes, 
Renu Karnad may one day suc- 
ceed Parekh, at least as far his 
organisational role is concerned. 
The lady herself is quick to scoff 
at such suggestions, pointing out 
that she is #3 in the organisation, 
and that she reports to Managing 
Director Keki Mistry. Still, Karnad 


i 
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(“Wanda Kochhar 


Executive Director ICIC! Bank 


isn’t just in this listing because of 
some unsubstantiated rumours (60- 
year-old Parekh has just been given 
a three-year extension by the board). 
She is, because she heads HDFC's 
core business, retail and corporate 
lending; Mistry looks after treas- 
ury and funding operations. 

Last year, Karnad's team dis- 
bursed loans of Rs 12,697 crore, 
28 per cent more than they did 
the previous year. That translates 
into a marketshare of 40 per cent; 
and HDFC's non-performing as- 
sets (NPAs, or bad loans) stand at 
an industry-low of 0.89 per cent. 
*Our credit checks are very thor- 
ough," says Karnad whose biggest 
challenge has been transforming a 
near-monopoly into an aggres- 
sive marketer. Having done that, 





she now wants to go a step fur- 
ther and recently created a sepa- 
rate distribution arm, Home Loan 
Services to push mortgages and 
other financial products in small 
towns, even rural India. “Distribu- 
tion is the key now; the way we 
do business has changed com- 
pletely," says Karnad, who signed 
on with HDFC as an assistant (not 
an officer) in 1978. 

The unassuming Karnad sits 
not in HDFC's Mumbai HQ, but in 
Delhi where husband Bharat 
Karnad, a strategic affairs expert, is 
based. That, though, isn't a handi- 
cap: she also serves as her com- 
pany's chief interlocutor with the 
government and the regulator, the 
National Housing Bank. 

SAHAD P.V. 
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The ‘Third’ Woman 


F CHANDA KOCHHAR IS ONE OF THE HOTTEST EXECS IN THE 
bursting-at-the-seams-with-talent ICICI Bank, it is because the 
retail banking business, which she oversees, has carved out a 


third of the market. And not content with that dominant position, 
she is striving for improvements in processes, productivity and cus- 
tomer service. “Remaining a leader isn’t just about marketshare,” 
says Kochhar. And so, in the past year, the lady and her team have 
spent time on shop floors at the Hyundai and Ford factories 
studying assembly line operations, learnt about service orientation 
from Jet Airways, and benchmarked the bank's standard of customer 
service with that of some Australian banks. Kochhar has also 
tried to derive learnings on retail management from Wal-Mart and 
on how to push paper faster from a logistics company. And oh yes, 
last year, ICICI Bank implemented the Japanese manufacturing prac- 
tice of 5S (Sort, Straighten, Shine, Standardise and Sustain) across 
all its branches, undertook Six Sigma initiatives (these reduce det- 
ects to about 3.4 in a million) for cash delivery processes, and rolled 
out several training programmes on customer service. 

In short, since 2000, when Kochhar, an alum of the Jamnalal 
Bajaj Institute of Management Studies, and then a corporate banker, 
moved to ICICI Bank's retail business, she has stirred things up. The 
resultant market leadership position, she stresses, has its advantages. 
“We are able to drive the market, determine trends, and, in fact, 
change the landscape of consumer finance." And it could well de- 
cide whether she pips ICICI Bank's other executive director 
Nachiket Mor to the post in succeeding CEO K.V. Kamath. 

ROSHNI JAYAKAR 


YHHAW NVAIA 
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Mahindra Infrastructure Developers Ltd 





Sweat has made 


Waiting for water tankers will no longer play on the minds of the people oi 


" Tirupur. A Rs. 1000 crore water project will provide relief to the city’s billion 
dollar garment industry and also quench the thirst of 1.6 million parched 
throats daily. Equally refreshing is the fact that it will be India's first privately 
run water utility project. Set up in collaboration with the Govt. of Tamil 
Nadu. With Mahindra leading the consortium of companies responsible for 
executing this project. But then, Mahindra has always set out to lead by 

l 





example in all its businesses. Only here it's inspiring a welcome change. 


a leader. So has 
good clean water. 


G/D Mahindra 


inspired 
INTERFACE 480758 









Tough Enough 


BS Naina Lal Kidwai 


47 | Deputy CEO | HSBC 


Simple, she is one of the country’s 
best-known investment bankers. 


$ NAINA LAL KIDWAI SEES IT, POWER ISN'T 

gender-specific and it's all about impact, con- 

trol and position. It's the individuals in that seat 
of power who make the difference, depending on 
how they exercise their power: For instance, they 
could be megalomaniacs, preferring to project the self. 
Or they could be those who prefer to leave a mark on 
the business they run, or on the environment around 
them. As Deputy CEO, HSBC, Kidwai clearly doesn't 
see herself in the self-projection category. "From 
my position I would like to make an impact on 
(HSBC's) performance, on the regulatory regime 
and within the social framework." 

Kidwai has been able to align herself pretty 
much with HSBC's focus on education and envi- 
ronment, be it with initiatives like micro-lending to 
schools, adopting villages and promoting water 
harvesting there, or doing her bit for women's 
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VIVAN MEHRA 






education and empowerment. 

But if you think that Kidwai is getting soft, you 
couldn’t be more wrong. A founder member of the 
Association of Merchant Bankers (formed way back 
in 1987-88 along with other capital market stalwarts 
like J. M. Morgan Stanley Chairman Nimesh Kampani 
and DSP Merrill Lynch Chairman Hemendra Kothari), 
Kidwai is still very much the hard-nosed, tough-talk- 
ing deal maker. Her role at HSBC clearly is to 
sharpen the investment banking edge and "bring 
in that killer instinct". She's made her presence felt 
by helping some of India's biggest corporations— 
Tatas, Reliance, A.V. Birla and Wockhardt—fund 
offshore acquisitions, using the HSBC balance sheet. 
At the same time, she appreciates the safety that 
comes along with a prudent institution like HSBC. 
“We never piss away our money." 

BRIAN CARVALHO 
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Automartindia Ltd. 


Mahindra is a 


leader even 


? Actually there are many reasons why people turn to Automartindia when it comes 
to buying used cats. 118 to be precise. It's the number of checks we conduct before 
we approve a car. It's inspired trust in people and made this combined venture of 
Mahindra, HDFC and Sah & Sanghi a leader by far. Which only confirms our 
belief that you excel in business when you leave nothing to chance 

new to offe I. 


Used cars. 
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Biotech Billionairess 


BS Kiran Mazumdar-Shaw 


51 | Chairman and Managing Director | Biocon 


She isn't there yet, but in five years, Mazumdar-Shaw and 
Biocon could be there. 
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IRAN MAZUMDAR-SHAW WILL 
definitely not like the headline of 
this piece. She and her husband 
John Shaw own 65 per cent of Biocon; 
she herself does 39 per cent; and at 
the current market price of Rs 528 (on 
September 2, 2004, and the company 
went public in March 2004) that trans- 
lates into Rs 2,059 crore. That makes 
Mazumdar-Shaw India’s richest woman, 
a title she says she abhors (think how 
she will react to biotech billionairess 
then?). “Biocon is my baby,” she con- 
cedes, *but all this is paper wealth and 
| am a mere custodian." We beg to dif- 
fer, but will not press the point. 
Mazumdar-Shaw would have fig- 
ured in this listing (like she did last 
year) even had Biocon not gone in for 
an initial public offering (she is, like 
this magazine dubbed her last year, 
Biotech's first lady). The lady has, time 
and again, demonstrated the ability to 
spot an opportunity as it emerges: for 
instance, she recognised the potential of 
statins (drugs that help reduce choles- 
terol) in the early 1990s. *Remember, 
even traditional Indian pharmaceutical 
companies had not got onto this," she 
says. Biocon is also the first Indian com- 
pany to receive the US Food and Drug 
Administration's (FDA) approval for 
fermentation-derived molecules for 
pharmaceutical use. Do not write 
Mazumdar-Shaw off as an R&D-diva, 
however; she is extremely business-ori- 
ented. Biocon may have 130 patents 
to its name, but as she points out, it is a 
*commercial organisation". Next step: 
to become a major player in the global 
bio-therapeutic segment, where its first 
product, recombiant human insulin, 
will soon compete with offerings from 
Novo Nordisk and Eli Lilly. These days, 
much of Mazumdar-Shaw's time goes in 
overseeing the development of a Rs 
750-crore manufacturing facility on the 
outskirts of Bangalore. All these, she 
claims, will help Biocon become a com- 
pany that boasts $1 billion in revenues. 
She won't say when, though. “We are 
listed now, you know,” she laughs. 
VENKATESHA BABU 
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receiving critical documents and the paper runs out, the information 
gets stored in its memory. And is ready to print as soon as you add paper. 
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| want a fund manager 
who increases 

my reward while 
reducing my risk." 


Some risks are clearly visible. While others are hidden. But, one thing is for sure, you can 
always expect the unexpected. Which is why, you should talk to our people at ABN AMRO Asset 
Management. As one of the leading asset management organisations in the world, we have 
years of experience managing money for corporate, institutional and private clients. Enabling us 
to provide you with the investment solutions you need. Our philosophy is to take our clients' 
investment objectives into account, while continually monitoring risk. Our wide range of funds 
embraces many sectors, asset classes and geographical regions. And with the enormous 
resources of our network of offices all over the globe, we command a superior view of international 
stock markets. So as you will find, when seeking higher rewards there's no one better equipped 
to reduce your risks and make your investments deliver. 


www.asset.abnamro.com 
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© Behind-the-scenes Mover - 


li Zia Mody 


48 | Corporate Lawyer | AZB & Partners 


Mody's firm has been involved in most big ticket M&A 
deals of recent times. 


IRST, THERE IS HER PEDIGREE. ZIA MODY IS THE 
daughter of India's attorney general, and noted jur- 
ist, Soli Sorabjee. Then there is her education: 
Mody has law degrees from Cambridge, England, and 
Harvard (she started her career with a New York law firm, 
Baker and McKinsey). Finally, there's her firm's involve- 
ment in most cross-border M&As. For instance, AZB & 
Partners advised Tata Steel on its acquisition of the steel 
business of Singapore's NatSteel for $285 million; Rupert 
Murdoch's DirectTV Group on the disinvestment of its 
controlling stake in Hughes Software (to Flextronics); 
Tata Motors on the acquisition of Korea's Daewoo 
Commercial Vehicles; and Apollo Tyres regarding 
Michelin's investment in the company. If that isn't 
resume enough, the lady is also a legal consultant to in- 
vestment banks such as J.P. Morgan, Merrill Lynch, and 
Goldman Sachs, advises transnational companies on 
joint venture strategies in India, and works with foreign 
institutional investors and venture funds. Phew! 
Today, AZB boasts a presence in three cities, Delhi, 
Mumbai and Bangalore and has over 70 lawyers on its 
roster. Mody sees more work ahead in the areas of 
intellectual property rights and brand names. Chamber 
practice is a 365-day affair, and Mody, the mother of 
three, is hard-pressed to balance work, family and reli- 
gion (she is a follower of the Bahai faith). She may not 
have read a good book in years or be able to fit in a reg- 
ular exercise regimen in her schedule, but there are not 
too many lawyers in this country who wouldn't want to 
trade places with Mody. 
ROSHNI JAYAKAR 
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Woman of Substance 
li Kalpana Morparia 


55 | Deputy Managing Director — ICICI Bank 


Morparia is ICICI Bank's key troubleshooter. 


ALPANA MORPARIA IS THE SECOND OF THE 16 

women common to last year's listing of the 

most powerful women in Indian business 
and this year's whose designation has changed 
(Naina Lal Kidwai is the other). Early this year, the 
lady was promoted to Deputy Managing Director. 
Given the range of Morparia's responsibilities, 
that's only fitting. For instance, she was at the 
forefront of the ICICI Bank issue that raised 
around Rs 3,050 crore (“This was a big project,” 
says Morparia. “It was in the first week of Febru- 
ary that we decided to raise capital and by April 6, 
it was done."); earlier this year, when S. Mukh- 
erjee, an executive director with the bank moved 
to ICICI Securities as CEO, the special asset manage- 
ment group handling distressed assets was moved 
to Morparia's portfolio; and more recently, in 
August, when Nachiket Mor, an executive direc- 
tor with the bank went to Yale on a fellowship, his 
portfolio too was transferred to Morparia. 

An ever-enlarging portfolio seems to be a 
constant in Morparia's career: In 1998, she was put 
in charge of human resource development, plan- 
ning, the strategic support group, and the special 
projects department; and in 2001, she was named 
Executive Director (Corporate Centre), responsible 
for ensuring strategic consistency between all the 
bank's business units and the group's strategic 
initiatives. Today, in addition to everything else she 
does, Morparia is responsible for risk compli- 
ance, the bank's audit functions, corporate com- 
munications, and corporate legal services. That's 
a bit, but she isn't complaining. 

ROSHNI JAYAKAR 
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lS Sunita Narain 


43 | Chairperson | Centre for Science and Environment 


CSE may not have indicted any corporates last year, 
but it still casts a long shadow over India Inc. 
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N MANY WAYS 2003 WAS A 
stand out year for CSE: its 
reports on pollutants in bot- 
tled water and bottled bever- 
ages (think Coca-Cola and 
Pepsi) made the headlines, and 
industry woke up to the power 
activists could exert, Circa 
2004, things are a little differ- 
ent. Companies continue to 
tread warily around CSE, not 
knowing when it could unveil 
its next explosive report (and 
there is no doubt Sunita Narain 
is planning something), but at 
the organisation itself, it is busi- 
ness as usual. And so, the cen- 
tre’s campaigns on air pollu- 
tion, climate change, water 
management, and river pollu- 
tion continue, although the 
emphasis seems more on mak- 
ing a point than making news. 
“You know, we carry umbrellas 
upside down to highlight the 
potential of water harvesting,” 
says Narain who can quite 
understand the way India Inc. 
feels about her. “I am from a 
business family and know it ts 
important to make money,” 
she says. “All CSE is trying to do 
is to temper that progress, mak- 
ing sure there are checks and 
balances.” That doesn’t mean 
the lady, who started her career 
as a librarian at CSE, believes in 
old-fashioned socialism. 
“Protectionist policies end up 
damaging the country,” she 
insists, pointing out that the 
artificially-low price of diesel in 
India is a travesty. “Who runs 
diesel engines?” she asks. “Not 
poor people.” And so, Narain, 
whom this magazine termed 
Nemesis last year carries on, 
using, as she admits, every- 
thing from “legal resources to 
the media” to get her point of 
view across. “I love democ- 

racy,” she gushes. 
KUSHAN MITRA 
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lS Dipti Neelakantan 


48 |. Chief Operating Officer | J.M. Morgan Stanley 


ueen of the Equity Cult © 





Neelakantan's progress is the Indian capital market's. 


N THE EARLY EIGHTIES, WHEN 

Dipti Neelakantan had just com- 

pleted her chartered account- 
ancy, she strode out confidently to 
join the motley world of company 
secretaries. She was in for a rude 
shock. Both the companies (both 
listed) that interviewed her for a 
posting in the company secretary 
department rejected her. The reason 
is predictable: Neelakantan was a 
woman, she wouldn't be able to 
do late nights, live out of her suit- 
case, deal with government depart- 
ments, blah blah. “All things being 
equal, at both companies they pre- 
ferred to select a male," grins Neela- 
kantan, who subsequently has had 
the, well, pleasure of working with 
both those companies. 

For Neelakantan there's little 
to regret. She applied for another 
job, with a firm called J.M. Financial 
& Investment Consultants, an 
investment bank, which wasn’t con- 
sidered the greatest of career oppor- 
tunities two decades ago. One 
Nimesh Kampani, who was run- 
ning the firm along with his uncle, 
uncle’s son, and one professional 
director, was looking to build a 
team. Neelakantan was one of the 
first members on board. 

Twenty-three years on, Neela- 
kantan hasn’t looked back. Cur- 
rently Chief Operating Officer, she’s 
grown along with J.M. (which 
Kampani eventually bought out 
from his uncle in 1989; a decade 
ago he formed a joint venture with 
Morgan Stanley). Neelakantan had 
plenty to learn, and so did Indian 
capital markets. Investment banking 
as we know it barely existed. “Not 
too many believed that there was 
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money to be made without being 
speculative,” says Neelakantan. 

Neelakantan was instrumental 
in the launch of India’s first retail 
non-convertible debenture, which 
basically ensured that an investor’s 
Rs 100 would appreciate to Rs 270 
in seven years. “It was hot,” recol- 
lects Neelakantan, “and signalled 
the awareness and acceptance of 
fixed income paper. 

Towards the mid-eighties, 
Neelakantan along with her hus- 
band (also from J.M.) moved to 
Delhi to set up J.M.’s Delhi office. 
The arrival of the Delhi operations 
was heralded a few years later when 
Neelakantan handled four IPOs of 
Rs 100 crore-plus—a major event 
in those days (when mutual funds 





and Fils didn’t exist, and retail sell- 
ing was the priority). 

By 1996 she was back in Mum- 
bai in tragic circumstances after her 
husband passed away. Today, as 
coo, Neelakantan, whose experi- 
ence spans everything from capital 
markets to corporate advisory, is 
#2 at a super-specialised invest- 
ment bank. Ask her if she’s reached 
the peak of a career, and she'll re- 
ply: *When I got back from Delhi, 
most people wondered if I could 
handle the trauma and move ahead 
from here. But there have always 
been opportunities and there will 
always be more opportunities go- 
ing forward." Equal opportuni- 
ties, if one need add. 

BRIAN CARVALHO 
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While India has emerged as the most favored 
country in terms of software technology and 
skilled manpower is an already established 
fact which requires no specific mention, it is 
now the turn of the other functional sectors in 
the corporate scenario like advertising and 
marketing which have started putting India in 
the global map of the corporate world. 

The latest example to corroborate the 
above has been in the recently concluded 
Toshiba World Tour 2005 which was held in 
Singapore on July 24th, 2004, wherein. as 
many as 47 countries, with 520 global 
representatives, where Toshiba was present 
world wide participated in the conference. Here Strategies 
for the forthcoming year such as product, technology 
innovations were discussed, Toshiba India was adjudged as 
the best TV Commercials produced for its TVC campaign 
on "Realism in Sound By Toshiba." 

The Birth of a new Concept 

Researches revealed that Indian customers were 
primarily sound conscious when they buy a TV, and for 
them the TV with the loudest sound was the best TV. 

To fill this void in the product range, Toshiba introduced 
the new series of 21 inches in both flat TV and conventional 
TV and called it the TV with "Realism in Sound". This TV 
had a chip by which all frequencies of sound were heard 
actually as it should be heard, even when the volume was 
made loud. 


The most striking thing here was 
that this concept was researched 
and introduced in the Indian 
markets first, there was no 


precedence of such a technology in 
the other markets of Toshiba for this 
concept. 


Mr. Rajesh Gupta 
Country Manager, Toshiba 








Communicating the Concept 

The task of communicating this concept 
to the consumers and for this, Toshiba India 
had to actually educate the consumer, 
dealers and sales force about the benefit of 
this feature called Realism in Sound vis-à-vis 
the normal loudness of sounds offered by 
competitors in the market. To accomplish th 
task a mega campaign was done in print 
outdoors, and in the electronic media. While 
the print and outdoor campaign were more 
synergistic in their message and were used 
for explaining the concept benefit, TV 
channels were used to explain the concept of 
Realism in Sound 
There were 3 films, all of which opened in an electronics 
dealer outlet showing many TVs, all playing the 
program. In the first film, it was shown Taansen was shown 
singing Raag Malhar and it started raining only 
Toshiba TV, due to its realism in sound whereas in all the 
other TVs, Taansen was still singing the song with no 
success. In the second film, there was Romeo wooing his 
girl friend with his music, but Maria, his girl friend appears 
only in the Toshiba TV, not in any other TV. In the third filrr 


same 


in the 


there is a wild life program going on in a channel, wherein 
they are showing the scenes of the jungles of Africa. A lion 
is giving mating calls for a mate, he succeeds in finding one 
only in the Toshiba TV, where a lioness comes in response 
and in all the other TVs, the lion is still giving the call 
Quadrant Communications Ltd, the advertising agency 
of Toshiba, did these films. The above films were run in all 
popular channels during the last year 
Committed to People, Committed to the Future. TOSHIBA 
Keeping this mission statement Toshiba India always 
kept innovating with introduction of new products and 
bringing world-class technology to India. Toshiba India is 
planning to introduce new products in 21inches, 29inches 
& projection TV category, which will be additions to its 
current range. 
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Holy Cow killer 





80 Chairperson | National Dairy Development Board 


Patel will do anything it takes to keep the co-operative movement 


alive, even change it. 


N MANY WAYS, THE PAST 12 

months have not been as event- 

ful as Amrita Patel would have 
liked them to be. True, the low- 
intensity fracas between her and 
her former mentor and the man 
behind the dairy co-operative move- 
ment in India Verghese Kurien (sim- 
ple, he believes NDDB has no busi- 
ness in marketing, hitherto the dom- 
ain of the parallel organisation 
GCMMF—Amulthat he created) 
continued, but the government 
dragged, and continues to drag its 
feet over passing the Infectious 
Diseases (Livestock) Control Act, 
which will address crucial issues 
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related to livestock health and pro- 
ductivity. Not one to be deterred, 
the lady has kicked off an ambi- 
tious NDDB-led initiative in the 
southern state of Kerala to check the 
foot-and-mouth disease in cows 
that is rampant there. And she has 
launched a Clean Milk Production 
Programme at the village level to 
improve the quality of milk. 
Nothing Patel has done, how- 
ever, is as radical as what she plans 
to do. As the head of NDDB, Patel IS, 
directly or indirectly, in charge of 
96,000 dairy co-operatives, 170 
milk producers' co-operative unions 
and 15 state co-operative milk 





marketing federations; put simply, 
she is responsible for the dairy co- 
operative in India and she would 
hate to see it grow inefficient and 
obsolete from inaction. “The share 
of private business in milk and milk 
products is growing rapidly,” she 
says. “Co-operatives have to pro- 
fessionalise fast, (everything) from 
production to marketing.” And so, 
the spinster by choice and veteri- 
narian by education is mulling some 
radical alternatives. “Why cannot 
we have multi-state co-operatives 
that span two neighbouring states?” 
she asks. Patel is treading on dange- 
rous terrain: apart from Gujarat, 
the post of managing director of 
all other state dairy co-operatives is 
a political appointment; and any 
attempt by her to change the co-ope- 
rative structure is sure to invite the 
wrath of Kurien. Then, Patel has 
hardly taken the easy way out in 
her six years as the head of NDDB. 
SHAILESH DOBHAL 
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A scary word till we started 
using EPSON Dot Matrix Printers. 





With an EPSON Dot Matrix Printer you can be sure that your print jobs go without a hitch. 
However demanding a job, an EPSON Dot Matrix Printer is built to deliver. So if reliability 


matters, simply turn to an EPSON - the world's No. 1 Dot Matrix Printer. 
Epson LQ-2090 
The World's No.1 ...Epson Dot Matrix Printers... 
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Ms Hospitality 





BS Priya Paul 


38 | Chairperson Apeejay Surrendra Park Hotels 





Paul is doing everything to ensure her hotel chain doesn't miss out on the Indian hospitality boom. 


S ONE WOULD EXPECT OF A YEAR THAT WAS 

generous to the Indian hospitality industry—at 

the Park chain, for instance, occupancy rates 
remained in the high nineties for most part—Priya Paul 
has spent a hyperactive 12 months. She has overseen 
modifications at the chain's hotels in Delhi, Kolkata and 
Vishakapatnam as also at Flury's, a Kolkata institution 
renowned for its patties and pastries; *It has been 
an exciting time and the business has been amazing," 
gushes the lady who has somehow managed to make 
work fun in the exacting business of hospitality. She is 
contemplating expansion but is tempering her urge to 
go ahead with caution; “There are certainly not 
enough rooms to keep up (with the demand)," she says. 
And in between all this, she married Chennai-based 
businessman Sethu Vaidyanathan and now divides 
her month equally between Chennai and Delhi; “I have 
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a very supportive husband and we do get some time 
together every weekend,” she points out. 

At Delhi’s Park Hotel, where this writer met 
with Paul, the change the lady has effected is sweep- 
ing. The dull interiors are now awash with colour, 
bright fuchsia and reds, and complemented by 
beaded glass curtains. “We are a collection of luxury 
boutique hotels, high on creativity, and we try to 
make things more vibrant for our guests,” says Paul 
as she goes through samples of fabric and glass- 
ware for the chain’s restaurants. Fourteen years af- 
ter the Wellesley college economics graduate was 
pitchforked into the hot-seat when her father 
Surrendra Paul was shot dead by terrorists, it 1s 
evident Paul, and the Park chain (aided by some good 
times) have come into their own. 

KUSHAN MITRA 
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«» Corporate Chronicler 





W Gita Piramal 


50 Managing Editor | The Smart Manager 


Piramal is India’s best-known business historian and the editor of its only management magazine of note. 


AM NOT SURE | THINK OF MYSELF AS A POWERFUL 

businesswoman,” starts off Gita Piramal. “Power 

seems to imply authority, even coercion, even 
money power possibly and I would like to think there 
is none of these in my case.” The lady is right, of 
course, and her opening remarks to this writer (repro- 
duced above) are indicative enough of the reason 
for her inclusion in this listing: not because she is 
Director (Corporate Communications), Blow Plast and 
VIP, but because she is India’s best-known business his- 
torian. And because she founded and edits the coun- 
try’s only management magazine outside journals 
put out by various business schools. 

Leveraging her position as the wife of Dilip Piramal, 
Chairman, Blow Plast and VIP Industries, Gita has 
parlayed her access to some of India’s leading business 
houses into six books on business history and strategy, 
including two co-authored with the late management 
guru Sumantra Ghoshal, and contributions on the same 
subjects to a similar number of books authored by others. 

Piramal’s career as a corporate chronicler started with 
a four-page supplement titled Industrial Entrepreneurship 
Under The Raj (1854-1954) that she put together for The 
Economic Times in 1979 (that was the title of her doc- 
toral thesis; she holds a PhD in Business History from 
Bombay University, 1989), meandered into occasional 
columns. and blossomed in 1988, when she became the 
Bombay correspondent for Financial Times, a post she 
held till 1992; 1994 saw the publication of her best-sell- 
ing Business Mabarajabs. Other books followed, and in 
2002, she launched a quarterly journal titled Tbe Smart 


Director At Large 


lS Swati Piramal 


48 | Mead Strategic Alliances and Communications 





Piramal's influence outside the company is growing. 


T WAS SWATI PIRAMAL'S 


VANDANA KANDPAI 


Nicholas Piramal - 





Manager. “We carry articles that take up to three years 
to put together since they are based on empirical data,” 
says Piramal. “Then, we have articles based on personal 
experience, nothing that is based merely on opinions.” 
Today, she adds, “My books are used as text books by 
the nearly 200,000 MBAs India produces every year 
and I am in the process of helping the London Business 
School change its MBA curriculum.” In the next three 
years, Piramal hopes to recruit a new editor for The 
Smart Manager, as the first step towards institutionalising 
the product. Maybe that will give her the time to fulfil 
her secret ambition: writing a potboiler. 

PRIYA SRINIVASAN 
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then). So, it isn't entirely surpris- 
ing that the lady has been in the 
thick of the action for the past 12 
months: as the head of strategic 
alliances, she has helped seal some 
10 deals across the areas of 
licensing, cross-selling, and tech- 
nology and been part of four to 


background as a doctor that 
tipped the scales in favour of 
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the Piramal Group's 1988-deci- 
sion to diversify into pharmaceu- 
ticals (it was a textiles major 


five acquisitions (of path labs); 
and she has been working 
towards the November opening 
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of the company's largest research centre yet (it will 
house 400 scientists). 

However, the year has also seen wider recognition of 
Piramal's stature. She is now on the board of the 
Council for Scientific and Industrial Research, and 
pretty excited at being so. “It is an opportunity to 
understand various streams of science and technology 
from space research to agricultural science," she gushes. 
"That is what I love most." She is on the economic 
advisory council of the state of Rajasthan (the Piramals 
hail from the state's Shekawati region) and will look at 
health and biotech initiatives. And she has been named 
to the board of SBI Life, the State Bank of India's life 
insurance company. “All appointments outside of 
Nicholas help me understand a whole host of related 
issues and businesses," says Piramal. *Everything is 
relevant to our business finally." 

PRIYA SRINIVASAN 





Fast Track Banker 


ES Madhabi Puri Buch 


38 Country Head Operations & Service Delivery ICICI Bank 


At ICICI Bank, Puri Buch has steered several businesses to success since 


1997. And she is only 38. 


IRCA SEPTEMBER 2004, product and technology group for 
Madhabi Puri Buch is the corporate banking, the country head 
head of ICICI Bank's brand of operations and service delivery, 
management group, the head of the and the head of transaction banking 








and technology. One would have 
expected nothing less of the lady. 
Since 1997, she has donned several 
hats with distinction. She has 
mobilised resources through ICICI 
Bonds; headed the corporate brand 
management function and has served 
as CEO of ICICI Capital Services (it 
grew into the largest distributor of 
mutual funds during her tenure), 
ICICI Web Trade, and ICICI Home 
Finance (she grew the home 'oans 
portfolio seven times). And right 
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now Puri Buch is working towards 
leveraging technology to improve 
efficiency and reach out to a greater 
number of people. “We have lever- 
aged technology to take world class 
products hitherto available only to the 
creme de la créme of the population 
that banked with foreign banks, to the 
middle class," she says. 

There's more: Global Finance 
magazine recently named ICICI 
Bank Best Consumer Internet Bank 
and Best Corporate Internet Bank; 


and ICICI Bank has gone ahead 
and applied for a patent for its 
model to manage operational risk 
(developed by the technology group 
that Puri Buch heads, and this is 
part of the bank's efforts to adhere 
to BASEL II norms). 

Now, the Indian Institute of Man- 
agement, Ahmedabad alumnus who 
quit her job at ICICI Bank to move 
to the UK when Unilever transferred 
her husband there (she worked as a 
salesgirl in a small town called 
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Chester and enjoyed the stint) only to 
rejoin it on her return to India, after 
a brief stint with a market research 
company, hopes to do one better. “If 
we can use technology to further 
reduce the cost of delivery to the 
level where we can serve a bhaji- 
wala (a roadside food vendor) at 
Dadar (a Mumbai borough) or a fis- 
herman at Koliwada (another Mum- 
bai borough), it would create a sig- 
nificant impact,” she says. It would. 

ROSHNI JAYAKAR 





Private Equity Diva 


BS Renuka Ramnath 


43 | CEO | ICICI Venture 





Ramnath has shaken up the private equity business in India. 


T ISN'T JUST HER SUCCESS AT RAISING MONEY FOR INVESTMENT—ICICI 

Venture's India Advantage Fund raised $240 million, Rs 1,072 

crore at the then exchange rate, and some 50 per cent above the 
target in May this year—but the kind of deals that she scripts with the 
$400 million (Rs 1,840 crore) she manages that sets Renuka Ramnath 
apart in the private equity business. There was something inno- 
vative about each of the eight deals ICICI Venture closed in the last 
one year. There were investments in mid-size companies such as 
Samtel for capacity expansion; there was the effort at mezzanine 
funding the Hyderabad-based Arch Pharma; and there was even 
the investment in real estate (by acquiring a large swathe of land 
in Mumbai's Worli from pharma major GSK Pharma, ICICI 
Venture got its foot into the real estate development segment). "By 
making the right investment and by nurturing these companies we 
gain the trust of investors," says Ramnath, who believes it is this 
goodwill, ICICI's institutional brand, and the company’s demon- 
strated capabilities that bring in more deals. 

In her 18 years at ICICI, Ramnath has had stints heading the cor- 
porate and equities business of ICICI Securities, the company’s 
structured finance business, and its e-commerce arm (ICICI Eco-net 
and this was merged with ICICI Venture in early 2001). It is as the 
CEO of ICICI Venture, however, that the lady has really come into her 
own, making up the rules as the still nascent business evolves in India. 
That could explain why her firm's investment philosophy revolves 
around broad themes (there isn’t enough depth in most sectors to war- 
rant focussed funds, is her logic). “Each sapling has the potential to 
be a big banyan tree in the future,” says Ramnath, confident that ICICI 
Venture will be around to reap the gains. 
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. Agrawala Jewellers 23243996, Meena Jewellers 23299509, Shree Jewellers 2322251, B Shree Vaishnavi Punjagutta: 
Inter oat ee essa, Pel Baz Modi Jewellers 25531350, Mussadilal J Sons 27846770, Oyzterbay Shri Jagdamba Pear 27840969, Somajiguda: 
i 5 
7K Sons 


39900, Sultan Bazar: Sri Raj Jewellers 55831338, JAMSHEDPUR: Bistupur: Na Sukhlal & Bros.Jewellers 2420839, Dwarka Jewellers 

242 , Sakhchi: Abhushan Jewel 2425809, PATNA: Alankar Jewellers 2232756, Oyzterbay 2207182, RAIPUR: Sadar Bazar: Danshri 
,]evar . Sailesh Kumar & Bros 2226442, Ranchi: Alankar Jewellers 2201280, Kuldip Sons Jewellers 2330298, Zevar 2311266, SILIGURI: 
Bidhan Market: Bidhan]ewellery Works 2434092, Hill Cart Road: Art Jewellers 2430453, VISHAKAPATNAM: Oyzterbay 5563748. 


‘reg : MUMBAL Andheri (W): Bharati Jewellers 26777257, Shopper's Stop 26240451, Inter Gold 26324619, Jewels 26392639, Kundan Jewellers Pvt Ltd 26280060, 
ON Jewellers 26345090, Bandra (W): Anmol Jewellers 26400769, A.A.Motiwala Jewellers 26407777, Shopper's Stop 2643 5424, Inter Gold 26433423, Ishna 
.. 26401002, Notandas & Sons pom 26428616, Pod eS. Charly 26424945, Borivili (W):Om J lers Pvt Ltd 28621282, Om Jewellers Westend 28992042. 
JA Chembur: Mahalaxmi J ers (India) Pvt Ltd. 252 , Churchgate: Asiatic Store 98201-48500, Dadar (W): Anand Jagannath Pednekar Jewellers Pvt Ltd 


i 24375501, dep Hari Vaidya and Sons Jewellers 24372220, Swagat Jewellers 24300044, Swami Samarth x coni d Dombivili (E): M.V. Waghadkar Jeweller: 


fori 


< 








95251-2447 654. Ghatkopar: Inter Gold 25093181, Goregaon (W): Vardan Jewellers 28722069, Haji Ali: Danabhai Arcade Pvt Ltd (Pallazio) 56603060, Hughes 
E : Inter Gold 23681610 U.T. Zaveri 3679575, Kalyan: Mutha Bandhu Jewellers 0251-2328873, Khar (W): Rajkumar Jewellers 26487761, Lower Parel: Pantaloon: 
— Retail India Ltd dut: Malad : Jayesh Art Jewellers 28014174, Maharana Jewellers 56796881, Maniratna-The Jewel Paradise 28086596, Poplar La Classique 
— $6434700, Mulund : Shopper's Stop Ltd 25935000, Life Style 25935901, Nerul: Mangalmurti Jewellers 27719493 M Jewellers 27708518, House 
~P I is Classique 23695858, Powai: Inter Gold 30916064, Santacruz (E): Popley La Classique 26422290, Santacruz ) Danabhai 26494685, Thane : 

q Rajawant Jewellers 25305827, Vashi: Minakshi Gold Palace 27651357, National Jewels & Gems 27812268, Nikita Jewellers 27890394, GOA: id Inter Go 
T 5642822, NAGPUR: Dharampeth: Batukbhai Sons Jewellers 2550464, Itwari: Kothari Jewellers 2777977. AHMEDABAD: aire Road: iklal Jeweller: 
2658011, C.G. Road: Arihant JewellerS 26562441, Bhagwati Jewellers 26563210, Bipinbhai Zaveri Jewellers 26446639, Danabhai Arcade Pvt Ltd DPallazio: 
&  8315630,Deepak Zaveri & Co 26468201, Dharamraj Jewellers 26561175, Inter Gold 26469400, Ishwarlal Harjivandas Jewellers 26400485, Johri Sons Jewellers (P 
T td 26467610, Panchratna-The Designer Jewellers 26424440, Shivam Jewels 098240-15417, Suresh Zaveri 26403366, Zaveri & Co.26569898 Zinzuwadia Bro: 
g: Jewellers 2644 . Mithakhadi: Tapan Jewels 26462870, PALDI: Sukruti 26461192, Sattelite: Golden Time 30911313, Neel Exports 26766889, Shri Krishni 
i Jewellers 26731210, Darshit Jewellers 5330698, SURAT: Ghodod Road: Abhushan 2210653, Bherumal Jewellers 5541848, D Khushal 2211196, Inter Gold 2203837 
& Zevar 2665290, BARODA: Alkapuri: C.H Jewellers 2352659, D.N Jeweller 2313540, Damodardas Jewellers 2334195, Inter Gold 5529009, Ladla Jewellers 5523585 
‘2 Narayan Jewellers Pvt Ltd 2339255, Narayan Jewellers & Sons 2321111, Gendi Gate: Shree Mukt Jewellers 2574263, S. Kanji Jewellers 2314138, Navin Je 
2439710, PUNE: Camp: Solanki Jewellers 26340005, Convent Street: Gili Pyramid Retail & Merchandising 26611260, Ganesh Peth: Himmatlal P & Sons 26355677 
> Jangli Maharaj Road: Danabhai Arcade (Pallazio) 24022701, Kothrud: Adhirath Jewellers 56211265, Laxmi Road: Ashtekar Brothers 24455228, Neelkanth Jeweller 
E 24433280, Sagar Jewellers 24458336, Shivaji Road: Gili Shopper's Stop 24014957, Ravivar Peth: Gulabchand Chatterji & Sons 24476771, Manali Jewellers 6353621 
E INDORE: Bada Sarafa: Madanlal Chhaganlal Jewellers 2533373, M G Rd.: Punjab Jewellers 5077200, RNT Marg: Alankar Jewellers 5041917, Sarafa Bazar: Alanka 
Jewellers 3337999, BHOPAL: Malviya Nagar: Ambajee Jewellers 5232028, Nayantara Jewellers 5209922, Roshanpura: Sajavat Jewellers 2553797, RAJKOT: D: 
Yagnik Road: Inter Gold 2461073, Palace Road: Premji Valji & Sons Jewellers 2225141, KOSAMBA: Station Rd: Kala Mandir 02629-2316€ 


= SOUTH:CHENNAL Alwarpet: Kirtilal Kalidas & Company 24660067, Annasalai (Raniseethai hall): Vummidi bangaru Jewellers 28291573, Annasalai (Spencer 
.$ Prince Jewellery 28555817, Vummidi Bangaru Chetty & sons 28493040, Cathedral Road: Inter Gold 52106338, Sugal & Damani 28110514, Khazana Jewellery 2811704 
 .  Kuberjewellery 28117470, Sugal & Damani 28112220, Mylapore: Kerela Fashion Jewellery 24984617, NAC Jewellers 24942583, Purusawalkam-Nathella Sampathu Chett 
E 26431555, Panagal Park: Lali jewelery pvt. Ltd. 28141155, Prince Jewellery 24347493, Kerala jewellers 24348967, T.B.Jewellery 24342323, VBC Jewellery: 2434240; 
o.» CT. Nagar: Kerela Jewellers 24347813, Mehta Jewellery 28158888, Nathella Sanperke Chetty 24360060, Swarnalaya Jewellery 52125353, VBC Jewellery 28229560, Usma 
^ Road: G.R. Thangamaligai 24345062, Kanishk Jewellery 24315260, Lalitha Jewellery 28141155, L.K.S. Gold House 24340500, Mustafa Gold Mart 24314051, Origini 
Kerela Jewellers 24340027, Surendra & Co 24343833, SHREE-Temple of Gold 24310074, BANGALORE: Brigade Road: Zaveri Bros Jewellers 25594422. Commercii 
$ Street: Jevar Jewellers 25589862, ORRA 51130100, Sri Krishna Diamonds 25096844, Cambell Road: Lifestyle 5564555, Dickenson Road: Bhima Jewellers 2506507: 
= Jayanagar: Aabushan 26532622, Kastubh Jewellers 26991072, Kanaka Road: Mart 6669900, Kumara Park West: Vijay Mukesh Gems 23440998, Magac 
2 Main Road: Modern] 23355602, M.M. Industrial Area: Bipin & Co] 22423447, Malleshwaram: Kanishq Jewels 23461726, Rajaji Nagar: Abhara 
2 Jewellers 3598600, Shri Ganesh Diamonds & Jewellery 23326359, Richmond Road: Neelkant Meellers 22278846, Residency Road: Jewels Garden 22212666, Coc 
D : Alukkas wedding centre 2452999 Broadway: Alapatt Fashion Jewellery 2360356, A. G ai Jewellers 2352156, M.G.Road: Alapatt Arcade P.T.Antony £ 
Sons Alapatt Fashion jewellery 2371619, Alukkas Jewellery 2371333, COIMBATORE: Cross cut : Alukkas Jewellery International 5373110, Karpagam Aabarr 
Maligai $9777". R.S. PuramInter Gold 5365533, Gandhipuram: Allukas 9847390090, Raja Street: Salem Omalur main Road: ANS Jewe 2440703, TVS Roa 
Inter Gold Gems Pvt Ltd. 5365533, KOTTAYAM: TB Road: Allukas 9847390090, y Main road: Allukas 9847390090, CALICUT: Palyam road: VNM o4¢ 
© 2722924, PONDICHERRY: Kosakadai Street Shri Lakshmi Jewellery 2335903, SALEM: Omalur main road: Swarnapur ANS Jewellery 244070 
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A magnificent centre diamond rises over the rest just as she does over everything else . 


A DIAMOND Is FOREVER <> DT 


Make sure your precious Sangini Diamond Jewellery comes with a Certificate of Authenticity. Price Rs. 7,500/-onwards. For further information on Sangini outlets visit www.sanginidiamonds.cc 
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48 Senior Vice President and Group Head, HRD | Infosys Technologies 


Ravichandar’s team processed over a million applications last year and hired 10,000 people. 


HE NUMBERS HAVE BEEN WELL AIRED, BUT THEY ARE 

mind-boggling enough to bear repetition. Last 

year, Infosys Technologies received over a mil- 
lion applications and recruited around 10,000 people. 
That’s a hit-rate of less than 1 per cent (an applicant 
would have a better chance of securing admission to 
any of the Indian Institutes of Technology or 
Management, IITs and IIMs or qualifying for the Indian 
Administrative Service, IAS). Today, the company em- 
ploys around 30,000 (including those employed by sub- 
sidiary Progeon); its workforce spans 33 nationalities; 
and over the past six months, it has added an average 
of 1,000 employees every month. 

Since 1992, when it was a Rs 5-crore, 250-people 
organisation, Hema Ravichandar has managed the peo- 
ple function at Infosys (she took two years off between 
1996 and 1998 to spend more time with her children, 
then four and eight years old, but was back to see the 
company through a period of accelerated growth). And 
the Indian Institute of Management, Ahmedabad alum’s 
brief doesn’t just end with recruitment: she is responsi- 
ble for learning and development, compensation, 


employee relations, even visas and work permits. That’s 
definitely more complex than the post she gave up (her 
peers were shocked when she did that) to sign on with 
Infosys; she was then heading the HR function at blue-chip 
MICO, which employed around 2,500 people. It was a 
meeting with Infosys founders N.R. Narayana Murthy 
and Nandan Nilekani that helped her make up her 
mind. “There was this vision, an energy, a commit- 
ment that attracted me to the company.” The lady 
signed on, and with a little help from Murthy, who 
she says, “believed in creating and sharing wealth”, 
went on to create history of sorts with the first all-com- 
pany employee stock option programme (ESOP) seen in 
India. Today, she says, “unlike the past when we just used 
to be leaders in India, we are setting global benchmarks 
In HR practices", Scalability is a challenge, as are retaining 
the organisational DNA and preventing key executives 
from moving on, but Ravichandar remains unfazed by the 
challenge. “I have always believed that if we do the 
small things consistently right, everything else will follow.” 
Well, she has sure followed that tenet. 

VENKATESHA BABU 
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Subscribe to Business Today, get assured gifts and fabulous prizes every month. 
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HOLIDAYS 


Holidays for a lifetime 
c i a 


A 7-day holiday in sizzling Spain.That's 7 days of Flamenco music and dance, bull-fights, fantastic beaches and 
lots of sunshine. Courtesy Club Mahindra Holidays, India's no.| lifetime holiday company. It's your chance to 
experience a holiday that 23,000 member families enjoy, 7 days a year, every year for 25 years. 


3 holidays in Europe for 7 days and 6 nights* 


"Conditions apply 


*Conditions apply. 
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Super light weight 5 


Emergency cellphone charger + 
Eveready rechargeable batteries & charger 


ASSURED | EVERY 10TH 


SUBSCRIBER 
GETS A 
MYSTERY GIFT! 


FOR MANAGING TOMORROW 
ise fill in the coupon and mail to Living Media India Ltd., IA, Hamilton House, Connaught Place, New Delhi-110001 


ick in the appropriate box 


g to Business Today! 


drawn on (specify bank & branch) 


ASSURED 
GIFT 


MYSTERY 
GIFT 


Mouse pa 
with calculato 


favouring Living Media India Ltd. (Please add Rs.10 for non-Delhi payment) 


Or please charge my Card No.| | | | | | | | || | I TICL T] Expiry Date | | ]| | | Member's Signature 
My subscription Number 


senpuon Terms & Conditions » Special rates, end offer valid in India only + Allow 3-4 weeks 
lot send cash * Add Rs.10 for non-Delhi cheques * It will not be possible to entertain amy request for 
fer * Products shown are only indicotive and may not be the octual gifts * All disbutes are subiect to 


r- 


for processing of your subscription * Your free of will mech you within 4 weeks of commencement ef your subscriptio 
cancellation once the free gift has been despatched * Superscribe your name and address on the reverse of the chequeiDD «Accessories shown ore not parto 
the exchochee herisedietioc n ————o€— —À0 JF. "o" ee * - - - - 





— 


HE FAMILY WORKS AS A TEAM 

and my father continues to 

be the decision maker,” says 
Preetha Reddy, but there is no deny- 
ing the fact that the lady is a power 
to reckon with in the organised 
healthcare business. It may have 
been circumstances that forced the 
artistically inclined Reddy (she fin- 
ished schooling from Chennai’s 
Kalakshetra, the famous dance 
school founded by Rukmini 
Arundale) into entering the family 
business—her sister Sangeetha 
Reddy moved to Hyderabad after 
her marriage and someone had to 
fill in for her—but once in, she set 
out to learn the ropes with her char- 
acteristic doggedness and humility. 
“I did not have the advantages of a 
B-school student," she recollects. 
“I learnt hands on." 

Apollo Hospitals was India's 
first real organised healthcare 
company and its founder and 
Preetha's father, Dr Pratap C. 
Reddy, had to actually lobby gov- 
ernment to allow banks to lend to 
corporate hospitals. Preetha has 
followed in his footsteps: she is 
working with JCI, an organisation 
that provided accreditation and 
consulting services to healthcare 
providers all over the world to 
create an accreditation process 
for all hospitals in India. 

Today, Apollo Hospitals is a 
Rs 500-crore organisation that 
treats 10 million patients, boasts a 


W Shikha Sharma 


46 | CEO | ICICI Prudential Life Insurance 


G. KRISHNASWAMY 





Wi Preetha Reddy 


47 | Managing Director | Apollo Hospitals Group — 


Her Father's Daughter 





Reddy is the first lady of India's organised healthcare boom. 


presence in nine countries, manages 
37 hospitals and 30 health and 
lifestyle clinics, and runs seven 
nursing colleges. Along the way it 
has diversified into related areas 
such as hospital networking, 
telemedicine, business process out- 
sourcing (of hospital services), and 
pharmacies. As Managing Director, 
operations is Reddy's main respon- 


Sharma heads India's #1 private insurance firm. 


T IS NOW EASY TO SEE WHY SHIKHA 
Sharma acquired the reputation 
of a start-up specialist—she 
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started up both ICICI Securities 
and ICICI Personal Financial 
Services—within ICICI. For the 


sibility, but she hasn't allowed that 
to obscure the need to return 
wealth to shareholders. “Health- 
care delivery is our vision," she 
says, “but we run a business; our 
investors have displayed contin- 
ued confidence in us. And we can- 
not afford to be careless." She can 
say that again. 

NITYA VARADARAJAN 
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third consecutive year, ICICI Pru- 
dential is #1 in terms of premium 
income, among all private insur- 
ance firms in India. And having 
focussed on the retail segment in its 
first two years of operations, last 
year the company turned its atten- 
tion to the corporate segment and 
signed on 100 clients. Along the 
way, it became the largest of Pru- 
dential's 23 life and mutual fund 


operations in this part of the world (it was #5 the year 
before). “To be the pride of both parents—that was our 
aspiration when we started off," says Sharma, an alum- 
nus of Indian Institute of Management, Ahmedabad. 
"And we have already got there." To date, ICICI Pru 
has issued over 850,000 individual policies, with a sum 
assured of Rs 20,000 crore. Its marketshare: a healthy 
34 per cent among the private firms. The lady who has 
always dreamed of running her own company is 
clearly proving her mettle at it. Now, she says, the chal- 
lenges before the company are those related to talent 
. management, scalability, and the unending quest for 
greater efficiency. That should be a cakewalk for Ms 

Start-up (as we dubbed her last year). 
ROSHNI JAYAKAR 


UMESH GOSWAMI 





BS Mallika Srinivasan 


Conservative 44 Director Tractors and Farm Equipment 
_ Countess eer na 


IRST, THE NUMBERS. TAFE CLOSED 2003-04 WITH REVENUES 

of Rs 804 crore and it hopes to close this year with Rs 1,005 

crore. Much of that growth can be attributed to an upturn 
in the agricultural economy, but credit must also be given to 
Mallika Srinivasan's efforts to use the preceding vears (some of 
which were bad for business) to good effect. putting in order 
everything that needed to be within the company (for th« 
record, the company never returned losses, even in bad years, pre 
ferring instead to cut production and absorb a hit to the t: pline). 
Among these are a Vision To Reality plan that the Warwick 
Manufacturing Group helped TAFE with and an organisation-wide 
effort to map competencies. It is on the strength of these that 
Srinivasan is confident of operating in a market that has. much 
like the market for motorcycles, moved to a three-variants 
and-one-new-platform-a-year paradigm. 

Srinivasan belongs to one of Indian industry’s first families and 
is the scion of the closely held Amalgamations Gr up. The MBA 
from Wharton is also married to TVS Motor ( ompany's Venu 
Srinivasan. However, it is a luncheon with the late Aditva Birla 
the lady chooses to recount to this writer. During the lunch. Birla 
keenly questioned her on a business TAFE had just entered. 
engineering plastics. He was convinced that the business was one 
with a future. Work the factory three shifts, he told Srinivasan. 
She followed his advice and today TAFE’s engineering plastics 
division boasts one of the highest capacities in the business and 
Is growing at a rapid clip. *One has to learn from the environ 
ment to succeed,” says Srinivasan. She has. fl 

NITYA VARADARAIAN 
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All about the 25... 


The 20 women to watch, and women in the BT100. 
A Numerical Analysis 








Apurva Purohit 37 Chief Operating Officer, Times Television 

Ashu Suyash 37 Head, Fidelity Fund Management India 

Cheryl Netto 38 Executive Director, J.M. Morgan Stanley 

Devita Saraf 22 Marketing Director, Zenith Computers 

Hemu Ramiah 46 Managing Partner, Landmark 

Jenny Abraham 49 Managing Director (India & Sri Lanka), TNS 

Komal Wazir 32 Executive Director, Shaw Wallace 

Latika Khaneja 40 Director, Collage Sports Management 

Manisha Girotra 34 Chairperson & Managing Director, UBS Securities 

Mahima Datla 27 Vice President, Strategic Business Development, Biological E 
Meher Pudumjee 38 Chairperson-designate, Thermax 

Pia Singh 32 Director, DLF Universal & MD, DT Cinemas 

Pooja Jain 28 Director, Luxor Writing Instruments 

Radhika Haribhakti 47 Executive Director, J.M. Morgan Stanley 

Sangeeta Talwar 48 Executive Director, Tata Tea 

»angita Singh 34 Vice President and Chief Marketing Officer, Wipro Technologies 
Suchitra Ella 40 Founder Director, Bharat Biotech International | 
Schauna Chauhan 27 Director, Parle Agro 

Tanya Dubash 35 Director, Marketing, Godrej Consumer Products 

Vishaka Mulye 35 Head, Structured Finance and Credit Markets, ICICI Bank 


Above: (From left) Schauna Chauhan, Mahima Datla. Tanya Dubash, Ashu Suyash, Devita Saraf and Latika Khaneja 
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Call 96220 96220 or SMS ‘Green’ to 8558. 








GRAPHICS BY KAPIL AND KULDEEP BHARDWAJ 


Madhabi Puri Buch 


Priya Paul 
Renu Karnad — 
Renuka Ramnath — 
Shobhana Bhartia - 


Sunita Narain 


Zia Mody . 





Amrita Patel 
Anu A Aga 
Chanda Kochhar - 
Dipti N Neelakantan 
Gita Piramal 
Hema Ravichandar 
Kalpana Morparia 
Kavita Hurry 42 
Kiran Mazumdar- -Shaw 51 
Lalita Gupte 25 
38 
44 
47 


47 
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Mallika Srinivasan z 
Naina Lal Kidwai 
Preetha Reddy 


47 
Shikha Sharma |. 46. 
Sulajja Firodia Motwani 34 
43 


48 


Swati Piramal 
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Vedika Bhandarkar 
Vidya Chhabria 54 
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Chairperson, National Dairy Development Board 


Chairperson, Thermax 


Executive Director, ICICI Bank 


Chief Operating Officer, J.M. Morgan Stanley 
Managing Editor, Smart Manager & Director, Corp. Comm., Blow Plast 


Senior | Vice President and Group Head, HRD, Infosys Technologies 


Deputy Managing Director, ICICI Bank 

Managing Director, ING Vysya Mutual Fund 

Chairman and and Managing Director, Biocon 

Joint Managing | Director, ICICI Bank 

Country Head, Operations & Service Delivery, ICICI Bank 


Director. Tractors and Farm Equipment 


Deputy C CEO, HSBC 
Managing Director, Apollo Hospitals Group 


Chairperson, Apeejay Surrendra Park Hotels 

- Executive Director HDFC 

CEO, ICICI Venture — — 

Vice Chairperson, The Hindustan Times 

CEO, ICICI Prudential Life Insurance 

Joint! Managing D Director, Kinetic Engineering 

- Chairperson, Centre for Science and Environment 

Head, Strategic A Alliances and Comm., Nicholas Piramal 


MD & Head, Investment Banking, J.P Morgan India 


Chairperson, Jumbo Group 
Corporate Lawyer AZB & Partners 





Above: (From left) Vedika Bhandarkar, Shobhana Bhartia, Sulajja Firodia Motwani. Renu Karnad, Madhabi Puri Buch and Swati Piramal 


WE FLY 


We get free 


return tickets 





15% off on 
Economy 
airfare 


Presenting the Indian Airlines 
American Express? Green Card. 
Economy travel was never so rewarding. 


15% saving on Economy Class tickets 
charged to the Card, every time one flies. 


5% saving even on Apex fares 
and Super Saver fares. 


- One free international return ticket 
for every Rs. 75,000 charged to the 
Card on Indian Airlines tickets. 


One free Business Class upgrade voucher 
on signing up, and every year on renewal. 


Double Membership Rewards 
on all Card spends. 


Call 96220 96220 or SMS ‘Green’ to 8558. 


WWw.americanexpress,.co.in 
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of The 25 Most Powerful Women in Indian Business 
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W Manisha Girotra 


34 | Chairperson & MD | UBS Securities 


UBS' FORTE IS CROSS-BORDER DEALS. AND 
Girotra, a topper from the Delhi School of 
Economics, and her team of 50 are using 
this to good effect as India Inc. steps out. 





Ii Radhika Haribhakti 


47 | Executive Director | J.M. Morgan Stanley 


THE ALUMNUS OF THE INDIAN INSTITUTE OF 
Management, Ahmedabad, heads the 
I-bank's business development and private 
equity functions. She is also chairperson of 
Friends of Women's World Banking, a 
microfinance organisation and a member of 
Confederation of Indian Industry's National 
Committee on Women Empowerment. 


li Pooja Jain 


DAUGHTER OF LUXOR WRITING INSTRUMENTS 
Chairman D.K. Jain, Pooja heads the 
Rs 400-crore group's core business, writing 
instruments. She is also involved in the 
group's diversifications into real estate 
and hospitality. 
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W Latika Khaneja 
40 | Director | Collage Sports Management 


IHE LADY SAYS HER POWER STEMS 
from “marketing and PR skills 
and the ability to close a deal”. 
As her management of cricket- 
ing sensation Virender Sehwag 
shows, that’s not far off 
the mark. 


lii Cheryl Netto 


38 Executive Director | J.M. Morgan Stanley 


SHE HAS JUST MOVED INTO THI 
corporate finance origination 
business after nine years spent 
working on deals such as the 
Alcan-Indal-Hindalco one and 
the Cadbury delisting. 
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gm Vishaka Mulye 


35 | Head, Structured Finance 
| and Credit Markets 


ICICI Bank 


A CHARTERED ACCOUNTANT, MULYE 
started her career with ICICI in 
1993, and was instrumental in set- 
ting up the special assets manage- 
ment group to provide sharper 
focus on larger non-performing 
assets and difficult cases. 
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ii Meher Pudumjee 


Thermax 


| Chairperson-designate 


HAVING TURNED AROUND THERMAX 
UK, the chemical engineer will 


LIN VN MSU 





ge Apurva Purohit 


37 Chief Operating Officer Times Television 


WITH THREE CHANNELS LINED UP 
for launch, this is the print major’s first se- 
rious foray into television. And Purohit, 
who says she took up the job because “it 
was an exciting opportunity to start a 
new bouquet”, is in charge. 





take over as chairperson of i Devita Sarat 


Thermax from mother Anu Aga 
in October. Mom says she has a 
“wise head”. That’s something. 
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Zenith Computers 


Marketing Director 


THE GIRL WHO ALWAYS WANTED TO JOIN 
her father’s computer firm, did, and now 
has a team of 200 that helps her sell 
Zenith’s cut-price computers. 





KRISHNASWAMY 
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ge Hemu Ramiah 


48 | 


Managing Partner Landmark 


SIMPLE, SHE RUNS INDIA'S LARGEST, 
most wired, and best-stocked 
bookstores. Mumbai and Delhi 
are very much on her radar, as is 
Sri Lanka and opportunities in 
business process outsourcing in 
the books business. 
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WE WISH TO THANK EVERYONE WHO'S 
HELPED US COMPLETE THIS PICTURE. 


| | 
| GOLDEN JUBIDEE 
| oe) 





On the occasion of its golden jubilee, Voltas thanks its customers, 
stakeholders, associates, partners, principals and employees for 


their wholehearted support all through the last 50 years. 
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Wi Pia Singh 
32 | Director, DLF Universal | MD, DT Cinemas 


THE ONE-TIME GE CAPITAL EMPLOYEE HAS 
already developed two malls and 
multiplexes and has 19 more planned 
across Kolkata, Mumbai, Delhi, Chandi- 
garh, and the township her father K.P. 
Singh helped create, Gurgaon. 


ga Sangita Singh 


34 | Vice President and Chief Marketing Officer | Wipro Technologies 


THE DIMINUTIVE 
Singh is the 
youngest vice 
president at 
Wipro, where she 
has worked for 
12 years. 

She is widely 
seen as a protégé 
of Chairman 
Azim Premji and 
is one of the rare 
female faces in 
the top echelons 
of the company. 





me Ashu Suyash 
37 | Head | 


A FORMER CITIGROUP EMPLOYEE, SUYASH, A CHARTERED 
Accountant, heads the Indian arm of the world’s largest 
fund, Fidelity International. 


Fidelity Fund Management India 
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INVASOD HSAWNO 


SHIVAY BHANDARI 








ge Sangeeta Talwar 


48 | Executive Director | Tata Tea 


THE FORMER CEO ; 
of Mattel, who 
has worked for 
Nestlé's Indian 
operations and at 
the company's 
headquarters, 
was recently 
hired by Tata 
Tea to create a 
global footprint 
for the company 
and to leverage 
the Tetley busi- 
ness in India. 





p Komal Wazir 


32 | Executive Director | Shaw Wallace 


r arae 


THE SECOND OF THE 
late Manu Chhabria's 
daughters, Komal 
Wazir shot into the 
limelight when she 
began attending board 
meetings of Shaw 
Wallace seven to eight 
years ago in her 
father's place. 

She's now hands-on 
at the firm. 


COMPILED BY BRIAN CARVALHO, ROSHNI JAYAKAR, 
ARNAB MITRA, VENKATESHA BABU, SHAILESH 
DOBHAL, ABIR PAL, SAHAD P.V., NITYA VARADARA]JAN, 
E. KUMAR SHARMA AND AMANPREET SINGH 


Ahmedabad.- Ms 
B.Srinivasan (0422) 
(033) 22462965 * 
Mr, Hemant Parikh (0265)2345007 


This is your media plan. 





And this is Infomedia 
Yellow Pages. 


You spent crores advertising your brand and building recall. But when the time comes for the 


consumer to buy your brand, does he know where you are? This is where your presence in the 


Infomedia Yellow Pages can make or break a sale. Infomedia Yellow Pages enjoys the highest 


readership amongst all English publications in India. It is what you need to sharpen your media plan 


and make it work. Without Infomedia Yellow Pages your media plan is incomplete. Think about it. 


Name of Publication 


Times Of India 

India Today (Eng) 
Hindustan Times 

Hindu — 

Readers Digest 

Filmfare 

General Knowledge Today 


Source: IRS 2003-2004 Round 


Deena Patel 
2540857 * 


(079012 7544247 


Hyderabad Mr Vasudevan 


AIR(‘000) 


7235 
4188 
2947 
2710 
2566 
2542 
2187 


* Bangalore 


Name of Publication 
Competition Success Review 
Stardust (Eng) 

Outlook (Eng) 

Femina 

The Week 

Deccan Chronicle 


The Economic Times 


Mr. Binu Mathew (080) 25597282/3/4 
yer (040) 23393144 © Indore- Mr. Vik 
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* Chennai N^ 
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| INFOMEDIA 
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Mumbai- Mr 


Mukhtar Qureshi (022 


* Visit 


) 56666702 


* New Dethi- Mr 


Deepak Yadav (011) 237 
http://www.yellowpages.co.in/advertise/irs.asp for more 





RITESH SHARMA 





The Nine Who Arent 


Last year's listers who do not figure in this year's list. 


Is Meenakshi Madhvani 


With media auditing still to catch on in India, 
Madhvani becomes a casualty of that old 
malaise: being ahead of time. 





NISL MADHVANI WANTED 
to become the media plan- 
ner's media planner when she 
launched Spatial Access last year. 
The objective was to find out 
whether advertisers were getting 
value from the money they were 
spending. The idea still stands, but 
circa. 2004, is not exactly at the 
vanguard of trends in the advertising 
industry. Will the lady be back? 
Something tells us she will. 
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Is Ravina Raj Kohli 


Former President Former CEO 
Star News MECS 


With Star News lagging at #4, 
it was only a matter of time 
before Kohli moved on. 


dj EVERYTHING 
that has been said to the 


contrary, it was most likely 
Ravina Raj Kohli’s inability to 
help Star News take the bat- 
tle to market leader Aaj Tak 
(owned by TV Today, part of 
the India Today Group that 
publishes this magazine) and 
latecomer NDTV India that 
precipitated her exit from 
Star News. Still, she couldn't 
have done much: The Fox 
model worldwide revolves 
around packaging news into 
snappy, for-the-masses cap- 
sules, something the compe- 
tition has 

already 
done in 
India. 










fe Ekta Kapoor 


Creative Director | Balaji Telefilms 





Forget Star TV's decision to take a 25 per cent 
Stake in her company, her influence is waning. 


HE NUMBERS SAY IT ALL. THIS TIME 

last year, Balaji’s top programme 
on Star Plus, Kyunki... Saas Bhi Kabhi 
Bahu Thi... boasted television rating 
points of 20.32 (read: viewership) 
and a reach of 27.34 per cent. This 
year, the programme remains on , 
top, but its television rating points 
have slipped to 14.32 and reach to 
18.79 per cent. That story is re- 
peated across the company’s vari- 
ous K-serials. Balaji, clearly, is losing 
touch with what the market wants. 





Makes us Good people to bank with. 


Technology is the backbone of a good banking experience. Reason why our customers can transact anywhere and know 
their account details anytime. With a large number of branches networked, our customers can conduct business beyond 
boundaries. Our Core Banking Solution enable quick transactions, greater efficiency and an overall positive banking 
experience. Constant technology upgradation further enhances that experience. Enabling us to continually live up to our 


promise of being good people to bank with. 


For further details walk into our branches or log on to our website: www.unionbankofindia.com 


Gras sien site ifs Union Bank of India 
Weed CHOY, HED TDP Good people to bank with 


pi Villoo Morawala Patel 


Founder & CEO | Avestha Gengraine Tech. 


Avestha remains a company with 
great promise; only, it is taking time 
to realise it. 





| la MANY WAYS, THIS MAGAZINE 
is probably to blame for Ms Patell's 
exclusion from the listing of the most 
powerful women in Indian business 
this year: we may have expected too 
much of Avestha in too short a time. 
The company still remains hot: not too 
many start-ups can boast the kind of IP 
it does. That means Patell will probably 
be back in this listing sooner than later. 


wm Vineeta Rai 


Simple, she is retiring. 


h ada ap RAI WAS A SHOO-IN 
to this listing last year. After all, 
she remains the only woman to date to 
have been revenue secretary of the 
Government of India. She may have 
been helped by a resurgent India Inc. 
but 2003-04 was a good year for the 
government from the revenue collec- 
tion point of view. She is set to retire 
sometime in September. 


p Shahnaz Husain 


CMD Shahnaz Husain Group 
it's the competition, silly. 


NDIA’S ANITA RODDICK, SHAHNAZ 

Husain, aka Princess, featured in 
last year’s listing as someone respon- 
sible for the birth of the herbal beauty 
industry in India and, consequently, in- 
spiring several other women like her to 
jump into the same or related busi- 
nesses. The recent decision of CLSA to 
invest $10 million in VLCC, founded 
by one such individual Vandana 
Luthra, may well indicate that the 
‘several others’ have caught up. 


mi Simone Tata 


Chairperson | Trent 
Because the lady is retiring gracefully. 


ESE DAYS, IT IS NOEL TATA 
(Simone's son and the company's 
CEO) who is driving Trent’s retail strat- 
egy (and being spoken of as a possible 
successor to Ratan Tata). Simone Tata 
has been content to play the chair- 
person's role. However, the lady who 
founded Lakmé will remain a role 
model for generations to come. 
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p Kishori J. Udeshi 


+—— - - — 





She dropped out. 


|i pros MADE THE LIST 
last year on the strength 
of being the first woman to 
become the Deputy 
Governor of India's central 
bank. She should have been 
an automatic inclusion in 
this year's listing too, but 
for her decision to opt out. 
With RBI execs refusing to 
part with information on 
what the lady has been up to 
this past year, the magazine 
had to regretfully drop her. 


pi Ranjana Kumar 


Because it is still early days. 





| Pda KUMAR TURNED 
around the near-bank- 
rupt Indian Bank, and how. 
For her efforts she was 
rewarded with the post of 
Chairman and Managing 
Director of NABARD. She has 
been that for just around a 
year, not enough time to 
judge performance. How- 
ever, with this government's 
marked emphasis on the 
agricultural and rural sec- 
tor, NABARD is an organisa- 
tion to watch. Ergo, Kumar 
is probably a shoo-in for 
the 2005 listing. 
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The world is just a call away. With the new Reliance Prepaid World 
Card, you can make SD calls from any Reliance phone, be it Postpaid 
(Reliance IndiaMobile/FWP) or RIM Prepaid even without a pre- 
activated ISD facility! 

The Reliance Prepaid World Card also gives you a superior calling 


experience and exceptional voice clarity, all at the best calling rates. 


o 
Call 3033 4343 or visit your nearest Reliance WebWorld/Authorised Retail Centre Reliance IndiaMobile 


Kar Lo Duniya Mutthi Meit 





Conditions apply, www.relianceinfo.com, Read our offer brochure for details. Reliance IndiaMobile services marketed by Belianre Industries Le 
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In India, working women acc ent of the total urban fem 
150 million, yet little information is available about them as consumers - 








HE MIND OF T 


WORKIN 
~WOMA 





Who is the working woman? What does she spend on? 
Does a working woman in Mumbai think and act the same 
way as one in Kochi? Answering these, and more such 
questions, is India’s first-ever survey of working women 
by BT-ACNielsen ORG-MARG. ev shales DoBHAL 


T WAS OSCAR WILDE WHO FAMOUSLY SAID, 
“Women are meant to be loved, not un- 
derstood." Alas, if only marketers could 
say that too. Their increasingly-hard-to- 
earn bacon comes from understanding 
consumers (of whom women are arguably the 
most important set) and devising newer and bet- 
ter products and services to cater to their real and 
imagined needs. In India, working women account 
for 15 per cent of the total urban female popu- 
lation of 150 million, vet little information 1s 
available about them as consumers. What are 
the needs, aspirations and spending habits of the 
working woman? Is the unmarried working 
woman very different from the married working 
woman? Is the working woman in a metro very 
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different from the one in a smaller city? 

These are some questions that few have 
bothered to answer in any great depth. Until 
now, that is. In collaboration with leading mar- 
ket research firm, ACNielsen ORG-MARG, BT 
brings to you the first-ever cross-country survey 
of working women, spanning 1,015 respon- 
dents in the age group of 26 to 45, covering the 
four metros of Bangalore, Delhi, Kolkata, 
Mumbai, and the three towns of Kochi, Indore 
and Kanpur (See How We Did It on page 124). 

What does the survey reveal? A virtual gold- 
mine of insights. For instance, did you know that 
a whopping 85 per cent of working women 
haven’t taken any consumer loan? Or that more 
than a third of them don’t have any insurance 


- 





i ‘ | à 
. è i s~ - - E u P s $ E 
v P t d T. mb HE 5 Pt 21 EL 
1 4 ^1 4 i W 
[ + £ MAS. x^ 
ey Y - d te roo Sa aye a | P 
Cw Wt D. $5. eo ZI baw 
^ B. * a A / f^ 
^ NI * 4 wo qu» 
i `t «4 Tem AS? RPA ees 
5.8 Ma UP s Pi p e 1« s? 
M XT. ^w - 
j h o . - L2 <Á 7 Vo "y 
A RENE N rris Vi RS INIT 







UMESH GOSWAMI 








JUSTryY L ‘ibutior m 
The 25 Most Powerful Women in Indian Business & The 20 Women To Watch | 














Sports 
Management 





2.2 
Dairy 2.2 Pharma/Genetics/ 
NGOs 2.2 Biotech/Healthcare 
Auto 44 
Retail 4.4 9.7 
Law 2.2 
Engineering 4.4 pe 8.9 
FMCGs/Consumer Goods 
8.9 44 
Media/Market Research Liquor 
istribu 
ost Powerfu 
31-40 16 
41-50 18 
51-60 6 
61-70 l 


Figures are number of women in specified age bands 
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| S T A, For Our Times Average age of the 25 most 
=a tla mais ^ powerful women in business. 
— BELL E] Anu Aga, 62 is the oldest 
t E = | Average age of the 20 
ae a pS SS | women to watch. Devita 
n E | Saraf, 22 is the youngest 
The BT 100 P oll 48.88 Average age of the 25 last year 
Number of companies polled 12 Number of MBAs on the list (of 25) this year 
N f compani | 
m nmt 8 Number of MBAs on the list last year 
Number of MBAs among the 
Number of companies that did 25 most powerful woman in 
not respond Indian business and the 20 
women to watch (like Latika 
Number of companies that could 21 Khaneja, who is from IIM-C) 
not respond by the deadline 
(September 4) 
Number of MBAs from IIM-A 
Aoorecate number on the list (of 25) this year. 
Faewlenies : 4 Madhabi Puri Buch is one 


Number of women who work 
in their family business, like 
Swati Piramal, in this year's 
listing (of 25) 


Aggregate number 
of women employees 


Aggregate number of women 
employees in senior management Number of professionals in 
this year's listing of 25 
(including founders like Kiran 


Range of proprortion of women 17 M dar-Shaw) 
| azumdar-Shaw 


in senior management 





Industry with the most 
representation this year (in 
the list of 25): Finance. Lalita 
Gupte (left) is JMD, ICICI Bank 


Median of proportion of women 
in senior management 





Mode of proportion of women in | 
senior management Industry with most representation last year: 
A.N 8 Finance/Insurance/Banking 

.A.: Not available 
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Is Jenny Abraham 


49 Managing Director (India & Sri Lanka) TN$ 


[HE GLOBAL ACQUISITION OF NFO B) 
research major TNS has created India's 
third-largest market research firm. 
“We are the new kid on the block,” 
says Abraham. “And not afraid to do 
things differently." 


pe Schauna Chauhan 


27 Director Parle Agro 


ONE OF HER INNOVA- 
tons, Frooti Green 
Mango (an unripe- 
mango drink), is a hit. 
Now, she wants to take 

the company's brands | 
global. Sister Alisha may 
be happy running a 
fitness centre, but 
for Schauna, bev- 
erages Is where 
the fizz is. 





MOST POWERFUL WOMEN IN INDIAN BUSINESS 





Women 


Twenty women who could one day be part 


is Mahima Datla 


27 Vice President, Strategic Biological E 
Business Development 


SHE HAS GOT HER BIOTECH HOT- 
house to focus on vaccines and 
niche products in areas such as car- 
diovascular and diabetes therapy. 
[he benefits are beginning to show 
at the Rs 150-crore company that 





— 





employs over 1,000. 





W fanya Dubash 


35 Director, Marketing 


Godrej Consumer Products 


IHE ELDEST DAUGHTER OF ADI GODREJ, DUBASH WAS INDUCTED 
as director when she was 28 years old, and promptly jumped 
into the fray in one of India’s most competitive markets. 


W Suchitra Ella 


40 Founder Director Bharat Biotech International 


SHE CONVINCED HER HUSBAND 
to return to India from the US 
and start Bharat Biotech (best 
known for its hepatitis-B vac- 
cine). Today, she runs the 
firm's marketing, operations, 2 
and communications divisions 
and is involved in helping more = 
women become entrepreneurs. 








| LOVE MY FAMILY... 


More than half of a woman's salary 
IS spent on her household 


> 33.6 Income saved 
<a ^ , 
p on sel 
56 2 Income spent 
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household 


..MY MONEY IS MINE 


A majority of women keep cash in 
separate accounts. 


x 17 Joint account 
3 Vu 
r T 2 Husband/ Father 


78 Sole ownership 


FITNESS SHY 


staying in shape is not a big concern 


CREDIT SHY 


The percentage of women who have taken 
loans of any kind is minuscule 
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„Ownership Of Credit Cards Is 
Negligible Too 
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policy of any sort, or that only 15 per cent of them have 
a credit card? Also, while Kanpur has the lowest pene- 
tration of credit cards among working women, it has the 
highest percentage of dual card ownership? 

Surprised? Well, brace up for several more in the 
pages that follow. But for starters, let's try to understand 
just who the working woman is, what she does with her 
income, how she saves, but more importantly, how she 
spends her disposable income. 


She Works, So What? 

A woman is a woman is a woman. Well, yes and no. 
Most of the market research that gets done in the coun- 
try is predominantly based on interviews of women, but 
of the non-working variety simply because of avail- 
ability. When the researcher comes knocking on the 
door, they are there to answer him. Yet, it’s evident that 
4 woman who works, is financially independent, is expo- 
sed to a greater number of products and services, is hard 
pressed for time, will have aspirations, needs and pur- 
chasing power significantly different from that of the 
one who doesn’t work and, hence, has a lower exposure. 

Indeed, even within the category of working women 
there are significant differences between married and 
unmarried, small-town and big town, and sec A and SEC 
B (Also see The 5 Types of Working Women on page 
117). For example, women in Kolkata and Kochi have 
a greater freedom in their choice of brands, spending, 
saving, bringing up kids, and planning career. Younger 
women tend to save more than older women, working 
women in Indore cook the least—just 10 per cent 
compared to a national average of 58 per cent—and FM 
listenership at 83 per cent is the highest in Indore and 
the lowest in Kanpur (17 per cent). 

But talk to marketers and you'll be surprised how 
many of them think all women are one big amor- 
phous set of consumers. Says Shiv Shivakumar, 
Executive Director, Philips India: *Being a working 
woman is not a differentiating factor (for us as a mar- 
keter of durables). (We) cannot generalise at this level, 
and it isn't easy to cater to this segment as a whole." The 
truth, however, may be slightly different. "The point is 
that marketers have not travelled through the psy- 
chographic corridors of the working woman, and have 
merely given it largely demographic dimensions," says 
Swapan Seth, Co-cro, Equus Red Cell. 

One argument that marketers proffer for not slicing 
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and dicing women consumers is that the woman of the 
household is, in any case, the chief procurer of most 
household goods and working women are merely a 
sub-set of all homemakers. So why target them sepa- 
rately? Here's a good reason: As more and more 
women join the workforce, not just growing their pur- 
chasing power, but creating demand for new products 
and services, they are likely to be the trendsetters 
for the rest of women folk, Says Santosh Desai, 


Shopaholics 
Malls are the most preferred channel for shopping. 


TV home shopping/ internet s 2 


Shopping malls 











All figures are in percentage 


Soft Spend 


Women’s household spend is mainly on inexpensive items. 


Personal care products for family | 
Food, grocery/ fruits/ vegetables, etc 
Households products (detergent, etc) 








Expenditure on rent+ electricity 59 
Expenses on children’s education 53 
Everyday medicines 52 









Service expenses 32 


Fuel & maintenance of two/ four-wheelers 20 
EMI for housing loan 4 
EMI for durables 4 4 


Figures are in percentage 
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Capital Gains Investments with 


sweeter returns. 


* 5% Rate of interest p.a. *YTM of over 9% * No TDS bn interest » Half yearly, 


yearly and cumulative interest options available * Personalised customer service 


smarter returns. 


* Wide network and service centers across the country 
* Over 81,000 satisfied investors * Total owned funds — Rs 22,371 crores 
* NPAs - 0.001696 * Capital Adequacy Ratio of 39.41% 








; Uer | 
faster returns. 


* Redemption without surrendering of bond certificate * Electronic Clearing System facility 
available * Easy issuance of bonds * Demat facility available on fresh application 





NABARD 
CAPITAL 
GAINS 


and Rural Development 
NABARD is fully owned by Govt. of India and Reserve Bank of India 


. Revitalising rural India through urban support 
Plot No C-24, G Block, Bandra-Kurla Complex, Bandra (E), Mumbai 400051. 


(9) National Bank for Agriculture 
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Customer Care Cell: Tel.: 022-26539060, 022- 26539078, 022-26539072 Mobile: 98213 19660 
Regional Offices (West) * Pune 25511232 * Panaji 2420053, 2220490 * Ahmedabad 7561395 (East) * Kolkata 2216 6657 * Guwahati 513 
102 * Patna 233 507 * Ranchi 208 647 * Bhubaneshwar 554 023, 554 036 (North) * Bhopal 2467957, 2420608 * Chandigarh 2647549, 
5071407 * Dehradun 748610 * Jaipur 743575, 743416 * Jammu 432524 * Lucknow 2223644, 9839075491 * Raipur 692455, 528299 
* Shimla 221211, 224373 (South) * Chennai 28278427 * Hyderabad 27607643 * Thiruvananthapuram 325725 * Bangalore 22225248, 
2292072. For details, visit NABARD's website at www.nabard. org 
issue open and on tap. 

R K SWAMY BBDO NABARD 4948 
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President, McCann Erickson: “The idea of a working 
woman is very powerful. They define the mental space 
for all women, and in that sense, they are the archetypal 
consumer, with marketers tapping them as a source of 
change whilst locating the mass market elsewhere.” 


She Works, It Matters 

Marketers who turn a blind eye to such nuances will pay 
with their future. For, the BT-ACNielsen ORG-MARG 
survey clearly shows that working women are slowly 
becoming a separate and lucrative market for a large 
number of products and services, including apparel, 
grooming services, financial products, consumer goods, 
and even leisure and entertainment. That power stems 
not just from their role in the family, but also as a big 
contributor to family finances. For example, the survey 
reveals that working women generally contribute more 
than 56 per cent of their salaries to the household, keep- 
ing just about 10 per cent to spend on themselves, 
and squirrelling away the remaining 34 per cent. But if 
you thought that money went into a joint account, you 
couldn’t be more wrong. An overwhelming 78 per 
cent have independent salary accounts. 

With 95 per cent of the working women parking 
their money in a savings account and just 15 per cent of 
them having taken a loan of any kind, isn’t there a huge 
cross-selling opportunity that banks are just sitting 
on? Why, even credit-card penetration is a low 15 
per cent, and even among those who have the plastic, 
less than two out of 10 have two cards. Besides, a 





Papa’s Baby, Mama’s Maybe 


Surprising: Women have a lesser say in child rearing, 


The selection of brands of items of daily use 









The clothes | wear, the way | dress 
Planning my own career 
How much | save of the money that | earn 
Meeting and entertaining friends at home 
How to spend the money that | eam 





How | spend my time, where | go, who | meet 73 


Bringing up my children the way ! wish | 57 





Consensus Happy 
Purchase of durables is generally a joint decision of the family. 


Joint decision with other family members MM! GJ 


Decided all by myself 
Decide on my own with inputs from others 
Have a very small role in decision-making 







Play no role at all 





an 


In Banks We Trust 


Savings account is the preferred mode of investment. 


Savings bank account —————— ÀÁSÓBP 














Fixed/ recurring deposit in bank 27 
Post office (IVP/ NSC etc.) 26 
Gold/ Diamond jewellery 23 





FD in company/ any other organisation 


Other mutual funds fe | 5 
Shares H 4 
Units/ UTI im 4 


All figures are in percentage 
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Working women are becoming a separate and lucrative market for products and services. That 
power stems not just from their role in the family, but also as a big contributor to family finances 
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THE WORLD COLLECTION 


MAKE THE WORLD 
YOUR INSPIRATION THIS AUTUMN 


Autumn, that time of confluence between two seasons, Celebrate the Spirit of this season with a 
collection that brings about the confluence of myriad cultures from the world over. Bringing alive the 
charm of a Spanish hacienda, the vibrancy of a Parisian boulevard, the warmth of a Persian rua. In 
a collection that takes the best from the world and makes it your unique stamp of individuality 
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|, Me, Myself 


Women spend the most on their own personal care. 


Gifts for others / family/ birthdays 71 


Entertainment (eating out, etc) 57 


Expenditure on beauty parlours 50 


| Mirror, Mirror 
Surprisingly, married women spend more at beauty parlours. 





Vinerscar poi Gent poli) aENEENENEENENES] wm, 25232 |250 | 242 
| ll li 
TT——33: 1 : Married 


Communication- mobile phone/ internet mj 38 


Figures are iri percentage 


third don't have any insurance cover, and just a tenth 
have medical insurance. *For housing loan we are 
looking at the family, and we make sure we are not tar- 
geting any one group, say, women because we do not 
wish to antagonise the other person," says Suresh 
Menon, General Manager, HDFC. There could be 
another, more commercial reason for that. Even though 
the working woman contributes nearly two-thirds of her 
salary towards the household, she's not the chief wage 
earner. Nearly all of her spend goes into non-asset 
building expenditure of personal products, groceries, 
electricity bills and medicine. She contributes hardly any- 
thing towards loans for durables or a house. 


What She Spends On 

Even though a working woman spends just a tenth of 
her salary on herself, and that too chiefly on personal 
care products and gifts for other family members, a huge 
market for grooming is just about emerging. A good 58 
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Figures are average money spent in Rs in beauty parlours in a month 


Professional 


Unprofessional Unmarried 


per cent of all working women go to a beauty parlour 
regularly, and spend, on an average, Rs 230 per month. 
The working women in Mumbai, however, spend the 
highest: Rs 325 a month. 

Little wonder that erstwhile product-centric personal 
care companies such as Hindustan Lever, Marico 
Industries, and CavinKare have moved in to tap the 
opportunities here. Lever runs Lakmé Saloons, Marico 
has set up Kaya Skin Clinics, and CavinKare has Limelite 
parlours in Chennai. *Working women in Chennai 
generally turn up mid-week during the evening hours for 
de-stressing packages. For regular beauty treatments 
they prefer the weekend," says C.K. Ranganathan, 
CMD, CavinKare, that runs Limelite in South India for 
working women. Harsh Mariwala, Chairman and 
Managing Director of Marico, expects Kaya to be a Rs 
40-crore business by the end of the next financial year. 
End of March next year, it should do Rs 20 crore. 


Brand Happy, But Selectively 

A majority, 92 per cent of working women, wear 
Indian ethnic dresses such as salwar kameez or sari to 
work, with western wear restricted to metros in 
Mumbai, Delhi and Bangalore. While the big apparel 
players have been slow to offer her sartorial choices, it 
is the organised retailers such as Shoppers' Stop who 
have made a beginning by offering good quality and fit 
own-store labels in ethnic Indian wear. 

Most apparel brands targeted at women tend to 
focus on the fashion aspect, whereas the truth is smart 
and comfortable clothing is what working women 
look for. “Working women, more than other women, 
are conscious of their bodies, so we ran a very successful 
campaign with Wrangler and Lee on ‘Know your 
body type’,” says Darshan Mehta, President, Arvind 
Brands. Some branded ethnic wear players, though, have 
entered the market. One example is W, a branded 





People around the world have shifted their focus to solitaires. The prices 


Solitaires. 
Investment for 
a lifetime. 


of solitaires have been on a constant rise for the past two decades. You 


can sell these solitaires at any point of time, anywhere in the world 


They are the most concentrated form of storing wealth and can be 


easily liquidated. Time to invest. 


e your lite with a World class solitaires cut and polished in Belgium 


certified by the Gemological Institute of America (GIA) = DAY IS 
2.61 lacs of 3 ct | and HRD, Antwerp. Rise up and shine. SURYANS | | 
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A working woman spends Rs 700 on commuting on an average, on public transport. 
Just about 10 per cent have access to personal transport, in terms of a car or a two-wheeler 





salwar kameez retailer, with presence in over a dozen 
cities including Delhi and Mumbai. 

Another big area opening for marketers is the 
working woman's out-of-home and -office experience 
in entertainment, eating out or shopping. Almost two- 
thirds like shopping in malls compared to just a third for 
high street shopping. "In malls she has a protected 
environment because it's well-managed. She can also 
have a quick bite or watch a movie alone, and still feel 
secure," says Ajay Khanna, Executive Director (Retail), 
DLF Group. Given the average home-coming time of 
six o'clock in the evening, working women also find the 
malls’ extended shopping hours a big boon. 

Despite the pulls and pressures in her life, the work- 
ing woman has not let go of her role as the nurturer of 
her family. How else does one explain the fact that a 
majority of them (nearly 58 per cent) prefer to cook the 
family meal themselves in spite of domestic help (avail- 
able to nearly two-thirds)? And even as one in two 
working women goes eating out at least once a month, 
she is quite another creature when it 
comes to accepting ready-to-eat prod- 
ucts in her kitchen. Here, the pene- 
tration is as low as 5 per cent. 
However, branded masalas are finding 
a foothold in her home, with a high 54 
per cent penetration. 


Calling The Shots 


The restrictions that a working woman 


has are largely cultural and self-im- 11 
posed. Across the country, they are 

fairlv free to decide for themselves, um 
LE i Life — Mediclaim 
right from the brand of personal insurance 
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A Lot To Cover 


More than a third of working women do 
not have any type of insurance. 
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The Cost Of Commute 


There's plenty of scope for an organised player. 


Avg (Rs) 659 








None Upto 
Rs 200 
Rs Rs 
Rs | 
Rs 
1,000-2,000 401-600 
In ^ 
801-1,000 ^ i 


Figures are in percentage 


products, entertaining friends at home to bringing up chil- 
dren, planning their career, even how to spend or save the 
money they earn. Little wonder, then, that retailers are 
designing their malls with her independence in decision- 
making in mind. The MGF Group is opening a new mall 
in Gurgaon, where it has allotted almost 30,000 square 
feet space to a sari store and 60,000 square feet to a hyper 
market, so that she gets household goods as well as office- 
wear at one place, helping her save time. 

Even though big durable purchase remains a joint 
decision of the family, almost a third of all working 
women are taking independent decisions here too. 
Their number is likely to grow and for marketers 
that's an important change. Durables penetration is still 
very low in many categories like automatic washing ma- 
chine (17 per cent), microwave oven (13 per cent), car 
(20 per cent), and frost-free refrigerator (27 per cent). 

But just because the working woman is becoming 
more vocal and decisive as a consumer, it doesn't mean 
she's becoming more like a man. As the survey points 
out, care and compassion remain her 
prized virtues. Her number one role 
model is her own mother. No. 2 is 
another woman: Mother Teresa. At 
the same time, if she's tough as nails at 
the workplace, it's because India's 
twenty-first century working woman 
has come of age. She knows exactly 
what she wants and how to get it. 
Marketers had better pay attention. 

ADDITIONAL REPORTING BY 
2 PRIYANKA SANGANI, VENKATESHA 


—ÁsÓ BABU, NITYA VARADARAJAN AND 
insurance ALOKESH BHATTACHARYYA 


- x j 
95 " Le 
rna om 

m Lr. * . 


a> .4 a 
ne Ll? w 


| J ` i i - 


9 


Performance tha 


Gears LIMITED 304-A, Shanthi Gears Road, Singanallur, Coimbatore - 641 005, Tamilnadu. India 
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India's Working Women By The Numbers 


The survey throws up some amazing insights. Check these out: 


COMMUTING Public buses and rickshaws are Nu Ya 
TO WORK the most popular mode... he percentage 4 
3 F A AALS at wamer ho ; 


Chartered/Public bus 42% —— 


Company car/Bus 496 — 2s 
Two-wheeler 9% —— N 






Own car/Family car 696 —1 


Local train/Metro/Tram 1296 — —— gy 


Pool car/Taxi/Shared taxi 2% 
Auto-rickshaw/Cycle-rickshaw/Rickshaw 29% — 













..And most spend less than Rs 600 on commuting ^ The day starts early for most Salwar Kameez rules 
Upto Rs 200 SEES 9 ater 4 women's wardrobe 
Rs 201-400 rE 22 Western — 396 7e Western 
Rs 401-600 SS pH y V 21 3 am-9.30 am 26 casuals m formals 
Rs 601-800 RES 11 9.3] am-10 am 23 TP. 
Rs 801-1990 DETB 8 10.01 am-10.30 am 18 a 
Rs 1,000-2,000 EE 9 
Rs 2,000+ 8083 After 10.30 10 
None SESIONES 17 Work from home T 4 
Figures are in percentage; spend is per month Figures are in percentage 
MEASURE OF INDEPE? | > Even when it comes to maintaining — 
iat daroe el indepsidenco...| > S#?#rate bank account Y 
The selection of brands of items of daily use 86 3 Cash . .2Husband/ 
85 ' | Father ) 





The clothes | wear, the way | dress 

Planning my own career 84 

How much | save of the money that | earn 79 
19 


Meeting and entertaining friends at home 


How to spend the money that | earn 78 76 dn 
How | spend my time, where | go, who | meet 73 ne ¢ 
Bringing up my children the way | wish 57 

— 








Figures are in percentage — 
SPENDING HABITS .. Of which a big chunk is accounted for by groceries and personal care items 


More than half of a women's income is spent Personal Care products for family a a 85 
Food, grocery/Fruits/Vegetables, etc iia 80 











on her household... 
| — — 33.696 Households products (detergent, etc) a 70 
of income saved Expenditure on rent + electricity I 59 
EA _ 10.2% Expenses on children's education i 93 
of income Everyday medicines which you buy ‘SSP SSS 52 
spent on self Service expenses I 32 woe | 
Fuel & maintenance of two/four-wheelers NER 20 F The nercentage 
EMI for housing loan W 4 | ofwomenwho $ 
EMI for durables i 4 Ta ^ lon t hi ve insuranc 






0f the money spent on themselves, most goes to beauty products & gifts for others 4 : Á 


Women’s care product (beauty products) - 90 E 
157 
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SAVINGS 


More than a third of the income is squirelled away 


ER ESCIHCI coz. a 369 


Plain vanilla bank accounts are preferred over mutual 
funds or equities 


Sung ok sot E 


Fixed/Recurring deposit in bank Base 2] TN 
Post office (IVP/NSC etc.) IN 26 


Gold/Diamond jewellery Ese 23 
Fixed deposit in company/any | [ud 10 


other organisation | 
Other mutual fuis ff 5 


Shares I 4 
units/ml 4 


Figures are in percentage 
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REACH 


"With extensive reach within India a 
overseas, Sify was best poised to help i 











Figures are in percentage enter new markets' 
Your ERP system can enhance efficiency 
Le conn productivity only if all the dispers 
Más] " constituents of your business ecosystem c 
connect to it. Sify's IP network connects 1 
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SELF-GROOMING 


4g 3 48 
46 
42 44 Younger women are bigger consumers of 
deodorant, fairness cream and face wash 
33 30 
E 24 
15 
3 
i HE 


Perfume Deodorant Fairness cream Hair Dye 
mum 21-30 yrs EN 31-45 yrs mum SECA mum SEC B Figures are in percentage 








A majority of ...But married women spend more Alas, few 














women visit 229 women believe 2% Ves 
beauty 269 in physical 
parlours... 222 fitness Visit gym? 





SPAS RE A eee 250 
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Biscuits—Packaged 


DURABLES OWNERSHIP 


Buying a durable is 
a family affair 
Decided all by myself —— 


Decide on my own with 
inputs from others —— — 
Have a very small role in f. 


TVs, refrigerators are among 
the most commonly owned 


durables... 
Figures are in percentage 










decision-making ——————— 
Play no role at all ———— — — —— 
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HOW SHE UNWINDS 






Watch television 
9% : 
-— "The VS EE a 
Reading newspapers/ women who have not 
magazines takenanyloan EE 
84 Mostly by watching | 
TV and reading... 
Worship/ 
Listening doing 
to music puja 
Em M 
| E | ...And Listening to FM... 
| MUMBAI DELHI 
f l 
| Cooking 
! Watching new 
| movies recipes 
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Malls are clearly the most preferred 
shopping destinations 





36% 
Others 





A large number of women | ‘Eating 0 out is (isgmenli a mm affair 
have domestic help... More than once a week |) 4 
All 62% Once a fortnight i 
PERE UD FRE Ra Once a month | 
...But cooking is still Once in 2-3 months 
the wife's domain 
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HCL recommends Microsoft Windows XP Media Center Edition 
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The HCL BeanStalk Neo. Powered by an Intel® Pentium® 4 Processor with HT 
Technology. NEO is a unique consummation of man 
ages. The Radio. The TV. The Video Recorder. The Computer. All flawles ly 
integrated into a single stunning beauty. Crafted to emulate your style and 
give you the perfect experience. The NEO Experience. From the ultimate in 
digital entertainment to the ultimate work environment. It offers multiple 
features that translate into limitless possibilities wherein vou experience 
everything from as far as 10 feet away. The NEO is not just an evolved 
machine. It's a compliment to your evolved lifestyle 


s endeavours over the 


To get a feel of the magical Neo Experience, call our specialist now! 


What the Neo comes with: * integrated cpu powered by Intel® Pentium® 4 Processor with HT Te 


"Center Edition + 43.1 (16:9) wide format LCD display. In-built surround speakers 
“Personal video recorder for scheduled recording * FM radio * Multi-form 
keyboard * Wireless optical mouse * CD 


chnology * Microsoft Windows® XF Media 
and woofer * TV with live recordir J, pause and rewind 
at Memory Card reader * Multi-functional 


vriter cum DVD-ROM combo drive * Xpress Recovery T 
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beyond tomorrow 






Call Our Neo Specialist: DELHI: 9811155589. MUMBAI: 9821339251 BANGALORE: 9845096150 KOLKATTA: 9830) 22480. CHENNAI: 9840054869 COIMBATORE: 984215430 COCHIN 


9846061525. HYDERABAD: 9848306579. PUNE: 9890389696. AHMEDABAD: 9824272781 CHANDIGARH: 9872044520. PUNJAB: 9814334139 CHATTISGARH: 9826123709 MADHYA 
PRADESH: 9826032533. RAJASTHAN: 3829013127. UTTAR PRADESH (East): 9415202700. UTTAR PRADESH (West): 9810198843. E-ma S hciinsys r visi Vw. CISTOI 
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.recommends Microsoft Windows" XP Media Center Edition 


just when you were beginning 
to think that you have 
everything you need. 


the HCL Beanstalk Neo 


Powered by the Intel" Pentium" 4 Processor with HT Technology 
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MEN 


No two women are alike and two working 
women, even less so. Marketers, meet the five 
different types of working women you must 
know and manage. sy SHAILESH DOBHAL 


N THE MARKETER'S WORLDVIEW, THERE ARE ONLY TWO KINDS OF WOMEN: 
the traditional and the modern. One is the value-seeking, starched cot- 
ton-sari-wearing Lalitaji and the other is the pants-and-high-heels 
executive who comes back home after a hard day's work to be 
pleasantly surprised by her husband (he fixed the dinner) or her child 
(who's won a prize at school or is simply angel-faced). If there's a third 
Variety, it's inevitably as a “delicious poise between tradition and modernity", 
says Prasoon Joshi, National Creative Director of McCann Erickson. 
Guess what? Women, especially the working kind, don't come in black or 
white. Instead, they come in a mind-boggling array of grey. The BT- 
ACNielsen ORG-MARG Survey of Working Women, in fact, points to five 
distinct types that marketers must get to know if they are to sell to them with 
any success. These are: The Extroverted Eve, the Extravagant Aspirer, 


 Extroverted Eve = WHOIS SHE? lS outgoing, competitive, and likes 


complete freedom. Hates the "suffering woman" stereotype. Has a post-graduate degree, 
Is below 30 years, married or unmarried. Makes more than Rs 10,000 a month. 


babe WHERE IS SHE FOUND?" Mumbai 30% Kolkata 25% Kochi 22% 


MARKETER APPEAL: Big spender and has the highest disposable income among all women. 


* Figures are proportion of respondents from cities mentioned who belong to this category 


ILLUSTRATIONS BY RAJAT BARAN 
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the Egalitarian Enabler, the 
Traditional Individualist, and the 
Orthodox Austere. 

The five types can be plot- 
ted along three sets of conflicting 
characteristics: Between liberal 
and conservative, economy and 
extravagance, and autonomy and 
constraint. For example, while 
the Extroverted Eve is high on 
open-mindedness and freedom, 
she's more economy-minded 
than the Egalitarian Enabler or 
the Extravagant Aspirer (see The 
Personality Plotter). The mark- 
eters can better understand the 
working women when put in 
relation to each other. So, 
let’s get to know each of the 
five types. 


Extroverted Eves: 
Unisex Targeting 
Completely autonomous in 
her decisions and liberal in 
her outlook to everything in 
life, she is a big-city creature 
found in Mumbai (almost 30 
per cent of the working women 
here), Kolkata (25 per cent) 
and—surprise, surprise—Kochi 
(22 per cent). A product of her 
upbringing, she is a young (ma- 
jority below 30 years), post-grad- 
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f rer. WHO IS SHE? Likes to stretch her means 


a bit in pursuit of living it up. Believes it's no joy being a simple housewife. Is a graduate, 
about 30 years old, and junior or middle-level executive. Makes about Rs 10,000 a month. 


WHERE is SHE rouno? Indore (OVO. Delhi (82% Kanpur 2895 


MARKETER APPEAL: Self-indulgent, has a high propensity to spend. 


The Personality Plotter 


The five types in relation to each other. 


EGALITARIAN EXTROVERTED EVE 


ENABLER 





EXTRAVAGANT ASPIRER 
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LIBERAL: The extent to which she is attitudinally open to change 
CONSERVATIVE: The extent to which she prefers to remain wedded to traditional 
choices and practices 


ECONOMY: The extent to which she is compelled, either attitudinally or 
circumstantially, to restrain her purchase preferences 

EXTRAVAGANCE: The extent to which she is willing to and unrestricted in terms 
of the value of her purchases or the scope of her purchases 


AUTONOMY: The degree to which she has complete freedom in deciding the items 
of purchase and the value expended on them 

CONSTRAINT: The extent to which her decision-making ability is restricted 

by external factors or influencers within the family/society 


uate executive in love with her work, and with a personal income of Rs 10,000-plus per 
month. "This is the segment that is no longer bothered with equality of the sexes," says Partha 
Sinha, Executive vp (Strategic Planning), Ambience Publicis. “She needs to be accepted for 
who she is." And she thinks of her achievements as an individual, not as a woman. She be- 
lieves that children respect working mothers more, that only nuclear families make sense, and 
gets irritated by the stereotype of the suffering woman. 

A risk-taker (almost 11 per cent invest in shares or mutual funds), she loves all good things 
in life: going to movies, shopping at malls, beauty parlours, cellphones, cars and almost cele- 
brates self-gratification, which is also a primary motivator. This segment (almost 19 per cent 
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of Indian working women) is targeted 
more as women demographics and not 
with feminine values. She is as real as 
they get. Although she has the highest 
purchasing power of the five, she is 
low on extravagance. She also saves the 
most (almost 38 per cent of her 
income). Most financial products 
aimed at women are targeted at her, 
with an almost masculine, rational sort 
of communication. She's perfectly com- 
fortable alone, either sipping coffee at a 
Barista or watching a movie at a multiplex. 


Extravagant Aspirers: 
Dream Catcher 
Although she appears to be a clone of the 
Extroverted Eve, there is a world of dif- 
ference between the two. It is only in her 
high propensity to self-indulge that she mir- 
rors, and often beats, Extroverted Eves. She 
spends almost 69 per cent of her income, 
KJ — highest among all working women, and typ- 
ically lives north of the Vindhyas: Delhi (32 per cent 
of working women here are Extravagant Aspirers), 
Kanpur (28 per cent) and Indore (36 per cent). At work, 
she is the junior-to-middle level executive, around 30 years 
old, with an income of about Rs 10,000 per month. 
Almost 18 per cent of working women have this profile. 
What gives her away as a wannabe Extroverted 
Eve is when she says there is no joy in being a simple 
housewife, while feeling no guilt in leaving home to pur- 
sue her dreams. And yet, she is caught in the delicate act 
of balancing home and office, and seeks brands as a 
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Traditional individualist: WHO IS SHE? Believes in joint l \ 


families, following customs, and saving for a rainy day. 
Is the oldest among all the segments (average age: 


WHERE IS SHE FOUND? Kolkata 419. Indore 38% 


MARKETER APPEAL: Among all segments, spends lowest on branded groceries. 


But is driven to personal excellence. 
37), and a cautious spender. 


eee.  Egalitarian Enabler: WHO IS SHE? ls broad-minded, doesn't 


like compromising on quality, will discuss sex with close friends, but is disturbed by 
vulgarity on TV. Is a graduate and typically, married. Makes about Rs 9,000 a month. 


WHERE IS SHE FOUND? Delhi 4% Bangalore ave Mumbai a9 


MARKETER APPEAL: A value-seeker, good target for household products. 


measure of her achievements. “The new Titan ad 
shows the working woman’s duality, as an alter ego, 
very nicely,” says McCann's Joshi. About 12 per cent 
of them own cars and 40 per cent, mobile phones. 
Another 31 per cent of them want to buy a mobile 
phone in the next six months. 


Egalitarian Enablers: The Staple Consumer 
Almost a third (33 per cent) of all Indian working 
women are Egalitarian Enablers. They live in met- 
ros such as Mumbai (33 per cent of all working 
women), Delhi (a high 54 per cent) and Bangalore 
(46 per cent). Just about a fourth are post-graduates, 
with the bulk being general non-profes- 
sional graduates, over 30 years, most 
married with personal income of around ^S 
Rs 9,000 per month. d 

Fairly liberal in her attitude towards à 
marriage, parenting, sex and dressing, 
she is constrained in her freedom in just 
about everything, from spending to taking 
decisions. She puts the family before her- 
self, believes in a consensual approach, 
and is extremely value-driven in her 
purchase. Her guilt of working and 
thus ignoring the family is largely cul- 
tural. In that sense, brands that under- 
stand her dichotomy, and help her man- 
age it, come on tops. And virtually 
tonnes of household brands cue into 
this insight to get close to her. “The 
Whirlpool working woman straddles 
work and home, and is appreciated,” -N 
notes Sinha of Publicis. 

| 














































Traditional Individualists: Mother India 
For around 17 per cent of working women who can be 
branded as Traditional Individualists, working is not so 
much an expression of liberty or emancipation as a plain 
and simple financial necessity. These women typically 
hail from Kolkata (47 per cent of working women 
here) and Indore (38 per cent). Most of them are mar- 
ried, around 37 years old, and have put in more 
than 15 years at work. They are very conservative and 
cautious spenders. Branded commodities such as 
| atta and rice are a strict no for her, and she shops at 
her nearby kirana store and local bazaar. Get this: 
nearly 60 per cent of them have never visited a mall. 
The woman in this segment sees herself as the 
keeper of old traditions. In that sense patriarchal 
society celebrates, reveres and in the process, reinforces 
the woman’s role as the provider of the family. Little 
wonder that Traditional Individualists harp on being 
the best in whatever they do. And brands, mostly con- 
sumer expendables such as detergents and milk- 
additives, play on her need to better family lifestyle, 
even while keeping the budget in check. 


V 39 Orthodox Austere: Touch Me Not 


She is your great-grandmother reborn as the 
working woman in the twentieth century. She vir- 


a 
ere a WHO IS SHE? Believes 


women shouldn't drink, divorce, or wear western clothes. 
Would rather not have sanitary napkins and condoms adver- 
tised. Being more family-centric, is usually a part-time worker. 


WHERE IS SHE FOUND? 


Bangalore agg Kochi 27% Kanpur 20% 


MARKETER APPEAL: Very little. Set in her ways, not open to change. 


tually abhors good things in life, spends like a hermit, preaches 
quaint, often orthodox notions such as no western clothes for women, 
and no sanitary napkin advertising on television. She typically stays in 
South India, Bangalore (32 per cent of working women), Kochi (27 per 
cent) and in time-stuck north Indian cities such as Kanpur (20 per cent). 
A high proportion of this segment is a part-time worker, getting into 
the work-stream only when the family needs her to. Frugality is part 
of her cultural code, and she sees herself as an enforcer of it in the fam- 
ily. She still invests in gold, oblivious of the yellow metal’s declining 
investment value. Not involved with any major purchase decision, such 
as for durables, she avoids credit and credit cards like a plague. Her 
favourite activity is visiting a place of worship. If you are a mar- 
keter, you'd be better off trying to get a pig to fly than getting the 
Orthodox Austere to buy anything novel. Œ 











EXPERTISE 


"My network requirements are unique and 
only a service provider with Sify's expertise 
can manage it effectively" 


Sify is a pioneer in IP-based network 
services with several million man-hours of 
experience in designing and managing large, 
complex networks. This expertise has seen 
leading enterprises repose faith in us by 
deploying their mission critical applications 
on our managed network 


THINK NETWORKS. THINK IP VPNs. THINK SIFY. 
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Extending your enterprise. With expertise 


IP-VPNs * Bandwidth Solutions e VOIP e Applications 
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suggest that working women 


feel they are second-class citizens | 
t centred around ‘a lack of time’. 


compared to their male counter- 


parts. Interestingly, though, a com- | 
: guilt—not being able to devote as į 
: much time as they would like to 


bination of research that is both 
quantitative and qualitative in na- 


ture, suggests that such feelings are : 
: children—but curiously, as she man- : 
t ages her time more efficiently and 


gradually losing relevance. 
The year 2004 sees the Working 


Woman coming of age in terms of : 
: and stature is appreciated, the guilt į 
t gets reduced, and more and more ; 
: working women appear less burde- 


her self-proclaimed identity and, 
most importantly, as a woman in 
control of her life and destiny. 


Women work and want to work : 
to earn and be financially indepen- : 


; just like their father, can't make it." 


dent. And increasingly, the ability to 


do so gives her a chance to realise ; 
also seems to have taken her role as : 
a contributor to family finances | 
: with a sense of proportion and į 


her own potential, exploit her tal- 
ents and exercise her options in 
terms of how she will live her life. It 


gives her a way to actualise herself : 
: Young, unmarried women want : 
: to contribute to looking after older 
: parents; they want to give back į 
: materially at least as much as they 
: can afford. The daughter-in-law | 
: thinks of helping not just the i 


and gain self-esteem and confidence. 

Working women seem to have 
accepted that their roles and iden- 
tities need to be defined despite 
what men may or may not be doing. 
The working woman seems recon- 


ciled to the fact that men may or į 
: There is not much evidence that : 
: this creates confrontation or that : 
doesn't matter, it’s because she will : 
i ness that quite often seems a char- : 
: acteristic of her Western counter- 
i part. In her maturity and sensitiv- į 
family members, supportive hus- : 


may not help her at home or to ac- 
tualise her aspirations. And if it 


chase her goals nevertheless. 
Empowerment and opportunities, 
education and encouragement by 


bands and in-laws make for a seam- 


commands both respect and admi- 
ration. Her contribution to the 
household expenses only reinforces 


her newfound status and power. į 
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The Working Woman 
World View 


This year sees India's working women come of age. 


ONVENTIONAL UNDERSTAN- | 
ding and perceptions might : 


t come 'superwomen' at home and 





Most women in SEC A and even SEC 


H 
B want to stretch themselves to be- ; 


. 
H 
* 
* 


outside; complaints tend to be only : 


This ‘lack of time’ leads to 


creates an ambience where her work 


ned by these. “My sons respect me 


and face the world depends on their 
upbringing. This is equally true of 
men and applies equally to those 
who work and those who don't. 
However, it is worth noting that 
many women who wanted to work 
as a consequence of their education 


: were strongly encouraged to do so by 


social activities, friends, family and : 


$ 
* 


and understand that sometimes I, : 
t increasingly proving her mettle as a 


The Indian working woman : 


with a view to collective well-being. 


household but also her in-laws. 


their parents, specially mothers. 
Many had working mothers who 
must have been role models they 
later emulated. This suggests that 
empowering females, educating 
them and enabling them is likely to 
make India a far more developed 
country than it is today. 

While the Indian woman is 


productive member of the society, 
does this signal a life in solitary 
confinement? Not really. Her need 
to define her own identity stands 


; out in relief against a need to 


achieve conjugal harmony and toge- 


: therness ideally through marriage, or 


as the ancients would have it, in 


: the concept of a ‘jodi’. Most single 


working women are still waiting 
for their *dream man' and the final 


: fantasy is that he will be rich and 


; : 
working women acquire a hard- : 


caring... keep her in style so that she 

does not need or have to work! 
Due to this uncharacteristic par- 

adox, you can expect the Indian 


: working woman to be the hand 


ity, the Indian working woman ; 
; buy, signs the cheque for the EMI on 
Another issue that would be : 
door to the office boardroom. @ 


: would clearly be post-modern. 
less transition to a status where she : 
: obvious to most studying gender 
: and women merits mention. Rese- ; 


: arch done in the past had suggested : 


that the way girls make for adults : 


that rocks the cradle, punches the 
keys on the DvD player she chose to 


a home or car loan and opens the 





Aparna Sen is Director, Client 
Service, ACNielsen ORG-MARG 





By Raghunath Rudran 


rofessionals today have to keep finding 
P ways of coping with the high velocity of 

change at the work place. The professional 
qualifications that were acquired at the onset of one's 
career have a decreasing half-life and cannot be 
counted upon as permanent assets with lasting value. 
Knowledge and skills are becoming redundant at a 
faster pace. These assets require constant 
maintenance, nurturing and upgradation. The 
individual professional needs to consciously invest 
time to do this. AII too often, he tends to get caught 
in the need to attend to the daily fires that keep 
breaking out all over. He needs to achieve moving 
targets, pacify irate clients and come up with smart 
reflexes to survive and move on to another day. The 
professional keeps postponing his need to retreat and 
gain a long-term perspective about his life and 
career. It is more important to catch up with the 
email that keeps flooding one's laptop and keep on 
top of the action at the office, or else one may be left 
behind in the race. As a result, the stress levels that 
today's professionals have to cope with have also 
increased manifold. One's 
personal life gets subsumed 
by the organisation. The 
work place increasingly 
provides more facilities that 


The corporate sector must 
appreciate the synergies possible 
by encouraging its senior 


TAPM NURTURING WEALTH CREATOR SERIES 


Rejuvenate Your Professional 
Life - Teach! 


new learning taking place. Their knowledge base is 
constantly eroded and becomes obsolete. Getting 
into the habit of teaching is a sure way of 
rejuvenation. A conscientious teacher has to prepare 
himself thoroughly, understand all concepts clearly 
and be able to communicate effectively. The young 
Students often have the ability to look at old 
concepts differently and bring in fresh insights. An 
unprepared teacher can get thrown off his feet. For 
the mid-career professional, teaching can be one of 
the most rejuvenating of professions. By constantly 
exposing oneself to young people, one comes across 
creative ways of looking at the same set of issues 
and the learning can be immense. In spite of having 
achieved so much in life, Dr Kalam, our scientist- 
President still seeks out, the company of the young 
to nourish his thoughts. 

There is an increasing lag between knowledge 
and practice in industry and what is taught at 
professional colleges. Mid-career professionals can 
play a very useful role by bridging such gaps 
in current knowledge. This can result in a better- 
prepared potential work 
force of the future. The 
corporate sector needs to 
appreciate the tremendous 
Synergies that can be 


encourages the individual professionals to teach at b-schools. achieved by encouraging 


to stay back. With such 

imbalances in one's personal life, and to sustain one's 
pace at the work place, one seeks out stress 
reduction methodologies. He starts looking to 
systems like yoga, vipasana and 'The Art of Living' 
for answers. 

Teaching is a good stress-reliever and a great 
alternative to the above. There is a growing dearth of 
qualified teachers in different professional areas like 
Engineering and Management. Teaching is viewed 
as monetarily non-rewarding . It is therefore an 
under-explored career and never a "top of the mind" 
choice for most professionals. As the career 
progresses, many fall into the rut of the routine and 
keep doing the same things for years without any 


its mid-career and senior 
professionals to teach. They can provide the 
necessary financial umbilical cord and the time out to 
employees who have an orientation for academia. An 
opportunity for nurturing and satisfying others is sure 
to result in self-development and consequently, better 
output from individuals. Useful research can also be 
the result of interface with academic institutions. 
Medium term arrangements for such professionals 
can be worked out in tie-ups with educational 
institutions. The corporate sector can also gain 
tremendously in terms of increased societal goodwill. 


reos PEE: D HUS CI 
Prof. Raghunath Rudran is on the faculty of TA. Pai Management 


Institute, Manipal and can be contacted at raghunath@mail.tapmi.org = 











Hi METHODOLOGY 


How We Did It 


The first-of-its-kind survey was a major cross-country exercise. 


CNIELSEN ORG-MARG CON- ; 
Working : 
Women 2004 Survey in six : : 
: mUsage and consumption patterns : 
Kolkata, : ; 
Bangalore, and three smaller i 
towns of Kochi, Indore and ; 
Kanpur. The fieldwork was con- į 
ducted in August 2004 and cov- : 
ered 1,015 women, who worked | 
at least 20 hours per week across ; 
a range of professions (doctors ; 
to professionally-qualified exec- ; 
utives). The respondent universe : 
spanned working women aged | 
between 21 and 45 years in SEC A : 
and B homes, with a minimum ; 
monthly household income of Rs : 
10,000 and personal income of : 
: the ages of 26 and 30, followed by i 
this income level was felt to be : those between 41 and 45. The : 
counterproductive in terms of ! 
' age bands of 31 to 35 and 36 to } 


ducted the 


centres, covering the metros of 
Mumbai, Delhi, 


Rs 5,000. Covering women below 


marketing initiatives. 


The objectives of the exten- : 
sive study were to understand } 
from the working woman the fol- : 
: least a graduate degree. Almost a | 


lowing issues: 


sHer involvement and role in : 
: uate (general) degree, and the per- į 


decision-making 


mHer role and contribution to : 
: school or post-graduate profes- į 
t sional degree was 10 per cent each. : 
; What kind of work were the : 
: women we surveyed engaged in? į 
i Thirty-seven per cent had a cleri- | 
t cal or sales job, but almost a quar- : 
: ter were junior executives. The ; 
: percentage of self-employed pro- į 
: fessionals was 12 and of those | 
: in senior management, 10 per i 
: cent. The ACNielsen ORG- i 
t MARG team that conducted the ; 
: survey and analysed its results ; 
: comprised Aparna Sen, Udayan i 
: Biswas, Anubha Gupta, Sudip | 
: Gupta, and Koyel Nandi. @ 





Team ACNielsen ORG-MARG: (L to R) 
Aparna Sen, Udayan Biswas, Anubha 
Gupta, Sudip Gupta and Koyel Nandi 
conducted and analysed the survey 
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family budget and purchases 


mThe extent of her freedom to : 


decide on spends 


of various products 


- t ( 


* 
* 
* 
* 
* 
. 
. 


a The extent of her openness to i 


adopt new products/services 


mHer role models in professional ; 


and personal life 


u Her favourite personalities in į 
the areas of entertainment, sports į 


and politics. 


[n terms of demographic pro- : 
file, more than two-thirds of the : 


rest to SEC B, and 70 per cent of 


polled (24 per cent) were between : 


rest were almost equally in the : 


40. A staggering 83 per cent of : 
the women worked full time, and : 
nearly half (46 per cent) had at : 


fifth (18 per cent) had a post-grad- : 


centage of women who had a high ; 


Cities Covered 


re 
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—- o m m 


= 
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Kochi Indore 


Bangalore 


Mumbai 
Delhi 


Kolkata 
Kanpur 


: Figures are sample size in numbers 
women belonged to SEC A and the | T P 


: Who Were Surveyed 


them were married and the rest, £ Here is the demographic profile of the respondents 


single. A majority of the women : ofthe survey. 
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Indo-US Economic Relations have improved dramatically. 


Now your Business Oppor tunity can, too ! 


INDO - AMERICAN 
CHAMBER OF COMMERCE 





presents its FIRST-EVER 





: Theme : "RAISING THE BAR : 
economic INDO-US BUSINESS & ECONOMIC RELATIONS" 


sum m it September 16-17, 2004, 
The Taj Mahal Palace & Tower, Mumbai, India 
With the active support of the US Embassy in New Delhi 


Prominent US Speakers : 

Hon. Dr. David C. Mulford, American Ambassador to India 

Hon. Mr. Alan Larson, Under Secretary of State for Economic and Business Afais m 
Dr. Stephen Cohen, Senior Falow, Foreign Policy Studies Program, The Brookings Institution Ne 
Mr. Patrick McGoldrick, CEO and Managing Director, Tato Tech tri., Pune 
Mr. David Friedman, Managing Director and President of Ford Indio Ltd 





Indian Speakers : Hon. Dr. David C. Multord Hon. Mr. Alan Larson 

Hon. Prithviraj Chavan, Minister of State, Prime Minister's Office American Ambassador to India Under Secretary of State 

Mr. K. Venkatromonan, President, | & T for Economic and Business Affairs 

Mc Shankar Annosvamy, WU, Highlights of the Summit: 

Nr. B. D. Sumitra, Dy. Managing Director & Group Executive (Intemational Bonking) * Anopportunity to he-up with American companies 

Mr. M. Damodaran, Charman & Managing Director, 108! = Will enoble U.S. businessmen to meet ond interact with business 
Mr. Sanjay Sachdev, MD & CEO, Principal Asset Management Co. and Political leaders from India 

Mr. Deepak M. Satwalekor, MD & CEO, HDFC Stondord Life Insurance Co. Ltd. * First Major opportunity for the new Government to dialogue 
Mr. Pulak Prasad, Managing Director, Worburg Pincus and interact with the Indo-US business community 
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Mr. S. Ramadorai, Chief Executive Officer, Tato C onsultancy Services | — 
Inaugural address : H, E. Shri Mohammed Fazal 
Welcome address : Hon. Shri Sushil Kumar Shinde, Chief Minister, Maharashtra Stote 


Rush ! Don't miss the opportunity. 


: * Rs. 8,000 or USD 200 (per participant) + Group discount for 3 or more persons 
from the same organization Rs. 6400 (per participant) * Rs. 5000 for Research Scholars 







Tel: 91-22-22821413 * 91-22-22836340, Fax: 91-22-22046141 E-mail: tunis.p@indous.org, Log on ‘www.indousecosum.com 
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YOU MAY 


independence is not just a term 





CHOOSE NOT 
TO EXERCISE 
IT, BUT YOU 
MUST STILL | . 
GIVE YOURSELF. 
THE CHOICE ' 








WORKING WOMAN, BY DE FINITION, IS 

financially independent, right? Wrong. 

Drawing a salary and maintaining à bank 

balance does not amount to financial freed- 
om. That is, at best, an enabling condition. And like 
freedom of speech, it's one of those musts. You may 
choose not to exercise it, but you must still give your- 
self the choice. So, what actually is it? Use this simple 
test: if you were to think of fulfilling your life's dreams 
all on your own, would money be a constraint? 

If ‘no’. feel free to send us the story of how 
you managed to do it. If ‘yes’, well, read on. This 
article should help you get close to ‘no’. 

Remember, while jewellery can come in handy for 
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VIVAN MEHRA 


some contingency, it can hardly get you through the 
test outlined above. Grandma’s days are gone. In any 
case, you may have to look after your own finances at 
some stage of life or the other. Typically, the female 
outlives the male by seven-odd years. She often has a 
shorter earning-span as well, after accounting for 
time devoted to maternity and child-rearing. Family- 
related career interruptions can drag your earning 
trajectory down too, further reducing the total sum 
you'd earn over your worklife. 

But, as they say, forewarned is forearmed. Smart plan- 
ning can more than make up for all of that. If free is 
what you want your life to be, you have to start saving 
and investing money straightaway. 





Independent 


bandy about. It involves some serious planning. ey snitea wavax 


-—; rn a Te 


Are You Really 
| de 
| Independent? 


. Female Market 
, Stocks 


| Risk Pays 


—— — 





~~ 
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Financial Fitness 

*The first step women should take TACKLING MONEY 
towards finance is awareness,” says 18 Are you financially free? 
Zankana Shah, Head, Money Care You are, if you can fulfil all your 
Financial Planner, “I see a lot of life's aspirations on your own 
women doing very well profes- a Are you up to it? 


sionally, but don't have the knowl- 
edge or the inclination to know 
finance." Just a couple of hours 
every year is good enough, she 
adds. Even so, putting money aside 
is just the beginning. "In anticipa- 


Gaining freedom involves adopting 
the attitude and role of an investor 


m Are you risk-averse? 
You could create an investment 
portfolio largely of safe debt 











The point is to be aware of your 
financial fitness. 


Get Asset Savvy 

The composition of your invest- 
ment portfolio could make the big 
difference to your wealth level, and 
thus freedom to pursue the life you 
desire. “For a portfolio to perform 
well," says Rajiv Anand, Head 
(Investments), Standard Chartered 
Mutual Fund, “asset allocation is 





tion of a mid-career break for fam- w Are you risk-okay? the key." What to invest in depends 
ily needs, every woman should set You could opt for a moderately on your investment horizon (long if 
aside six months’ income as a fund, risky balance of assets that you're young) and your risk ap- 
which she can draw from in the enhance your wealth petite. But by and large, a mix of 
break period if needed," says Veer - bonds and shares (debt and equity, 
Sardesai, Managing Director, n dori in investment parlance) would be 
Sardesai Finance, a certified finan- by playing the role of a recommended for all. Well-rated 


cial planner. He also recommends 
disability insurance and medical 
cover. In the initial years of a career, you should 
pad up your Public Provident Fund (PPF) account, 
which you can draw on after the seventh year. It 
helps, meanwhile, to read up as much as you can 
on investment, taxation and retirement planning. 
Make a habit of committing sums to paper. This 
gives you a snapshot of your financial shape. Compare 
your income with expenses on one sheet, and see how 
much you're saving every month. On another sheet, list 
your ‘assets’ (house, jewellery, investments, cash and so 
on) and ‘liabilities’ (loans, credit card debt and all that 
you owe), and see how much wealth you have. If your 
income exceeds your expenses, and your assets are 
more than liabilities, you're doing fine. If not, you 
can always work towards getting into good shape. 


cutting-edge investor 


bonds are seen as secure, and they 
deliver fixed returns. This is good 
from the safety perspective, but fixed returns tend to be 
rather low, and get ‘eaten away’ by inflation. Shares, 
however, beat inflation because they offer a share of cor- 
porate profit—Trising when business is good and falling 
when bad. *Given inflation and the returns on fixed-rate 
instruments," advises Shah, *women should invest in eq- 
uities, starting with mutual funds." 

Mutual funds, which pool investors’ money to 
make collective investments, are a good way to access 
the returns of both bonds and shares without getting 
into details. Among equity funds, the plain vanilla 
kind would be an ‘index fund’, buying which amounts 
to buying the basket of stocks that compose some 
stockmarket index—such as the Sensex of the Bombay 
Stock Exchange. “Index funds are a good option since 
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they keep pace with overall stockmarket movement," 
says Sardesai, *As a long-term investor, you need not be 
bothered about the daily ups and downs of the market 
with this fund." The management fee is also lower, as 
active decisions are not being taken. 

For debt, liquid funds are good, offering better re- 
turns than bank deposits while also being tax-effi- 
cient. Of course, there's life beyond debt and equity. 
"Indian art has tremendous potential," says Anand, *it 
can generate mind-boggling returns over a longer hold- 
ing period. But you need to know enough on the subject 
and do adequate research to find the right price." 

No matter what assets you pick, don't fail to do a pe- 
riodic review of your portfolio to realign assets with any 
change in circumstances. But the key variable in mak- 
ing choices is always how much risk you're prepared to 
take in getting what you want. 


Safety Pinned 


If you've already got your life nicely in order, after all 
these years of work, and if your search for financial free- 
dom is mostly a just-in-case issue (the ‘insurance’ 
need), it's quite likely your emphasis will 
be on stability. Keeping what you've got 
going strong, that is. Your optimal strat- 
egy, in this case, is to play safe. 

If you own property, then it might be 
the biggest item on your asset portfolio. 
Leaving real estate aside, an appropriately 
conservative portfolio would have 60 per 
cent of its value invested in high-safety 
debt. Apart from PPF and fixed deposits, 
your options include government bonds, 
postal savings and floating rate funds 
(which bear minimal inflation-rate risk). 
The rest can be split equally between jewellery and 
shares. Accessing returns on shares is best done through 
mutual funds, of which index and balanced funds 
would suit your needs best. Over time, you could shift 
funds from any of these assets to real estate in a location 
that is sure to see value appreciation. 


Risk a /a Mode 

If you're aiming for larger assets than you currently 
have, consider freedom a conscious need, and are 
open to moderate levels of risk to achieve it, your 
main priority should be portfolio growth. You ought 
to have around 30 per cent of your total invested in 
debt. Apart from the regular high-safety bonds and 
deposits detailed earlier, you could try high-return 
corporate bonds as well. Shares, meanwhile, could 
make up 60 per cent—split equally between index 


funds, other equity schemes and self-chosen stocks. 


(familiar well-researched blue chips only). 
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“I was overwhelmed to see the money grow,’ 
says Paramjeet Devadhia, 40, explaining her fondnes: 
of equity, “Now I regularly invest the profits fron 
my clothes business in mutual funds as long-term in 
vestments." The remaining 10 per cent of the port: 
folio could go into gold and other precious orna 
mental objects (perhaps art as well). 

If you have real estate, that would alter the overal 
ratio. And if you don't, you may well want to worl 
towards buying a house. 


Freedom Or Bust 

If you've got your sights set really high, have a long way 
to go, give liberty a lead role in shaping your innermos 
thoughts, and dare to do what it takes to attain the un- 
attainable, you already have the instincts of a cutting-edge 
investor. Moderate growth won't do; you need break: 
throughs. Becoming investment savvy, however, coulc 
take quite some effort. Daunted? You shouldn't be. 

A recommended portfolio would have just 20 per 
cent of your money invested in debt, as a cushion (so 
opt for safety here). Some 60 per cent would be in eq- 
uity, your active area. You could opt for 
a portfolio management scheme—run 
professionally, or you could do it yourself, 
splitting it half between mutual funds 
(growth funds, midcap funds, sectoral 
funds or any other) and self-picked stocks. 

Needless to say, selecting shares takes 
a lot of analysis and effort, so you would 
have to pay serious attention to this exe- 
rcise. Go by corporate fundamentals to 
pick shares that could see appreciation (or 
give out fat dividends); and you may 
even want to use ‘technical analysis’ (see 
BT's September 12, 2004 issue) to get your ‘buy’ and 
'sell timing right. With sufficient background data 
and some practice, you could be as sharp an equity 
player as any. *Most of the stocks I have picked are 
when the market was in panic, and nobody recom- 
mended buying," says Priti Bhargav, 41, who has made 
much money playing the contrarian. 

The rest of the portfolio—20 per cent—could be de- 
voted to rare artefacts and art, an investment avenue 
that could prove a real winner if you have an earnest in- 
terest in things valued only by people of rare sensi- 
bilities. Art is rather risky, no doubt. But if you have a 
fine sense of what goes on in the cryptic crevices of 
artists’ heads, and can estimate how many more people 
would come to be interested, you could try spotting up- 
coming talent. If freedom, and the trauma of negotiating 
its limits, is a state of mind you empathise with, you 
have half your art appreciation job done. To secure your 
own liberty, capitalise on it. Start now. Ef 
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You don't have to be big to think big. Or to run SAP*, With a variety of solutions for small and midsize businesses, SAP is an affordable 


hoice for growing companies. Working with out experienced partners, SAP can deliver scalable solutions to make vour business run 





More eflct nth \nd li ! IE Tastet than VOU ever t ought possible A it sap.com altordable LO sec big ideas ror your ci mpanm 


Riding the New Wave, Growth Strategies for a Recovering Asia-Pacific" is a new Economist Intelligence Unit report that will help you 
gauge your growth aspirations and identify potential opportunities in the region. For a complimentary copy and to find out how SAP 
can help you realize your business goals, visit sap com/asia/growth, e-mail info. india *sap.com or call toll-free on 1600 445959 
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The Riddle Solved 


The nightmare is over. SAP NetWeaver has made it possible for multiple applications of various hues in 


multiple locations to talk to one another seamlessly, enabling the truly extended, real-time enterprise. 


hat if you were given an IT plat- 
form that promises to deliver what- 
ever you need? It would help you 
leverage your existing IT infrastructure, 
without having to spend money on replac- 
ing older systems, and take care of all your 
future requirements. That would necessarily 
include integrating a multitude of applica- 
tions and IT systems that have been imple- 
mented in isolation in various locations, and 
departments. It would, in effect, solve all 
your problems in regard to IT complexity, 
and give your business the extra edge 
needed to overcome competition. 
Sounds like utopia? Actually, such a 
solution is already here, and it's called Net- 
Weaver, from enterprise applications giant 


SAP. It consists of a range of enterprise sol- 
utions—SAP Web Application Server, SAP 
Enterprise Portal, SAP Exchange Infra- 
structure, SAP Business Information Ware- 
house and SAP Mobile Infrastructure— 
released as a package, SAP NetWeaver 
2004. These components share a common 
technical foundation of the SAP Web Appli- 
cation Server (6.40). This simplifies a wide 
range of infrastructure activities, including 
administration, monitoring, and user and 
security management 


NEED FOR INTEGRATION 

The other, more compelling, need that SAP 
NetWeaver fulfils is the seamless integration 
of a wide range of technologies typically 
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SERVICES ARCHITECTURE 





Enterprise Services Architecture from SAP is 
just what you need to seamlessly integrate 
isolated IT systems in your company, in a 
cost-effective manner. 


deployed in a multi-locational, multi-functional 
organisation. With applications such as enter- 
prise-wide applications, ERP systems and 
legacy systems co-existing in a variety of plat- 
forms, integration has become an increasing- 
ly messy affair. Besides, with the convergence 
of new technologies such as web services, 
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radio frequency identifiers (RFID), and mobile 
technologies, the dream of having real-time 
decision-making capability is gradually 
becoming real. This convergence is on the 
one hand increasing transparency, and on the 
other hand also increasing complexity. 

Then there is also the question of inte- 
grating all the parts of the extended value 
chain of the enterprise. Today's enterprise 
cannot afford to have systems that are iso- 
lated from the external entities that it deals 
with such as customers, suppliers and part- 
ners, The need to take real-time decisions 
necessitates the integration of the systems, 
and business processes, of all the compo- 
nents of the extended value chain. This has 
to be done while keeping a check on the total 
cost of ownership (TCO) of IT systems by le- 
veraging existing investments, and ensuring 
that the heterogeneous IT landscape is mas- 
tered. SAP fulfils these needs with the Enter- 
prise Services Architecture (ESA) blueprint 
and the NetWeaver technology platform. 


DELIVERING THE BLUEPRINT 
ESA creates a blueprint for flexible and ext- 
ensible business solutions in heterogeneous 
IT landscapes. It brings back flexibility, allow- 
ing you to design complete solutions that 
span all people who participate in your value 
chain, all information that is relevant to you, 
and all systems that are involved for each 
business process or problem. But the Esa is 
not a software solution; it is a blueprint that is 
delivered through the powerful technical 
foundation of the SAP NetWeaver platform. 
SAP NetWeaver is the next generation of 
mySAP technology, being built upon the syn- 
chronised SAP technology base of mySAP 
ERP, mySAP scM (Supply Chain Manage- 
ment) and mySAP srm (Supplier Relation- 
ship Management). It is a comprehensive 
integration and application platform that uni- 
fies and aligns people, information and busi- 
ness processes across technologies and 
organisations. Based on web services, it 
enables companies to build custom applica- 
tions or integrate their existing applications 


THE NETWEAVER FOUNDATION 
SAP's Enterprise Services Architecture is delivered through the technical foundation of the 
SAP NetWeaver technology platform. 





and infrastructure, and simplifies the devel- 
opment, deployment and administration of 
enterprise services. The complexity of the IT 
landscape is reduced, and companies can 
reduce TCO through: 

1. Managing their infrastructure as a single 
entity across the entire software stack; 

2. Ensuring that mission-critical processes 
are reliable, secure and scalable; and 

3. Unifying integration technologies into a 
single platform and using preconfigured 
business content, thus reducing the need for 
custom integration and shortening the imple- 
mentation time of projects. 

Unlike other platforms, SAP NetWeaver 
is interoperable and extensible with both 
Microsoft .NET and IBM WebSphere, and 
supports Java 2 Platform, Enterprise 
Edition (J2EE). As a result, it helps you get 
more from your current IT investments 
today, and is the foundation for innovative 
cross-enterprise processes in the future. 
This results in the creation of a virtual 
enterprise, where your organisation is virtu- 
ally connected in a network spanning all the 
entities that are important to you: employ- 
ees, customers, suppliers, and systems. 

Some of the key capabilities of SAP 
NetWeaver, based completely on open tech- 


nology and standards, include: 

1. Portal infrastructure: Gives workers uni- 
fied, personalised and role-based access to 
heterogeneous IT environments. 

2. Collaboration: Promotes dynamic and 
cost-effective communication among teams 
and communities, including virtual collabora- 
tion rooms and real-time collaboration tools. 
3. Multichannel access: Permits access to 
enterprise systems using mobile devices 
and voice systems. 

4. Knowledge management: Manages and 
makes accessible unstructured information 
such as text files, slide shows, or audio files. 
5. Business intelligence: Enables organi- 
sations to integrate, analyse and dissemi- 
nate business-critical information. 

6. Master data management: Promtes 
information integrity across the business net- 
work in heterogeneous It environments. 

7. Integration broker: Enables eXtensible 
Markup Language (xML) and Simple Object 
Access Protocol (soap) communications 
between application components from het- 
erogeneous sources. 

8. Business process management: Allows 
the modelling and driving of business 
processes in a dynamic IT environment. 

9. Application platform: Supports J2EE 
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_NEXGEN BUSINESS APPLICATIONS 





Here are a couple of next generation business applications available from the SAP stable. 





parteis inddes appaia Es Adde eR DEEDS credo sae i a rit of eduction 
SAP xApp Emissions MANAGEMENT 
The SAP xApp Emissions Management (SAP xEM) packaged composite application helps compa- 


nies improve their compliance with emerging emissions 


worldwide. With SAP xEM, busi- 


nesses that consume energy and produce carbon dioxide can comply better with environmental reg- 
ulations such as the Kyoto Protocol or the U.S. Clean Air Act. SAP xEM also helps companies effi- 
ciently monitor, measure, document, and control their emissions output. 


and ABAP programming language in a 
single environment. 

10. Life-cycle management: Provides com- 
prehensive technology for managing all 
stages of the software life-cycle. 

11. Composite application framework: 
Provides the development environment for 
building SAP xApps composite applications. 


UPGRADING TO SAP NetWeaver 2004 

If you are still debating on whether to 
upgrade to SAP NetWeaver 2004, here are 
two main reasons why an upgrade may be 
useful in the long term: 

1. Getting to a more unified infrastructure in 
terms of operating system, database sys- 
tem, application server release, etc., with the 
goal of reducing rco, and 

2. Using the new integration capabilities to 
extend the reach of services and processes. 

SAP BW 3.5, for example, can integrate 
with virtually any data source: from 
Microsoft Excel and Access to all relational 
data sources (RDBMS), data warehouses, 
and even web services. Then, SAP XI 3.0 
can transfer data to and from file systems, 
message queues, legacy applications, data- 
base systems and so on. 

You can either upgrade to SAP NetWea- 
ver all at once, which gives you the option to 
migrate to a future release as needed. Or if 
you are a large company with components 
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‘SAP DEVELOPER NETWORK — 


The SAP Developer Network is your one- 
stop shop to connect with SAP experts and 
share your knowledge with your peers. 





or over 30 years, SAP has fostered a close 

community of consultants, analysts, devel- 
The value of this environment comes from 
knowledge and collaboration between experts 
at SAP, and at SAP's customers’ and partners’ 
companies. To help you connect with this tech- 
SAP Developer Network (SDN) as a forum for 
technical experts at customers’ and partners’ 
companies and in SAP technical groups. 
Available at sdn.sap.com, SDN provides you 
with tips and tricks on how to make things 
work better and solve problems. It is also 
about new trends and tools that can help you 
become more efficient. Built using SAP Net- 
Weaver technology, SDN allows you to 
search for answers to your questions, ask 
and answer questions with SAP experts on 
various issues, access weblogs from com- 
munity members, avail of e-learning content 
and sample code, and offer suggestions on 
new features or content. 


spread out across multiple systems, you 
could upgrade components separately. But 
whatever route you choose, SAP NetWeaver 
has the potential to completely overhaul your 
IT landscape, for the better. æ 
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Profitable Growth 





Mandates Change 


In an improving economy, companies are ready to resume their growth. And to ensure profitable 
growth, they are turning to innovation as the catalyst for fuelling this change. 


ompanies are focusing on three are- 
as of innovation: relationships with 
customers and suppliers; develop- 
ment of products and services; and opera- 
tional excellence. To sustain high perform- 
ance levels for these three, companies must 
change or replace business processes and 
strategies—rapidly or over a period of time. If 
in the course of this change, a company 
implements innovative busi- 
ness practices to remain 
competitive, all other mem- 
bers of its industry will be 





The need for 


both rapid change and business process 
evolution over time. It powers the mySAP 
Business Suite family of solutions, SAP 
xApps packaged composite applications, 
and other software from SAP, its partners, 
and its customers. SAP NetWeaver is the 
technical foundation for Enterprise Services 
Architecture (ESA), the SAP blueprint for solu- 
tions based on Web services. 

NetWeaver allows com- 
panies to flexibly and quickly 
deploy, execute, monitor and 
refine business processes 


forced to change as well. accelerated and  strategies—including 
However, this need for outsourcing of non-strategic 
accelerated change high- change shows up assets, centralisation or 


lights some weakness in ° decentralisation, consolida- 
many existing enterprise IT wea knesses 1n tion, and IT integration follow- 
infrastructures. Due to a lack Lost ing mergers and acquisitions. 
of flexibility, visibility and existing IT 

integration, the time required infrastructures PLATFORM FOR INNOVATION 


to design, build, implement, 

and execute a new IT prac- 

tice according to a new business strategy 
continues to be a major bottleneck. And this 
puts these businesses at risk. 

A strategy that is getting a lot of attention 
in the marketplace—outsourcing the entire 
IT infrastructure—is not the answer. This 
strategy can result in rigid business process- 
es that make it even more difficult to imple- 
ment flexible growth strategies. 


ENABLER Or CHANGE 
SAP NetWeaver, an open integration and 
application platform, addresses the need for 


Decades of SAP knowledge 

and experience are deliv- 
ered along with SAP NetWeaver, its compo- 
nents, and all upgrades, guaranteeing that 
the customer remains at the forefront of 
innovation. This is far different from what is 
offered with the typical consulting project in 
which knowledge and experience leaves the 
organisation at the moment the project is 
completed. And, the knowledge and experi- 
ence you get with SAP NetWeaver reduces 
the costs of modifications and upgrades that 
might otherwise follow a typical consulting 
project when consultants with project knowl- 
edge are brought back on the job. With SAP 
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NetWeaver, if a specific innovative business 
process is not yet supported by an applica- 
tion, the platform can easily transform exist- 
ing systems to accommodate new business 
processes without the need to reprogram the 
company's legacy software. 

SAP NetWeaver allows a company to 
evolve its business while reducing the total 
cost of ownership (TCO) across the IT land- 
scape, freeing up resources that allow it to 
focus on growth. NetWeaver elevates an 
existing IT infrastructure from an enabler of 
work to an enabler of change. 


ENTERPRISE SERVICES ARCHITECTURE 
SAP NetWeaver is the technical foundation 
for ESA, a new blueprint for web services- 
based, enterprise-scale 
business solutions that offer 
the increased levels of 
adaptability, flexibility, and 
openness required to enable 
change. By leveraging the 
ESA blueprint, customers 


SAP NetWeaver 
elevates IT from 
an enabler of 








By following the ESA road map, IT depart- 
ments can provide the enterprise with new 
levels of flexibility, including collaborative, 
team-based concepts, and knowledge man- 
agement. At the same time, it is able to lower 
tco through composite applications, which 
bring new functionality, and integrate new and 
existing Web services with business solu- 
tions. ESA provides a framework that allows IT 
to model the enterprise, create a unified 
repository of information gathered from het- 
erogeneous systems, and generate process 
flows on top of the unified information. 

The result is a number of strategic busi- 

ness benefits including the following: 
e Companies are increasingly outsourcing 
functions and services that are not their core 
competencies. Using Web 
services, a company can co- 
nnect to the external systems 
associated with the outs- 
ourced services. This enables 
the company to reduce costs 
without loss of changeability. 


can: determine the speed at e SAP NetWeaver enables 
which innovations are adopt- WO rk to an you to change business pro- 
orn : 
caen Ubro! — PELLE wus 
assets, extend business C h an g e IT. The results are lower-cost 


processes to include busi- 
ness partners, and simplify 
the offering of products to new customers. 

Web services are often used to solve the 
problem of technical connectivity based on 
open XML standards. For example, a typical 
Web service is online order tracking offered 
by a logistics provider such as UPS. Esa can 
help optimise order management—a pro- 
cess that becomes more complex as new 
distribution channels and subcontracting 
relationships are added. 

Managing this process means that empl- 
oyees must be able to view the overall status 
of customer orders and, more importantly, 
respond effectively to changes in the supply 
chain. ESA helps you meet these demands by 
ensuring that all communication is based on 
Web services and other open standards. 
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implementations that are 
rolled out on an as-needed 
basis, less expensive upgrades, and phased 
replacement of systems. 

e ESA allows customers and other interested 
parties to integrate better and more tightly 
into the value chain. By continuing to facili- 
tate increased communications between 
companies and their customers, ESA is able 
to deliver closer customer contact points and 
increased revenue opportunities. 

e Users want to extend business models and 
value chains in order to reach new customers 
as quickly and transparently as possible. Web 
services facilitate this process by automating 
the conditions of a business relationship. 

e ESA enables SAP customers and partners 
to deploy innovative solutions that leverage 
existing systems. x 


Transforming Bajaj Auto 
Through SAP NetWeaver 


A household name for decades, Bajaj Auto underwent an extensive organisation restructuring 
exercise to strengthen its business. And SAP NetWeaver played a key part in the overall strategy. 


earning, innova- 
tion, perfection, 
speed and trans- 


parency. These are not 
mere catchwords; but the 
parameters on which - 
Bajaj Auto has built its | 
business empire. With 
over 22 million vehicles 
on the road, Bajaj Auto is 
among the market lead- 
ers of two-wheelers and 
three-wheelers in India. 
Its presence is formida- 
ble—an extensive net- 
work of 14 offices, 12 
warehouses, and over 
450 dealers and 1,200 
service outlets in India, 
and a presence in 50 
countries. In 2003-04, the 
company enjoyed a 
whopping 66 per cent 
growth in total exports. 

For the company, ex- 
ploring new frontiers and 
bringing the best to its 
customers is a daily affair, and in order to 
strengthen its position in India and globally, 
Bajaj Auto undertook a major business re- 
structuring exercise in 2000. This initiative, 
called Project 11095, aimed at improving the 
company’s top line by 100 per cent and bottom 
line by 10 per cent. 


ORGANISATION OVERHAUL 
The goals of Project 110% were specific: 
the entire organisation of Bajaj Auto was to be 





“SAP has led to 
a high degree of 
transparency and 
discipline in our 
operations” 


Sanjiv Basas, Executive Director, Bajaj Auto 


restructured, core busi- 
ness processes were to 
be fundamentally re- 
designed, a performance 
management system 
was to be established 
and there was to be re- 
staffing. And to support 
this transformation, an 
integrated ERP package 
that would serve as the 
infrastructure backbone 
for all the company’s ap- 
plications, was sought 
to be introduced. 

After considering var- 
ious available solutions, 
Bajaj Auto chose SAP as 
its ERP implementation 
partner. SAP NetWea- 
ver—a comprehensive in- 
tegration and application 
platform that enables busi- 
ness integration on multi- 
ple levels—was chosen 
as the infrastructure back- 
bone because of its rich 
functionality. Another factor that helped Bajaj 
Auto in its decision was SAP's expertise in the 
auto industry. According to Anil Khopkar, General 
Manager (mis), Bajaj Auto, it was SAP's wide- 
ranging solution maps for oems and its large 
clientele in the auto industry both in India and in- 
ternationally that helped clinch the case. 

The SAP NetWeaver project had specific 
business objectives. These included improve- 
ment in forecasting, sales planning and distri- 
bution to dealers; enhancement of production 
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IT AT BAJAJ AUTO - 





Bajaj Auto restructured its organisation and 
deployed SAP ERP and NetWeaver in 2001. 


THE One of India's leading manu- 

facturers of two-wheelers and three-wheel- 

ers, with 14 offices, 12 warehouses, over 450 

dealers and 1,200 service outlets, and pres- 

ence in 50 countries. 

Prosten: IT systems had to adapt to its busi- 

ness restructuring programme, Project 11095, 

which envisioned improving the company's 

top line by 100% and bottom line by 10%. 

SoLurioN: SAP ERP with SAP NetWeaver 

as the infrastructure backbone 

OBJECTIVES: 

e Improve forecasting, sales planning and 
distribution to dealers 

e Enhance production planning, scheduling 
and production, and vendor performance 

@ Reduce inventory levels across the 
supply chain 

@ Accelerate development of products at 
the targeted cost and volume 

e Upgrade business processes and 
working practices 

e Provide reliable information on demand 

@ Improve cross-functional coordination 

@ Attain manpower savings in data collection 
and analysis 

IMPLEMENTATION: SAP NetWeaver project start- 

ed in December 2001; various departments 

went live in just over a year. All modules of 

SAP R/3, Business Intelligence Warehouse 

and Enterprise Portal have been implemented. 

BENEFITS: 

e Business functions closely integrated 

@ More reliable data, more transparent 
operations and greater control over 
business transactions 

@ Greater discipline in business operations 

e Made financial information up-to-date 

@ Swift and accurate product pricing 
decisions due to access to production 
information on a real-time basis 


planning, scheduling and production; reduction 
of inventory levels across the supply chain; 
quicker development of products; and a reduc- 
tion of non-value-added activities and costs. 
Other objectives included upgrading business 
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processes and working practices, providing 
consistent and reliable information on demand 
and improving cross-functional coordination. 


THE PAYBACK 

The SAP NetWeaver project was started in 
December 2001 and various departments 
went live in just over a year. Sales and 
Distribution went live in July 2002, the pilot plant 
went live in December 2002 and all other 
functions went live by April 2003. It turned 
out to be a worthwhile exercise as a few key 
benefits have already kicked in. 

First, business functions have been closely 
integrated. With SAP NetWeaver, business 
integration occurs by bringing the right func- 
tionality and right information to the right peo- 
ple, while information itself is integrated by 
making structured and unstructured informa- 
tion available to the organisation in an acces- 
sible and consistent manner. As a conse- 
quence, data has become more reliable, op- 
erations more transparent, and there is greater 
control over business transactions. 

Additionally, the SAP NetWeaver imple- 
mentation has also achieved end-to-end inte- 
gration, allowing access to information on pro- 
duction on a real-time basis. “Our dealers, 
suppliers and regional offices spread across 
the country are much better integrated with our 
plants and share common, more accurate 
and up-to-date information, much of which is 
real time,” says Sanjiv Bajaj, Executive Director, 
Bajaj Auto. This has enabled swift and accurate 
product pricing decisions, a key ingredient to 
success in a highly competitive market. 

Given its favourable experience with the 
SAP NetWeaver solution, Bajaj Auto is now 
taking further steps to achieve larger objec- 
tives in sales growth, cost reduction, supply 
chain management and improving employee 
performance. “With SAP implementation, 
we have achieved good cross-functional in- 
tegration, leading to a high degree of trans- 
parency and discipline in operations,” says 
Bajaj. That will surely help the company 
surge further ahead in the Indian market, 
and in the minds of the consumer. &a 








Shining bright: The IT landscape of Philips Lighting has been well served by SAP's enterprise application integration tool 


Lighting The World With 
SAP's Integration Tools 


Philips Lighting, a leading manufacturer of lamps and lighting fixtures worldwide, implemented SAP 
Exchange Infrastructure to better integrate SAP and non-SAP systems within its IT landscape. 


he name Philips has been synony- 
mous with lights for decades. 
Considering that it produces more 
than 2.4 billion incandescent lamps every 
year, that's not a surprise. With manufacturing 
operations straddling the continents of Europe, 
North America, South America and Asia, and 
with 47,000 employees worldwide, Philips 
Lighting has been a beacon in the industry, 
consistently providing creative and cost-ef- 
fective lighting solutions. One reason for 
Philips's leadership position in the global light- 
ing market is its ability to implement effective 
business solutions within a robust global IT in- 
frastructure. Recently, however, it faced a new 
challenge: how to better integrate an even 


bx "an 


wider range of both SAP and non-SAP sys- 
tems within its IT landscape. 


INTEGRATING THE IT LANDSCAPE 

Philips Lighting has four business groups with 
activities in Europe: Lamps, Luminaires, 
Automotive, and Lighting Electronics. For the 
past five years, Philips has implemented a 
wide variety of SAP business solutions for 
these groups for all of its factories and sales or- 
ganisations in Europe and Eastern Europe 
Initially, the highest priority was to get its sys- 
tems operational as quickly as possible for 
individual business areas. “To accomplish that, 
the business units created their own sepa- 
rate SAP environments, tuned to their specific 
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IT AT PHILIPS LIGHTING 


Philips Lighting, a legendary name in the busi- 
tion tools to get more value from its systems. 





business processes,” says Paul van der Poel, 
IT architect and information planner for Philips 
Lighting’s Lamps group in Europe. “For ex- 
ample, the Luminaires group had very different 
requirements from the Lamps group, and re- 
quested functionality for its commercial-project 
processes that the Lamps group didn’t need. 
We needed to improve integration among all 
these separate systems.” 

Also, one of its third-party integration tools 
didn't provide the required flexibility and features. 
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The tool's closed proprietary design lacked 
open standards, requiring a tool-specific tech- 
nical skill set, and it had fewer monitoring ca- 
pabilities. “The kind of data that we are working 
with comes not just from SAP systems but 
from other systems as well,” explains van der 
Poel. “We have sites with local systems such as 
manufacturing execution systems that sched- 
ule our production lines.” The existing middle- 
ware also had limitations that impacted the 
company's goal for seamless integration with 
SAP business solutions. Thats when it de- 
cided to implement SAP Exchange 
Infrastructure (SAP XI), a technical solution 
of the SAP NetWeaver technology suite. 

Philips Lighting realised clear benefits 
by choosing SAP XI as its EAI solution. "The 
big challenge in terms of data integration is 
handling multiple systems in different loca- 
tions," says van der Poel. "With SAP XI, we 
could get much more functionality to control 
interfacing with our SAP and non-SAP sys- 
tems." SAP XI also works well to communi- 
cate with non-SAP systems of other organ- 
isations without SAP XI. Says van der Poel, 
"For example, | can place an SAP XI adapter 
at the site that | want to connect to, which en- 
ables us to integrate with other applications 
and middleware solutions at the site. | can 
simply distribute the adapter software by e- 
mail and instruct the technical people how to 
install it, and they get it running and tested 
within a day or two This requires limited in- 
vestments and resources at the site you 
communicate with.” Maintaining and moni- 
toring the connection is efficient, since it 
can be done remotely from a central envi- 
ronment, resulting in end-to-end monitoring 
and control within the SAP XI environment. 

That Philips Lighting has gained from 
the seamless integration provided by SAP XI 
is evident from the confidence of van der 
Poel in SAP's solutions: "We've seen how 
SAP XI is more transparent and provides a 
better path to the future. SAP XI is the best 
way to integrate across SAP systems and to 
connect SAP systems to non-SAP systems. 
That's been our experience." " 


Global Data Archiving 
At Colgate-Palmolive 


For years, Colgate-Palmolive has added glitter to your smile. And data archiving tools from 
SAP NetWeaver, in turn, has helped the company retain its own. 


igger isnt always better when it 
B comes to databases and IT sys- 

tems, says Ed Toben. He should 
know. He is, after all, Chief Information 
Officer of the US consumer products giant, 
the $9.3-billion Colgate-Palmolive, with oper- 
ations in 200 countries and territories, and a 
remarkable record of 24 consecutive quar- 
ters of sustained profitability, Toben has to 
ensure that the company maintains its 
record, with the help of IT systems that man- 
age the business processes of such a mam- 
moth entity seamlessly. 

A key factor in the success of Colgate- 
Palmolive has been its IT strategy, which has 
helped it run its global business more cost- 
effectively. This strategy has included a 
worldwide rollout of mySAP Business Suite, 
a family of open, integrated solutions that 
manages the entire value chain. However, 
that was not enough, since for a company 
that manages complex supply chains, world- 
wide sales and marketing programmes, and 
thousands of transactions every day, the fact 
that data storage requirements would grow 
significantly was inevitable. 

For example, the company estimated 
that in its pet food division alone, Hill's Pet 
Nutrition, the total database size would go 
up from 2.5 terabytes to 4.0 terabytes 
between January 2001 and January 2003. 
And since such an overload of data could be 
extremely costly in terms of storage, people 
and system performance, Colgate- 
Palmolive knew that it needed to implement 


a disciplined data growth strategy. 


CONTROLLING DATA GROWTH 
Colgate-Palmolive's strategy to keep its data 
from growing too fast was two-fold. First, it 
merged all of its 75 data centres into just one, 
with a second centre as backup. This re- 
sulted in a consolidation of the technical in- 
frastructure of the data centres and net- 
works, with the core support for the appli- 
cations still with each division. 

Next step, control the growth of the data- 
base through archiving of data. For this, the 
company called into action data archiving 
tools that are part the life-cycle management 
capabilities of SAP NetWeaver, a web serv- 
ices-enabled integration and application plat- 
form. And it paid rich dividends. Says Jim 
Capraro, Director of Colgate-Palmolive's 
Enterprise Service Center, "We were able to 
reduce database growth in our pet food divi- 
sion by more than three quarters, from about 
70 gigabytes per month to around 17 giga- 
bytes per month. That's quite a saving.” 

Indeed. This has resulted in Hill's Pet's 
total online data holdings being now less 
than 1.5 terabytes, and with 2.5 terabytes of 
archived data, 60 per cent of this division's 
data holdings resides in archive files. Cap- 
raro's relief is evident when he says, "Now, 
much les data has to be mirrored and copied 
to different systems.” This data management 
strategy has dramatically lowered data vol- 
umes and greatly reduced data redundancy. 

But that was only for one division of the 


With SAP NetWeaver's data archiving tools, —— 


can archive data intelligently 
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company. Overall, Colgate-Palmolive's total 
data holdings are just over 50 terabytes, an 
amazing accomplishment for a global com- 
pany of its size. "SAP helps us archive data 
intelligently" says Toben. "That means we try 
to work with only the data that we need.” 

The key here, therefore, is being able to 
isolate data that the company “needs” from 
data that the company doesn't require all the 
time. NetWeavers data archiving tools help 
achieve this in a two-step procedure: first, it 
ensures that only the business-complete 
data, which is data no longer needed in the 
company's everyday business processes, is 
archived. Second, the system reads the 
archive file and deltes only those objects 
from the database that have been written to 
the archive file. Net result: the database 
retains only those data that the company 
needs on an everyday basis, thus greatly 
reducing the load on the database. And to 
top it all, even though the data has been 
deleted from the database, Colgate- 
Palmolive can still easily access it whenever 
needed, from the archives. 

The control over the explosive growth of 
data has had other consequences as well. 
“We've seen other benefits by managing the 
size of our database,” acknowledges Toben, 
saying that Colgate-Palmolive has observed 
noticeable improvements in system perform- 
ance and response times. “Employees can 
do more work in shorter periods of time.” he 
says. System maintenance operations take 
less time as well, which means better system 
availability. This is critical since a lengthy 
shutdown can easily cost millions of dollars. 


HiGHEST-LeveL COMMITMENT 

A major part of Colgate-Palmolive’s data 
archiving success includes the close coordi- 
nation between its international divisions. 
The archiving support staff holds conference 
calls on a regular basis to discuss different 
issues regarding its ongoing archiving proj- 
ects and to coordinate its efforts. Besides, 
the driving force behind the company’s data 
archiving strategy has been its executive 
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IT AT COLGATE-PALMOLIVE 





Global consumer products giant Colgate- 
Palmolive used SAP NetWeaver to manage 


its huge, growing data storage requirements. 


management team, which recognised that 
given the company’s size and the complexity 
of its business model, it could not do without 
data archiving, and therefore promoted it 
from the very beginning. 

Says Toben, “Managing the size and vol- 
ume o our data has always been a priority for 
us, and doing it successfully has meant sig- 
nificant savings. Thats one reason why we 
have a global IT strategy.” LI 
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Store aisles have never seen such fierce 
compeution. So SAP offers a powerful solution for trade promotion management that lets vou plan, execute, settle 
and evaluate your promotions while integrating them with vour supply chain. Visit sap.com tradepromotion to start 
moving the merchandise more profitably 
“Riding the New Wave, Growth Strategies for a Recovering Asia-Pacific" is a new Economist Intelligence Unit report that will help you 


gauge your growth aspirations and identify potential opportunities in the region. For a complimentary copy and to find out how SAP 
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Here are five Stocks you may have 
ground-level INSIGNtS On. sv warewora natuan 


ICKING STOCKS INVOLVES A LOT OF NUMBER 

crunching. In some cases, your choices may get 

even better when you add your own experi- 

ence of product crunching. If you are female, 

there’s a high likelihood that you are accus- 
tomed to exercising regular judgments on many of the 
products out there on shopshelves. The good news is that 
there are several companies listed on Indian stock ex- 
changes that sell products mostly to women, and this 
places you at a special advantage in assessing whether 
these companies are getting something right, or not. This 
is not to say that this is a surefire way of making in- 
vestments. A stock's destiny is influenced by several 
other factors, especially in high-regulation markets. 
But it is a fine way of developing a close ground-level 
interest in a company, and it sure helps when it comes 
to understanding its financial performance. So here we 
present five stocks of companies that sell products 
mostly to women. 


P&G Hygiene & Health Care 
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The company's strong 
point is the sanitary nap- 
kin brand Whisper, 
which, having dis- 
pensed with all shy- 
ness in its advertis- 
ing, remains an ‘at- 
titude leader’ in 
this market. The 
company also sells 
Vicks, which re- 
tains its clear position 
as a cough-n-cold relief, and 
does contract manufacturing 
for P&G Home Products, a 
group company. 

For the year ended June 2004, 
P&G Hygiene and Health Care 
registered a 51 per cent jump in 
revenue, and is expected to keep up a high pace. 
“Because of the rising disposable income, increased 
awareness and also à recent cut in prices by P&G, 
the female hygiene segment is expected to grow fur- 
ther," says Nirjhar Handa, FMCG analyst at Parag 
Parikh Financial Advisory Services, The company is test 
marketing lower-priced napkins too, to expand usage 
into households that still use home-made napkins (a 
vast portion of India). Deeper product penetration, ac- 
cording to Vinay Paharia, Manager (Research) at KR- 
Choksey Shares and Securities, could do wonders to 
the stock. As of now, this debt-free company is giving 
an impressive tax-free dividend of Rs 20 per share. 
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Indias Most Powerful Women in Business’ 


In the Egypt of 15th century BC. one Pharaoh did more than 
Most to promote art and commerce, and went on to tule the 
kingdom for 20 years. The Pharaoh wasn't a man, but à woman: 
Queen Hatshepsut. In the 21st century India, the biggest biotech 
company, the biggest venture capital company, and the biggest 


HR department aren't run by men, but by women. 


India's Most Powerful Women in Business were felicitated at a 
glittering function in Mumbai on September 10, 2004. The event 
was also marked by the launch of another exclusive affair: The 


Business Today Most Powerful Women in Business Club. 
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GRAPHICS BY PINAKI PAUL 


Dabur India 

Another fast-growth FMCG company, it boasts of sev- 
eral popular herbal brands and sub-brands that are un- 
der minimal threat from foreign firms: Dabur, Vatika, 
Anmol, Hajmola and Real. “And the de-merger of the 
pharmaceutical business will help Dabur India focus on 
its FMCG business," says Chaitanya Choksi, Analyst at 
IL&FS Investsmart. While the herbal products face 
only mild competition, Dabur is up against major 
forces in the haircare and skincare categories, where its 
products are aimed at the female consumer (fairness 
creams, for instance). With its e-sourcing initiative 
and tax-reduction strategies (moving units to tax-free 
zones), its bottomline is expected to improve further. 





Marico Industries | 

Another FMCG company that's doing well, with 
Parachute and Saffola as its star brands. Marico boasts 
of high figures for return on capital employed and on 
net worth (32 per cent and 31 per cent, respectively, for 
the year ending March 2004). Again, with a portfolio 
of products that are not in direct rivalry with MNC of- 
ferings, Marico has been expanding overseas; it sells in 
18 countries, contributing a tenth of turnover. 

Also interesting are the company's new ventures. 
Kaya Skin Clinic is a skincare service chain that is 
also attracting men, according to Paharia. Then 
there's Sundari, a recently-acquired US-based range 
of Ayurvedic skincare products. 
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Listed as a B-group stock, this is less liquid and perhaps 
more risky a bet. Though the company’s turnover is 
low, it owns a dependable brand in Nivea, which re- 
tains strong appeal as a skincare specialist. Though the 
company has not escaped the recent years’ sluggishness 
in the FMCG sector (sales rose just 2 per cent last 
year), it has done a decent job of cost management (net 
profit rose by 19 per cent). The first quarter’s show- 
ing this year hints of a revival. Dividends have been 
consistent at 25 per cent for the last four years, and the 
share is selling at quite a bargain, going by the low 
price-to-earnings (P-E) multiple. 
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Another small, single-brand, B-group company 
that sells an interesting assortment of niche prod- 
ucts. Fem has played pioneer in several niches—all 
broadly in the skin and personal care market. 
Famous for its liquid soaps, skin lotions and 
bleaches, the company has just emerged from 
losses into profits. This, and the prospect of com- 
petition from big companies, makes this stock 
somewhat riskier than others. The decision, of 
course, is yours. In the first quarter of this year, 
Fem's revenues are up 18 per cent, and the com- 
pany has declared an interim dividend—after a 
five-year gap—of 25 per cent for the year 2004-05. 
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Risk, used well, is not a four-lettered word. sy suicea nava 


UMAN EVOLUTION DESERVES 
H* blame. For the perpe- 

tuation of the species, it 
devised a biological difference of 
gender. It gave males the go-ahead 
on risk, while reserving for females 
the most admonishing glower 
known in XX-chromoland. 

Or so says a popular theory that 
goes to the zygotic origins of human 
existence to explain observable be- 
haviour in the real world. Men, by 
nature, don't get pregnant. But 
women, by nature, bear babies— 
so they are less inclined towards 
taking risk. Wait—hold that clench 
awhile. This, say researchers, has 
been the case down the ages, long 
before television dinners. 

While men braved whirlwinds 
and wild scuffles to do what they're 
gender-programmed for, which is 
maximising the chance of their 
genes' transmission via multiple 
low-worry liaisons, women tried to 
meet the same strategic objective 
of genetic immortality by being ex- 
tremely choosy—and thus cau- 
tious—about who they let give them 
a prolonged encumbrance (of at 
least nine months). | 

That's how it all started. And as 
human life grew more complex, 
this gender-derived attitude found 


expression in more and more 
spheres of activity. Men played 
roulette, women baked cakes. Men 
went to the moon, women sighed at 
it from balconeys. Men went sky- 
diving, women... hey, wait-a- 
minute, what's that up there? 


Biology Is Not Destiny 

All that baby logic might be fine 
for baby making, strictly (if even 
that). Times have changed. These 
days, thinking of biology as destiny 
is not just a moral outrage, it is 
downright foolish. And not just be- 
cause of the pill. 

Attitudes to risk, socially condi- 
tioned for centuries, have finally 
begun searching for rational justifi- 
cations. Think of money. 

One, wanting it won't make you 
pregnant. That's for sure. Two, a 
mere man-made ‘means of ex- 
change’, you need not devote your 
whole being to it. A setback is just 
that, a setback. And three, the riskier 
your investments, the more money 
you potentially make. High risk, 
typically, spells high returns. All 
this is good news for femalehood. 
For it adds up to a good case for 
taking on more risk. 

Women need more money than 
men, too. By and large, women 


earn less and live longer than men, 
all other conditions being equal. 
Just to set that equation straight, 
your investment strategy would 


need to be bolder. 
Rational Risk 


When is risk rational? When vou 
think in terms of expectations. 
Nothing biological, though. If your 
expectation of a pay-off is bigger 
than that of a loss, the bet is worth 
it, whatever the risk. 

What is this ‘expectation’? It is 
your prize on victory multiplied by 
the probability—on a scale from 0 
to 1—of this happening. If you are 
to get Rs 100 on winning a coin 
toss, which you have half a chance 
of getting right, your expected gain 
is Rs 50. If you are to lose Rs 70 on 
losing the toss (again, a ‘high risk’ of 
0.5), your expected loss is Rs 35. 
The difference is your net expecta- 
tion: a net gain of Rs 15, in this 
case. It's worth the toss, right? 

What if the stakes were bigger? 
Think about it. 

Sure, making precise probabil- 
ity estimates is devilishly difficult 
in the real world of investments. 
But the point is: risk can be taken 
rationally. It pays. Risk, a dirty 
word? No longer. @ 
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HOT JOBS 





for Women 


There are some industries 
where women are making 
their presence felt. Here are 
five of them. av sanan p.v. 


ET'S GET THIS STRAIGHT RIGHTAWAY. FEW 

employers, at least the better ones, go out 

recruiting with the idea of hiring only fem- 

ale—or, for that matter, male—employees. 

They go out looking for the best available tal- 
ent, and if it happens to be a woman, so be it. That said, 
there are some industries that women are especially 
drawn to. Like rr and rres, pharma and biotechnology, 
advertising-marketing-media, market research, and 
financial services. Conservative estimates suggest that 
between 20 and 25 per cent of the white-collar work- 
force in the five industries is made up by women, up 
from around 10 per cent as recently as the 1980s. A 
dipstick survey of the country's two biggest online 
job portals shows that the number of educated women 
wanting to join the labour force is soaring. For in- 
stance, out of the two lakh vacancies (mainly services 
sector) filled up via Naurki.com last year, 70,000 were 
by women. As recently as four years ago, the number 
was just 25 per cent. Arun Tadanki, CEO of Monster.com 
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Sectors 





IT & ITES 


One out of every five employees in the 
twin sectors is a woman. Reason? 
Women are increasingly opting for 
computer training. And thanks to flexi-timing, 
ITES boast a 1:1 gender ratio 


(India), the bigger of the two job portals, confirms 
the trend. He says that a quarter of the 31 lakh resumes 
in his database are of women. 

The reason, of course, is socio-political and eco- 
nomic. With concepts like gender equality and eco- 
nomic independence gaining currency in India, more 
and more women are entering the workforce. Not 
surprisingly, female literacy levels have risen to 54 
per cent (as per 2001 census) from 40 per cent in 
1991. The enrolment of women in higher education 
and professional colleges has also gone up from 33.3 per 
cent (of total enrolment) in 1991 to about 40 per 
cent in 2001. “This literacy drive coupled with the IT 
revolution have made Indian women attain a certain de- 
gree of cultural and economic independence,” notes R. 
Rajalakshmi, Director, Software Technology Parks of 
India in Chennai, who recently conducted a study on 
the new phenomenon of women in the IT profession. 

According to Rajalakshmi's study, the sector where 
employment of women is growing the fastest is IT & 
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FINANCIAL SERVICES 


It's a no-brainer, really. 

Banks and financial services 
companies offer a gender-neutral 
work environment. The regular work hours 
Suits women too 





ITES, an industry not more than two decades old (ITES is 
barely five years old). Consider this: of the 12 com- 
panies surveyed in Rajalakshmi's study, nine have a gen- 
der ratio between 1:2.5 and 1:5. For instance, 45 per 
cent of the workforce of Infosys’ BPO, Progeon, is 
made up by women, 40 per cent of L&T Infotech’s, and 
25 per cent of TCs’ and Polaris’, Other companies like 
Infosys, Wipro, HCL Technologies, Sun Microsystems, 
and Oracle India employ one woman for every five 
men. But it’s the fledgling BPO industry that has the dis- 
tinction of employing the maximum number of (white- 
collar) women. “Despite the night shifts and the dem- 
ands of dealing with US-based customers, the BPO 
industry has a gender ratio of almost 1:1,” says Tadanki. 

What attracts women to the industry? *ITES is a 
people-oriented business. Women have strengths in 
handling people, mentoring, counselling, even multi- 
tasking. It is a psychological warfare and women are ex- 
tremely good at it," says Nandita Gurjar, Progeon's HR 
head. Her peers in the pharma and biotech sectors 
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A. PRABHAKAR RAO 


PHARMA & BIOTECH 
In India women account for 11 per cent 
of the R&D talent pool. And in Big 
Pharma, women account for a fourth 


of R&D workforce. Their creativity and 
analytical skills makes them attractive recruits 


seem to agree with Gurjar's assessment. “Women are 
typically credited with creativity and orientation to 
see patterns in data," says Udbhav Ganjoo, Director 
(HR), Ranbaxy Laboratories, where women comprise 18 
per cent of the total headcount, while the R&D division 
has a higher 25 per cent share. 

It’s easy to see why women prefer the knowl- 
edge or services sectors. Typically, HR practices in these 
industries are more progressive than in, say, the au- 
tomotive or chemicals industry. There's very little 
of the blue-collar component, and many employers in 
these sectors offer flexible hours and remote working 
opportunities. Such factors appeal strongly to women, 
who have a harder time striking work-life balance than 
men. From an employer’s point of view, hiring 
women (given that everything else is equal) is a smart 
strategy. Although there are no studies proving so, 
most HR heads will tell you that women are infrequent 
job hoppers and more loyal than men. And since 
they are less aggressive than men, their decision- 
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Historically, women have gravitated towards 
this industry, attracted by its glamour, and 





parts of the business—media planning and buying, and 


client servicing, for instance—are dominated by women 7 
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ised area (it requires 
^ qualifications in marketing and 
psychology), and it also requires patience, 
understanding, empathy and the ability to make 
that intuitive leap. Need we say more? 





a 


making is also more thought out. 

The job market, however, isn't the easiest of animals 
to understand. A host of complex factors—including 
industry performance, global trends, industry prac- 
tices, among others—determines the flow of talent 
and remuneration. What's easy to see is that women are 
increasingly becoming a bigger force in wealth creation. 
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men are from Mars and women from 
Venus. then managing an organisation where 
one out of three employees is a woman must 
be a nightmare, right? Wrong. All it takes IS 
greater understanding and flexibility. 

Just ask Biocon. BY VENKATESHA BABU 


VER THE LAST FOUR YEARS, THE BANGALORE- 

based biotech company, Biocon, has lost a 

mere 2 per cent of its workforce annually to 
rivals or retirement. But that's not the interesting bit. 
Majority of the people who've left the 26-year-old firm 
have been men. Women, who make up a stunning 30 
per cent of Biocon's payroll of 1,400, just don't seem 
to want to leave Biocon. “A married woman with kids 
rarely leaves us,” says Nirupa Bareja, Group Head (HR), 
Biocon. “They are the safest and most productive 
employees we could ask for.” 

So how does Biocon, which does not consciously 
hire female employees, do it? Not by going out of its 
way to treat its women employees preferentially, but by 
merely being sensitive to their special needs. That 


It's no cake walk: Biocon's Nirupa Bareja 
spearheads the company's HR initiatives 








should be easy. After all, Biocon was founded, and is still 
headed, by a woman: Kiran Mazumdar-Shaw. For 
example, four years ago, when Mazumdar-Shaw heard 
that the reason why a talented woman employee was leav- 
ing was the lack of a creche, she immediately had one set 
up. The employee stayed back. Today, the creche, free 
of cost to all Biocon employees, also hosts for a fee chil- 
dren of employees of neighbouring companies such as 
Infosys, Wipro, and Narayana Hrudayalaya. **Pro- 
ductivity actually improves because the mother can go 
in and see her child any time she wants," says Bareja. 
"Otherwise, imagine having a sick child back home and 
being worried about it all the time.” In fact. that was 
one of the key reasons why a senior scientist from a 
Delhi-based pharma major agreed to Join Biocon. 
To build camaraderie among its female employees, 
the company offers an internal portal called Biowoman. 
This has several information posts and discussion boards 
on issues relating to female health. That apart, Biocon 


Corporatising childcare: The day care centre was one of 
the reasons a Delhi-based scientist agreed to join Biocon 
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Multi-tasking: Women are a large part of Biocon's research army 


organises an annual health camp for all its employees, 
including women, and as a matter of routine, women 
employees working late get a drop home. On the 8th of 
March every year—it is the International Women's 
Day—women employees are presented with a rose 
and a card each. “They are made to feel special, and it 
is a male co-worker or the immediate superior who 
presents the card to them,” says Bareja. 

Apart from being more stable employees, do women 
bring any special skills to their job? Bareja thinks SO. 
According to her, Biocon has found them to be better 
at multi-tasking. Little wonder then that in areas like 
research and development, testing, and clinical trials. the 
percentage of women is higher than the companywide 
average of 30 per cent. Marketing, however. is one 
area that has one of the lowest proportion of women 
employees, although the eight-member sales depart- 
ment consists entirely of women. 

Surely, there must be a flipside to hay ing so many 
women employees? Yes, says Bareja. “It sounds clichéd. 
but most women tend to be extra emotional. It has been 
our experience that they are very sensitive to criticism. 
It requires tact to handle them." She recalls an incident 
where the company found a woman employee's produc- 
tivity drop dramatically in a matter of months. A bit of 
probing revealed that her poor performance at work was 
due to personal problems. Biocon not only counselled 
the employee but also spoke to her family members. 

At the end of day, Bareja says, it's good HR prac- 
tices that pay. Every employee, be it a man or a 
woman, needs to be handled differently. It is just that 
if you have a greater percentage of women in your 
workforce, it is a good HR strategy to be a little 
more understanding and responsive. 
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TEAM DYNAMICS 


To Buddy Up Or Not 


How buddy-buddy do you get with male co-workers? Women advise. BY AMANPREET SINGH 
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Unisex camaraderie: Leo Burnett's Jayshree Sundar (second from right) believes there's a foolproof way to achieve it 


ONILA POKHARIA, VICE 
President, Operations, EXL 
Services, has a simple work 

dictum. “Walk into the office,” she 
says, “and park your gender out- 
side.” Easier said than done, buddy, 
even today. Women, you may have 
noticed, are women. And men are 
men. In most teams, women are 
outnumbered. This throws up a 
female dilemma. Get too pally with 
co-workers, and you risk giving 
people the wrong idea. Stay too 
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aloof, and you lack team spirit. 50 
where does one strike the balance? 


Backslapping Qualms 

Jayshree Sundar, Executive Director, 
Leo Burnett, and a key force be- 
hind the Congress’ ‘Aam Aadmr 
ad campaign, draws on 18 years of 
work experience to put the issue 
in perspective. “It’s hard to walk 
into a meeting and start backslap- 
ping my male colleagues, as it gets 
misconstrued,” she shrugs, making 


a dual point of sensitivity to others 
and her own dignity. It was many 
years ago, as a 24-year-old man- 
agement trainee at Lintas, however, 
that Sundar first gave definition to 
her own ‘space’. It’s a sense of res- 
erve that hasn’t let her down. 
Similar clarity can be had from 
Namrata Thawani, Lead Consultant, 
Stanton Chase, whose no-nos fly 
thick and fast. “You can’t afford to 
be a prude, but you can’t be too 
familiar with one person,” she says. 


VUHAW NVAIA 
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"Also, you can't mentor a young male 
colleague or you set tongues wagging, 
but then you can't be too distant." 
Phew! Quite a juggle. 

Moderation, then. But what if you 
must perforce err one way or the other? 
Sudipta Sen Gupta, Head, Marketing, 
Café Coffee Day, would *much rather 
be thought of as a prude rather than 
somebody indulging in gossip". This 
has been classic advice for women in the 
corporate world for decades. Some 30 
years ago, Rekha Seal was the first 
woman graduate trainee to join Tata 
Steel after graduating from Banaras 
Hindu University in electrical engi- 
neering, and she would find herself 
"standing in a corner in officers’ parties 
where they would come with their 
wives". Flash forward to Sen Gupta, 
who started working eight years ago, 
and goes by similar rules: “I don't go 
out for drinks with everybody, and am 
constantly on my guard." 


Hang-Up Freedom 

Yet, notions of good work equations 
and cohesive team dynamics—indeed, 
of what is avant-garde—keep changing 
all the time. And all the more so in 
‘young’ industries such as business 
process outsourcing (BPO), where the 
emphasis is on getting rid of hang- 
ups. Pokharia of EXL, for instance, 
"won't think twice before stepping 
out with clients for drinks", even if 
she's the sole female around. She even 
gets offended when men apologise for 
a risqué joke, for that implies an inhi- 
bition on her part. But then, as she 
figures, she may not be quite the typi- 
cal female, having been something of a 
"tomboy" all her life. 

Gender neutrality, in fact, is the 
unspoken assumption at most corpo- 
rates. No wonder so many women are 
faced with the peer pressure of 'group 
bonding'. Teams, goes the thinking, 
should operate as teams—with every- 
one on a common wavelength, regar- 
dless of gender. Don't women end up 
trying too hard to be ‘one of the guys’? 
Pokharia concedes that women do 
"step out of their natural selves to 


break into that exclusive club". For 
some, this takes the form of behaving 
just as they would, at their jobs, if they 
were male, buddies ’n all. All so often, 
men too want their female colleagues 
to be ‘cool’ (like them, that is). 

But this could fail if it involves an 
unnatural degree of pretence. “Women 
have to cloak their natural reactions,” 
complains Sen Gupta. Also, so long 
as men have male hang-ups, why ex- 
pect women not to have their own? 
Neutrality sounds nice, but gender- 
consciousness won't vanish easily. The 
result: women still find themselves 
watching their behaviour. 


Encoded Worklife 

Just what code of personal behaviour 
to adopt is never simple, and it could 
differ from office to office, person to 
person and circumstance to circum- 
stance. For Pokharia, neutrality is the 
crux: "You have to react to situations 
as a person and not as a woman." 

Dress decorum, however, is im- 
portant for Seal, 55, who works as an 
ethics counsellor with Tata Steel. 
"You can't lead men on and then 
scream for help when you can't han- 
dle it," she says, bluntly. Women need 
to be aware of all sorts who inhabit an 
office. Also, to be taken seriously, it 
helps to project a picture of self-assu- 
red composure. 

Don't make a big deal of things, 
advises Sundar, and *don't wear your 
emotions on your sleeve". Sen Gupta 
too believes in the judicious use of 
emotions: for, strangely enough, an 
angry man is seen as strong and an 
angry woman as weak. Her advice: 
be pragmatic. Thawani has also lived 
and learnt. Earlier, she would *turn 
red in the face when embarrassed 
by comments", but has crafted a 
calm set of policies for herself since. 
She does not, ever, let male col- 
leagues cry on her shoulder, lest 
things get messy. Professionalism is 
her byword. *There are no friends," 
she says, *only colleagues." And col- 
leagues can tune themselves to a 
wavelength just as well. 





Í Bliss in matrimony: Like Samir 
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SPOTLIGHT 


Parikh, you could be of help 


F YOU'RE A KEEN 
observer of relation- 


: Ships, and of the 

: pressures they some- 

t times get under, you 

: might want to become a 


: marriage counsellor. It's 


a growing market, you 
must surely have no- 
ticed. Apart from a high 


: degree of social sensitiv- 


ity, what you need is an 
education in psychiatry 


: Or clinical psychology or 
t a course in family/marital 
: therapy, according to 

: Samir Parikh, Consultant 


IIl "atat 


Psychiatrist at Max 
Healthcare in New Delhi. 


: But this is not about 


playing your friendly 
neighbourhood agony 
aunt, warns Parikh, as 


there is a “difference be- 
: tween role models and 


*-- 
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experts". The good 

news: couples are 
realising that it's quite 
okay, indeed quite worth- 
while, to visit a profes- 
sional shrink should the 


: need arise. You could 
: eam a tidy three-figure 


; sum per session. 
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COUNSELLING 


HELP 
TARUN! 


| am a 28-year-old CA working with a multinational 
shipping company as a senior officer for the last two-and- 
a-half years. While | believe | have always done well in 
this job, yearly appraisals seem to speak the contrary. | 
have never been promoted or given a raise. | joined 
this company as a fresh graduate and got my CA degree 
only recently. Other fresh CAs, however, have joined the 
company as assistant managers and are being paid almost 
double the salary that | am paid. | cannot understand the 
reason behind this discrimination. | do not want to 
work at a much junior level with the same qualifications 
as my seniors. What should | do? 

Quit. There could be only two reasons for your being 
in this situation. One, you have a misconception 
about your performance. Since appraisals do not seem 
to agree with your opinion, you should unbiasedly re- 
view. your performance once and try to improve on 
weak areas, if there are any. Two, the company still 
perceives you to be a non-CA since you joined as one. 
In either case, things are not likely to change soon. 
Taking up a new job would allow you to make a 
fresh start. Also, you must realise that by just adding a 
qualification, you do not get promoted—your role and 
responsibility has to change as well. 





| am a 32-year-old commerce graduate working as a 
teacher for the last five years. | could not go in for further 
studies after graduation on account of financial constraints. 
| want to switch to the corporate sector now. However, | be- 
lieve that | need to go in for further educational qualifications 
if | want to enter the corporate world. What courses should 
| opt for given that | am interested in computers and eco- 
nomics? Would my age be a hindrance? 

A computer related course could come in useful for get- 
ting a good job in the corporate sector. You could do 
a course in computer programming and work in the 
systems department of a finance firm. You could also 
attempt an ICWA or a CFA, which are distance learning 
programmes. All these will help you get into the cor- 
porate sector. If you have the time and inclination, you 
could also go in for a CA degree. 





| am a 27-year-old electronics graduate with computers as 
an additional major. Recently, | got admission into MSc. 
(biotechnology) at a good university in Maharashtra. | want 
to pursue drug designing as a career once | complete my post 
graduation. | have also decided to do a year's diploma in 
bioinformatics later. However, | am worried that by the time 
| complete my studies, l'Il be considered too old for good po- 
sitions in leading pharma companies. What should | do about 
this—should | quit the idea of completing my post graduation 
and start work immediately? 

If you want to work in drug design, | am afraid that 
without a degree in pharmaceuticals or medicine, it 
would be difficult for a pharma company to hire you. 
So if you are keen on drug design, you need to do the 
biotechnology course. However, | must warn you 
that drug designing is a team process and often takes 
years of painstaking work. In addition, it is not really 
as glamorous a job as people perceive it to be. Also, 
there is not too much basic designing done in India and 
opportunities are limited. So before you begin with 
your masters programme or go ahead with a course in 
bioinformatics, you would do well to be Honpueey 
sure of what you are getting into. 


| am a 27-year-old engineer working with a navratna PSU 
for the last three years. Though | am paid well here and 
have also been appreciated for my performance, | want to 
quit and start work in a leading MNC. The reason is that | 
am interested in marketing, and this job is nowhere close 
to that. Should | go in for an MBA at this stage? Or should 
| start looking for a job in marketing right away without 
going in for further education? | would like to add that | do 
not want to compromise on the salary, though. What 
should | do? 

An MBA would be a good idea at this stage since you are 
only 27. While it would sharpen your skills in mar- 
keting, it would also enhance your career prospects. In 
addition, an MBA would broaden your scope in that you 
could look at a wider variety of sectors to work in. The 
salary will be commensurate with your qualifications 
and skills, so keeping an open mind would help. 


Answers to your career concems are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 
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Glass Action 


Not all glass-ceiling grumbling is justified. 





That discreet divide: Are you just seeing things? 


RY IT. HEAR OF SOME DEVELOPMENT, SIGH, AND 

mutter ‘glass ceiling’. In the company of female co- 
workers, it has its effect. You get a round of sighs. But 
at what point does the very term ‘glass ceiling’— 
coined to denote the alleged barrier that keeps women 
from ascending the corporate hierarchy—become a 
self-fulfiling stagnation prophecy? 

On paper, all the time. ^Opportunity and expectat- 
ions at work are independent of one's gender," says 
Ashok Reddy, MD, TeamLease, echoing the ‘correct’ 
line. Yet, women testify that the glass ceiling exists. 

It's wise, then, to watch out for false calls. . .insta- 
nces that have nothing to do with that ceiling, really. 
According to Nandita Gurjar, vP and Head (HR), 
Progeon, there are times when women opt out of the 
race themselves, and their productivity dips in 
comparison with male colleagues. Expecting to keep 
up, then, is irrational. “After all," she says, “a woman 
can't have her cake and eat it too." Also, men often 
make special concessions for women—dropping 
them home late nights, for example—and this isn't 
because they see a gender deficiency, adds Nirupa 
Bareja, Head (HR), Biocon. So be clear. 

SUPRIYA SHRINATE 





The empress' new office: Just when she thought it's safe 


If women were to redesign offices... 


F YOU CANNOT ADJUST," SAYS URMIL SHARMA, SENIOR 

Consultant with SSA Global (India), flatly: "it's 
your problem." Yet, some talented women confide 
that they have actually rejected good jobs because of 
excessively *male-oriented' office design. So how 
would an office become less so? Here's the wishlist. 
m Secluded high-hygiene washrooms: would be in- 
sulated from any prying male eyes. Also, “Women 
need a bit more space than men do," says Maha 
Siddiqui, a reporter with Doordarshan. 
m Medical rooms: to be equipped with emergency 
sanitary-wear and special medicines. Foot-rest stands 
for pregnant women would be nice, too. 
m Female cubicles: would be designed to offer pri- 
vacy. "With men sitting too close, even stretching 
can be a problem," complains a copywriter at a 
Delhi-based ad agency. 
m Male cabins: ves, to be redesigned too, with glass 
panels. "All office cabins must have glass doors so ever- 
yone can see what's going on inside," says Rajashree 
Kale, Engineering Manager with a software firm. 
8 Creche: on the premises. With trustworthy 
childcare specialists. @ 
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To Apply to these Jobs: Log on to www.jobsahead.com and type the Job Code 


tOJECT MANGERS 

‘al Craft Designs Pvt Ltd 

: need Project Mangers who are good at leading the team and 
5tivating them for a given task. He/She should be also be re- 
onsible for deliveries, and should be good at Java & J2ee. Job 
»de: 614225 


PPLICATION DEVELOPMENT TEAM LEAD 

aintec Technologies Pvt. Ltd 

e require a Development Team Leader. Applicant should have 
od knowledge of |2EE applications and strong analytical, de- 
m and creative problem solving skills. Job Code: 614827 


JFTWARE ENGINEERS - VC++ 

itni Computer Systems Ltd 

cumbent should be an engineering graduate or masters in sci- 
ce or equivalent, with first class. He/She should possess strong 
idership skills coupled with excellent communication and coor- 
yation skills. He/She should also have at least 2 years of relevant 
yrk experience in VC++. Job Code: 614965 


ECH LEAD-SAP 

iad Infotech Pvt Ltd 

e are looking for SAP Professionals. Incumbent should have 
owledge of NetWeaver and should be proficient in JAVA /]2EE. 
b Code: 614993 


ALEAD 

ifanet Solutions 

e looking for a QA lead in testing. Incumbent should have 
impleted BE Computer Science with excellent exposure in qual- 
. Job Code: 615177 


Ambitious enough to be 
Officer? 


Don't miss the starting gun. 


Chief Technology 


PROJECT MANAGER - IC-HRD-A02 

India Comnet International 
We require a Project Manager. Incumbent should be strong in 
Unix, C, PL/SQL /Pro C or any RDBMS. Good communication, 
people management skills, and experience in quality processes 
and standards are a must. Job Code: 609243 


WEBMETHOD TEAMLEAD-SAC-02 

Aceon Tech e Services India Pvt. Ltd 

Incumbent should be BE or MCA with more than 6 years of 
experience with at least 3 years of experience in WebMethods 4.6 
and work experience on trading networks. Experience in Java/ 


J2EE will be a plus. Job Code: 609595 \ 


TECHNICAL LEAD - EMBEDDED DEVELOPMENT - 
C/ VXWORKS/ L2 

Niranthara Solutions 

This opening requires a technical leader. Incumbent should be a 
BE/B.Tech/ME in Computer Science with good knowledge of 
C, RTOS, Vxworks, embedded, L2, L3, protocol and clearcase. 


Job Code: 610296 


URGENT! OPENING FOR TESTING LEAD IN 

HYDERABAD 

Holool India Limited 

Incumbent should have knowledge of database servers and 

should be able to write and run automated test scripts and trouble- 
shoot to identify causes of failures. He/She should have experi 
ence in system testing tools and excellent release, configuration 
and change management skills. Job Code: 610327 

TEST LEAD - SECURITY TESTING 

Kanbay 

Applicant should have experience incorporating security principles 

during software development or application security testing. He/ 

She should be familiar with security testing for web application 

vulnerabilities like SQL Injection etc. Job Code: 551580 
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»CCOUNTS & ADMIN EXECUTIVE 

dia Prepaid Services Pvt, Ltd. 

acumbent should be a bachelor in commerce and be able to 
randle branch accounts and administrative activities independently. 
x00d working knowledge of Tally and MS Office is required. Job 
Sode: 615649 


TORES ACCOUNTANT 

IJN Hotels Ltd 

he store accountant will be responsible for store maintenance, 
laintenance of material, minimum level and maximum level, 
rdering product on daily basis - food positions items. Job Code: 
rot. 

'EPUTY MANAGER FINANCE. 

irtusa India Pvt Ltd 

icumbent should be MBA/ACS from a tier 1 business school / 
emier institute and should be able to present reports to the 
anagement on trending of various costs of competitors. Should 
sentially be a Chartered Accountant (CA). Incumbent should 
ve 2 to 3 years of managerial experience. Job Code: 607614 


“COUNTS EXECUTIVE 

ternational Travel House Ltd 

üs opening requires the candidate having good knowledge in 
sic accounting entries, reconciliations of bank, branches, and debt- 
» He/She should be familiar with cash handling, stock mainte- 
ace and audit functions. Job Code: 604731 


LLING AND COLLECTIONS EXECUTIVES 
berBazaar (I) Pvt. Ltd. 

umbent will be responsible for handling billing and collections 
"ustomer accounts, preparation of MIS reports and coordina- 


t with accounts with regard to cheque receipts, part payments, 
S etc Job Code: 596399 
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FINANCE - INVESTOR RELATIONS 

SASKEN Communication Technologies Limited 

We require a finance professional. Incumbent should have experi- 
ence in Investor Relations. Applicant should have an understand- 
ing of tree structure and layouts in People Soft and advanced 
knowledge of excel, analytical skills and basic knowledge of offer- ` 
ings in terms of products & services. Job Code: 591323 


ACCOUNTS & LOGISTICS- INCHARGE 

WeP Peripherals Ltd 

Applicant shall be responsible for managing logistics & accounts 
operations for a particular region. Should be good at multitasking, 
prioritising with sound knowledge of the field of specialisation, 
Job Code: 589391 


ACCOUNT TECHNOLOGY SPECIALIST 

Microsoft SMSG Delhi 

This opening requires a professional with a strong technical back- 
ground and more than 5 years pre-sales and technology experi- 
ence. Applicant must have experience in the professional services 
industry. Job Code: 587410 


CHARTERED FINANCIAL ANALYST 

BJN Hotels Ltd 

Incumbent should be CA / CS / MBA Finance with strong expe- 
rience in finance. Applicant will be responsible for corporate plan- 
ning, risk assessment and financial modelling etc. Job Code: 
603412 


MANAGER - CREDIT CONTROL 

Sobha Developers Pvt. Ltd. 

Applicant must be a Chartered Accountant with 5--10 years expe- 
rience in management of sundry debtors, receivable management, 
MIS etc. Job Code: 586146 


How long will you wait to be 


Finance Head? 
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Mt 
E USINESS DEVELOPMENT EXECUTIVE/MAN- 
AGER - SAP (ERP) ACCOUNT MANAGERS 

J K Technosoft 

We require an executive for Business Development. Applicant 
should have in depth experience in SAP (ERP) Sales and should 
have excellent communication and presentation skills. Job Code: 


613118 


EXECUTIVE / SR. EXECUTIVE - SALES & MARKET- 
Scape Velocity, Inc 

Incumbent should have. experience in solutions sales through 
offshore marketing. Applicant should possess excellent commu- 
nication . Job Code: 608851 


PROJECT SALES 

/Computech Enterprise Solution 

“This opening requires Sales Professionals. Incumbent should have 
3-8 years of sales experience in the IT Industry (ERP & eBusiness) 
_ for India & South-East Asian markets. Incumbent must have good 
"knowledge on software technologies and implementation meth- 
odologies. Job Code: 606351 


_ CALL CO-ORDINATOR 

. Network Solutions Ltd 

, Applicant must possess excellent communication skills. Applicant 
"will be responsible for co-ordination with client, preparation of 
" quotation, follow-up with customer, handling enquiries, coordi- 
— nation for training programs. Job Code: 601010 
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_ INTERNATIONAL MARKETING ASSOCIATES US 
MARKETS 

. Radiant Infosystems Pvt. Ltd 

Incumbent should be B.E/ MBA or any graduate with good com- 

munication skills. He/She would have to work on private sector 

— marketing. Job Code: 602605 
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Get a head start in the race to be 


Chief - Marketing. 
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m" To Apply to these Jobs: Log on to www.jobsahead.com and type the Job Code 


RULERS ARE CALLED SALES MANAGERS IN MET 
LIFE 

Metlife India Insurance Company Pvt. Ltd. 

We are looking for a Sales Manager. Incumbent will work towards 
improving sales, team building, relationship management and 
target orientation. Applicant must possess excellent communica- 
tion skills. Job Code: 600061 


ASSISTANT SALES MANAGER 

CyberBazaar (I) Pvt. Ltd. 

The ideal candidate must be a graduate or a post graduate with 3 
to 5 years of experience in selling hospitality, financial, banking 
securities, S/W and IT services. Job Code: 596446 


SALES MANAGER 

Wenger and Watson INC  . 

Incumbent will be responsible for promoting the value of thei 
technology and facilitating the purchase of Pervasive's product 
and services by Independent Software Vendors (ISV), Origin: 
Equipment Manufacturers (OEM), Systems Integrators (SI) et 


Job Code: 596710 
SENIOR EXECUTIVE - BUSINESS DEVELOPMENT 
Quest 


We require an executive for Business Development. Incumbe: 
will be responsible for managing existing clients and initiatis 
new contacts / prospects in the India market. Going forward hı 
she can get an opportunity to handle overseas clients as well. Jc 


Code: 594806 


RETAILING SALES EXECUTIVE 

H R Axis India 

Applicant has to work at stockiest place and report every day 
head office regarding the activities. Incumbent will work on a ci 


sharing basis with the dealer. Job Code: 595122 
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To Apply to these Jobs: Log on to www.jobsahead.com and type the Job Code 


CEO 


FCM Counsellors Private Limited 

ncumbent should be B.E in any discipline with an MBA from a 
"eputed institute. Applicant should have experience in the 
readymade garments industry or similar industries using various 
different raw materials & making finished goods as per customer's 
specification. Job Code: 598688 


GENERAL MANAGER - AEROSPACE 
Infotech Enterprises Ltd Hyd 
We require a General Manager. Incumbent should be BE/B.Tech 


with experience in general management to handle a large group of. > 


engineers. Should have worked in the aerospace industry prefer- 
ably in ait frames (wings/ fuselage, etc.) Job Code: 571905 
, 


SR. MANAGEMENT CADRE FOR CORPORATE 
AFFAIRS 

inlage HRO Services Pvt. Ltd 

ncumbent will be responsible for relationship management with 
;overnment officials, politicians and civic societies and correspon- 
lence with various consumer associations, NGOs and political 
'odies for community development. Job Code: 556212 


IEAD — ANALYTICS 

Gate Global Solutions 

ipplicant must have 15-20 years of experience preferably in a risk 
danagement function of an international bank or financial institu- 
on (retail area). He/She should have excellent subject knowledge 
f analytics. Incumbent must have experience in managing a team 
Fat least 25 members. Job Code: 556986 


[EAD - OPERATIONS 

PORT GLOVE INDIA LTD 

€ require Head - Operations. Applicant should be BE/B.Tech 
ith excellent exposure to good manufacturing systems like TOM, 
?M, LEAN etc. Incumbent should have experience in a rubber 
tch manufacturing unit. Job Code: 557266 


Step into the shoes of 
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Managing Director. 
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QUALITY HEAD 

eQURA 

This opening requires a candidate having excellent organizational, 
communication, project management, and interpersonal skills. 
He/She should have the ability to manage large teams and work 
in a dynamic environment. Job Code: 599021 


ESRI PRACTICE HEAD 

Infotech Enterprises Ltd Hyd 

This Opening requires at least 10 years IT experience. Profession- 
als with 5-7 years of experience in ESRI may apply. Incumbent 
should have experience with onshore/offshore delivery models. 
Job Code: 555291 


BROADBAND PROJECT MANAGERS/DIRECTORS 
CodeSoft India 

Incumbent should have working knowledge of routing proto- 
cols like BGP/EIGRP/OSPF, MLPS network implementation, 
traffic engineering/QOS. Applicant must have experience on large 
network design spanning across multiple locations. Job Code: — 
599748 


PROJECT MANAGER: WEB TECHNOLOGY 

Synova Innovative Technology Pvt. Ltd 

We require a Project Manager. Incumbent should know the SDL 
processes and must have worked in a CMM Level 4/5 organisatio 
with excellent communication skills. 

Job Code: 595939 


BUSINESS PRODUCTIVITY ADVISOR 

Microsoft SMSG Delhi 

We are looking for a Business Productivity Advisor. This open- 
ing requires a person having experience in business productivity 
solutions. Applicant should have the ability to lead, manage and 
be a key contributor to virtual teams and cross functional pro- 
cesses. Job Code: 587136 
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AKE ANOTHER QUICK LOOK AT 


the portrait on this page of 


William Lever. That paint- 
ing by Augustus John, Britain's fa- 
mously Bohemian portrait painter of 
the 1920s, may never have seen 
the light of day was it not for an 
accident. Lever had commissioned 
John to do the portrait, but after 
having seen the fin al painting when 
it was sent to him, he was so upset 
with the unflattering rendition of his 
visage that he flew into a rage and, 
with a kitchen knife, sliced the head 
off the canvas. And hid what remai- 
ned in one of the rooms of his man- 
sion. Of course, Lever paid John 
in full for his effort. All would have 
been well if a housekeeper at the 
Lever household hadn’t discovered 
the painting with a hole and, 
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Bantam Press 


PP: 328 
Price: Rs 1,078 


unwittingly, sent it back to John. All 
hell broke loose thereafter. With 
an insulted artist, a righteous press 
and an unrepentant tycoon embroi- 
led in an unseemly tussle, readers of 
the more risqué newspapers in 
Britain those days must have had a 
jolly time. The painting, by the way, 
was restored after Lever’s death. 
Anecdotes such as these make 
Adam Macqueen’s biography of the 





son of a grocer who became one of 
the world’s greatest creator of 
brands in the 19th century and, 
quite possibly, the earliest creator of 
a true multinational corporation, a 
good read... a page-turner even. 
Not very many corporate biogra- 
phies (a good number of them are 
officially sponsored, in any case) 
are engrossing. And too many of 
them—even the ones written by 
journalists—are hi agiographical in 
their tone. Macqueen’s is a refre- 
shing exception. That may have 
something to do with the (some- 
what self-promoting) blurb about 
the author. Macqueen, says the 
book’s jacket cover, became a jour- 
nalist only after a career of cleaning 
toilets, packing mail-order baldness 
cures, leading canoeing holidays for 


bt bookend 


teenage drug addicts and a few 
other things that sound (but may 
not necessarily be) cool to have on 
an author's curriculum vitae. 
Lever was a paternalistic indus- 
trialist whose policies and manage- 
ment style pioneered employee 
benefits as they are known today. 
He was also a control freak and an 
eccentric, sleeping for most of his 
life in bedrooms without roofs, ex- 
posing his body and mind to the 
vagaries of nature, come rain or 
snow. At meals, he encouraged his 
associates, including Lever Brothers' 
officials, to chew every mouthful 
32 times and liked to control his 
workers' lives even as he emerged as 
an epitome of employee welfare. 
But more fascinating is the story 
of how Lever used advertising to 
build his Sunlight and other brands 


debis pendet oco pe 
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.... Yet, the Kaushik Basu-edited d. 
Emerging Economy: Performance and 


and of how he expanded the opera- 
tions of his business, first within Bri- 
tain, then in Europe and soon aro- 
und the world. For much of his time 
at the helm of the company, Lever 
was obsessed with control. Some- 
times to paranoid proportions—ike 
when he appointed a private detec- 
tive to find out whether an underling 
who headed the US business was 
slacking off or working hard. 
Macqueen recreates the soap 
wars of the late 19th century when 
newspapers went to town with a 
debate about Lever's ethics in adver- 
tising at a time when London was 
being stalked by the mysterious Jack 
the Ripper. For Indian readers, 
there are some nuggets like the 
heated debate between Lord 
Curzon, a passionate protectionist, 
and Lever, a diehard free-trader, 





INDIA'S 
EMERGING 
ECONOMY 


Prospects in the 1990s and Beyond, is a Edited by 

tour de force in the sense that it effort- Pena 

lessly tackles these issues, especially in their Oxford — - sation, 
h social and cultural context (something most University Press 
. economic treatises tend to ignore). And  pP:318 — 
the 12 chapters boast of some of the coun- — Price: Rs 525 


But in their sebur and 
Economic Reforms as Seen. ^on mn 
Sigg Wal S iA ie in India, 


aboard a cruise ship. Or of how a 
21-year-old architect, Edwin 
Lutyens, was one of the profes- 
sionals that Lever hired to design the 
first township for Leverites in Port 
Sunlight. It would be years before 
Lutyens would design the stately 
buildings of New Delhi or the 
Cenotaph in London's Whitehall. 
Lever's philanthropy is well- 
known, but Macqueen reveals 
Lever's significant tenure as à 
Liberal member of parliament. 
He became an MP in 1905 and 
campaigned for old age pension 
and women's suffrage. 
Macqueen's book takes the reader 
behind the brusque exterior of an 
entrepreneur who built a multi- 
national in his own lifetime and 
fathered modern marketing. @ 
SANJOY NARAYAN 


igal; policy and procedural reforms for 
the financial sector in Monetary and 


Financial Sector Reforms in India. 
For the World Bank trio of Stern, 


Rosenblatt, the 











try's—if not the world's—top academics, 

ut and business thinkers: Amartya Sen, 
— Pranab Bardhan, Y.V. Reddy, Nicholas Stern, and 
N.R. Narayana Murthy, among others. 

If Nobel laureate Sen argues in his typical 
fashion that it is not too much democracy, 
little of it, that is holding up India's growth in his. 
essay, Democracy and Secularism in India, RBI 
governor Reddy makes a strong plea for greater 








abd edita? of this kool: sorties in ie Dit ada, 
“Though there are still innumerable important re- 
forms to undertake, the of the Indian 
economy are probably strong enough to imple- 
sacs edam iy ls 
form and further opening up of the economy.” If 


that whets your appetite, read the book. 


ASHISH GUPTA 
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THE MOST POWERFUL WOMEN IN INDIAN BUSINESS 
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Where the woman of the corporate spe cies hangs S out 
(and lets it all hang out) in India's six largest cities. 










HERE'S ONE CONSTANT IN THE QUALITIES WORKING WOMEN 
insist their kind of place (to hang out) needs to possess—no 
men. Actually, there are three degrees to this misanthropy. 

The first has to do with the physical characteristics of the 
place itself: at a discotheque, for instance, or in a pub that 
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BY Mumbai 

OLIVE 
© - Pae gs ar 
OTHER PLACES OF NOTE: Geoffrey’ S, 
the Czar Bar, Indigo, OnToes, 
Rain, The 80s Bar, The Vie 


Lounge, Poly Esther's, Lush 


166 BUSINESS TODAY SEPTEMBER 26 2004 


EVE-ALONE HANGOUTS — CHICK LIT & CHICK FLICKS 
PREDATOR PROOF — FITNESS 


10 WARDROBE ESSENTIALS — PEOPLE 








li Delhi 
EGO 


OTHER PLACES OF NOTE: 
Turquoise Cottage, 
Olive, Rick's, 
Geoffrey's, Agni 
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lit Hyderabad 


10 DOWNING STREET 


OTHER PLACES OF NOTE: The new iMAX 
Theatre, Bottles & Chimney, 
Underdeck, Our Place, Minerva 
Coffee Shoppe, Deccan Pavilion 











SHOME KASI 


boasts a dance floor single men consider it required of them to pester sin- 
gle women for dances; when women want to be left alone, they almost 
always seem to prefer places that do not have a dance floor. The second 
has to do with the kind of men who populate a place. Delhi’s Ego, Olive, 
Geoffrey’s and Rick’s score because they do not seem to have found 
favour with the brawny crowd that throngs most other pubs in the city. 
Bangalore's Spinn—stags aren't allowed: entry is restricted to women in 
groups and couples—scores for the same reason. That's where Sunita 
Kumar, a 29-year-old software professional heads with her friends 
when she wants some time to herself (away from husband and three-year- 
old daughter). *You can enjoy your drink, nibble at your food, and dance 
the evening away," she grins. “We have a clique that's really into 
karaoke, so the places we head to are Merlin's Bar or Soul Fry or Not Just 
Jazz By The Bay," says Maheep Dhillon, a Mumbai-based director of 
television shows. Dhillon's one caveat: the perfect place is one that just 
lets a woman be. The third revolves around women-only evenings. The 
girl's nights at Mumbai lounge bar Provogue and Chennai watering hole 
Bike & Barrel (Wednesdays) are a big hit. Kolkata's Conclave (a club 
promoted by Harsh Neotia of Bengal Ambuja) has a section called 
Whatchamacallit where women make up more than 90 per cent of the 
members. Hanging out doesn't always have to do with music, liquor, and 
dancing. At the Nail Bar, in downtown Mumbai, Rs 2.000 will get vou 
a nail extension with nail art thrown in, while you sip a coffee, soda, or 
coconut water, and there are enough women who shell out that kind of 
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INCOGNITO 

OTHER PLACES OF NOTE: 
The Hub, Conclave 
(Whatchamacallit) 


i Chennai 
AMETHYST 

OTHER PLACES OF NOTE: 
Bike & Barrel. That's 
limited, but this IS 
Chennai 
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money on an hour snatched from 
work. And at Amethyst in Chennai, 
a lifestyle store located at a 100- 
year-old building that used to be- 
long to the Maharajah of Jeypore, 
working women congregate to have 
a bite at Moca, a café that serves 
organic beverages, and sit in on con- 
certs and book readings that happen 
on the terrace. If that sounds boring, 
try this: for a bit of risqué fun, work- 
ing girls in Mumbai get together, 
identify a venue, raise Rs 10,000 
and hire a male stripper. Business, 
the buzz goes, is booming. 
BY PRIYA SRINIVASAN, 
E. KUMAR SHARMA, VENKATESHA 
BABU. ARNAB MITRA, ANANYA 
ROY AND NITYA VARADARAJAN 
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Never fail to say 
despite the urge to shake 
your head the "un Ni 


ISSUED IN THE INTEREST OF THOSE WHO DON’T READ BUSINESS TODAY 















COWLS AND FROWNS, BAGS, 
mobile phones, pepper spray, 
hair clips, safety pins... 

Just one of the above qualifies as 
a weapon under the Arms Act. 
That's the pepper spray. But women 
are anything if not resourceful, and 
the motley list detailed in the open- 
ing sentence of this article is just a 
fraction of the universe of responses 
to a straightforward question posed 
by this writer of an assortment of 
working women (think, a small- 
time interior designer; think again, 

a hot-shot investment banker). 
Each of these is an effective 
weapon of male dissuasion, the men 
having to be dissuaded, being those 
who consider any woman out on 
her own, fair game. No one, but 
no one can escape the unflattering 
attention of these types. It could 
be a sophisticated drunk on an inter- 
national flight, a roadside gadabout 
who hops into the ladies compart- 
ment of a Mumbai local in the 
nether hours, an overly-interested 
passerby, a stalker, someone seated 
next to you on a bus, train, aircraft, 
even a neighbour curious about the 
single woman in the opposite flat. 
First, there is prevention. Some 
women have a standard set of 
repellents that keep men (even other 
women) at bay. “Wear a frown all 
the time," says Maira Deshpande, a 
Mumbai-based interior designer. 
*Look bad tempered any time of 
day when you are on the road; 
that's the first message you need 
to send out—that you don't want 
anyone talking to you, leave alone 
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All working eves carry WMDs, 
weapons of male dissuasion. 


2004 


messing with you." 

“I travel alone in 
trains and cabs at 
2 a.m., 3 a.m.,” says a 
30-something TV pro- 
ducer. “I am constantly 
on the phone with col- N 
leagues and friends because Y 
that is the only time I get to 
catch up with them—maybe it is 


a defence mechanism but that is % 


what I do.” The list of preventive 
measures is almost endless (and most 
men can’t imagine how elementary 
they can get). A young investment 
banker, for instance, recommends 
that women flying alone opt for the 
window seat. “Never take the mid- 
dle seat,” she says. “You don’t want 
to deal with two men. Pretend to 
sleep the moment the man next to 
you makes more conversation than 
necessary and ask for a change of 
seat the moment you notice your 
neighbour drink too much.” 
Indeed, with travel becoming 
an integral part of work and an inc- 
rease in the proportion of work- 
ing women, more women travel, 
and each has a set of rules. “While 
on tour, I avoid eating alone in 
restaurants, opting for room service 
instead," says a software profes- 
sional. “I make sure I am being rec- 
eived at the airport and if I need 
to take a cab, it is always the pre- 
paid airport service." She pauses 
for a minute mentally ticking off 
the dos and the don'ts. “Of 
course, I take no unnecessary risks 
like going into a local pub or 
discotheque unaccompanied." 


RAJAT BARAN 
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Vues 
The advice 
proffered by women this writer 
spoke to would easily fill this mag- 
azine and then some. “If you are 
staying at a hotel, keep your door 
locked at all times," says one. "Dress 
according to the city you are in," 
says another. “Yell FIRE, not HELP, 
when in trouble," says still another. 
Then, there are the weapons. 
*Even in school I used to carry a 
knife in my pencil box," says a 
Delhi-based woman. “The pencils 
were a proxy." Knives are conven- 
tional weapons; the more uncon- 
ventional ones range from perfume 
bottles (some can get quite heavy 
and inflict great harm) to sharp hair 
clips. “Everybody expects a 
woman's bag to have a bottle of 
perfume," says one lady, explaining 
the logic behind opting for the 
same as a WMD. There's also a real 
weapon, Cobra Spray, now freely 
available in most Indian cities. 
This aerosol spray disables at- 
tackers for at least an hour after it 
is administered. That's just the 
thing for the trigger-happy. 
PRIYA SRINIVASAN 
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10 wardrobe essenti P he.working is 


woman can do without. S555 


T WOULD BE EASY DOING A 10 India, who invari- 
wardrobe essentials listing ably attends office 
for Mr Powerful: dark blue in a simple short- 
or black, and tan trousers, a sleeved salwar 
charcoal grey or navy blue suit, kameez. Reason? 
white shirts, regulation striped She is most 
(or plain) ties, two pairs of shoes, comfortable in it. 
one tan and the other black, polo 
shirts, blue jeans, and sneakers. f^ The sari and 
Doing the same thing for Ms L a the silk Sarl 
Powerful poses some challenges: That's right, the garment is 
there's more to choose from; the now global enough to escape the 
dark blue and tan trousers and ignominy of italics. And it comes | 
white shirts, for instance, could in just behind the salwar as the Progeon's Prerna Tandon: 
be replaced by black, blue, or tan Indian working woman’s habit of Square toes for business meets 
trousers, and white, blue, or pink choice. Cottons work for Prerna PERTON S. TAA 
shirts, salwar kameezs (tight or Tandon, Vice President, Progeon, = ICICI's Lalita Gupte (seated) 
loose pajamas worn under a who insists that Kotas, Sanga- - and Chanda Kochhar: Sporting 
fitted or loose long tunic) of naris, and Mabeslnvaris (all types 2 their evergreen wears 
every conceivable hue, or 23 of saris) spell authority and floral 203 
different varieties of saris; chiffons. freshness and femineity x 
accessories (like wallets) are very (Tandon wasn't the only one to 
much part of a woman's wardrobe pick the chiffons either). And silks 
(it is merely an afterthought in work for Lalita Gupte, Joint 
the case of men); and there's the Managing Director, ICICI Bank 
jewellery bit. We've coped. And (her favourites are Patolas). “Saris 
here are the findings. are the easiest to carry, and they 


never go out of fashion," she says. 


IN 1 


ihe salwar KalTIEEZ 
1 » Once restricted to the north- Parle Agro's 
ern part of the country, this is Schauna Chauhan: 
now the uniform of the working Her everyday habit 
woman all over the country. 
From clerks bussing it to their 
offices in Chennai to senior man- 
agers, even CEOs being driven to 
their offices in Mercedes sedans F 
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in Mumbai, everyone sports 
salwars. Case in point: Schauna 
Chauhan, Director, Parle Agro 


€. 
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3 The black (or dark blue) 
a trouser 

An absolute must. As more than 
one woman executive we spoke to 
said, you can wear it to work, or 
at play. Wear them plain, or with 
pin stripes. Sudipta Sen Gupta, 
the head of marketing at Café 
Coffee Day, says this is the “ab- 
solute essential” in her wardrobe. 


The white linen shirt 
a This goes with the black 
trouser. And you can have as 
many in as many colours as long 
as they are all white. 


The business suit 

s One always-in-the-news 
designer this magazine spoke to 
recommended Indian women 
avoid business suits because “they 
lack the butt needed to carry it 
off”. Still, an increasing number 
of women executives are opting 
for suits. “Smart business suits 
are a must for every working 
woman’s wardrobe,” says Apurva 
Purohit, coo, Times Television. 
"In a competitive world one 
cannot afford to dress any other 
way." Sujatha Visweswara, 
Practice Head (Portals and 
Content Management), Wipro, 
seconds that: she likes to attend 
business meetings in (what else?) 
business suits. Her quirk: she 
prefers suits in 
white and pow- 
der blue as they 






help her “feel fresh". 
Shoes 


6 & a (in at least two 


Shades, black and brown) 


That's the bare minimum, but as 
Purohit puts it, having two shoes, 
one brown, the other black, saves 
her from the "unnecessary 
botheration of having to match 
them". That's not something 
Progeon's Tandon will go with: 
the lady has shoes that match 
each outfit of hers. “Different 
coloured footwear, if kept well, 
can last forever,” she says. 


8 The dirty pink ; scarlet red 

a OF electric blue) shirt 

Any of these make a fashion state- 
ment when paired with blue or 
black formal trousers, and since we 
have put down that item as #3 on 
our list, this surely follows. 


Q The handbag 
a Your everyday 


designer will likely 
recommend two, one in 
brown and the other in 
black. Since, our listing 
has space just for one, 
we'd like to recom- 
mend one, in a 
mixed colour 
(but subtle). 
Go for a mild 
pattern and 
remember 
what Mother 
told you: No 
one ever went 
wrong with a Louis Vuitton. 
How important are acces- 
sories such as this? Very. 
“I do not believe it when 
women say they do not 
change their acces- 
sories with their 
clothes," says Jayshree 
Sundar, Executive Director, 
Leo Burnett. Incidentally, 
her ear-rings always match 
her clothes. 
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Cafe Coffee Day's Sudipta Sen Gupta: 
Life isn't complete without black trousers 


1 0 " bu: 


Some prefer pearls. 
Others can't resist dia- 
monds. Both can be 
worn to work, or to 
formal parties, although 
pearls seem to have 
more to do with board- 
rooms than ice. 


SHOME BASU 





Option: 
Women 
who do 
not wear 
salwars can 
make up 
the number 
with scarves. 
And those who believe 
a laptop case is as 
good a handbag as 
any, with perfumes. 
Actually, the perfume 
is a must for every- 
one, but there was 
no way we could fit it 
into the list without 
cheating. @ 
SUPRIYA SHRINATE & 
AMANPREET SINGH 
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A Little Light Reading... 


and viewing. Books and movies from the chick-lit and 
chick-flick genre no self respecting working woman should miss. 


Ô 


The Devil Wears Prada 


By Lauren Weisberger 
In which young Andrea Sachs goes 





the to work for Miranda Priestly, 
| dev il the editor of Runway magazine, 
ars ~ 
and turns hoops and somersaults 
prada E 


hoping for a recommendation that 
will get her into The New Yorker. 
PS: Weisberger once served as an 


— (1w NaNn : i 
I^ ! — assistant to Vogue editor Anna Wintour. 


[DIARIES 
The Nanny Diaries 

By Emma McLaughlin & Nicola Kraus 
Or how children are reared in 
Manhattan’s Brahmin circles and 
nanny-type workers are treated all 
over the world. Written by two 
former nannies, saved from future 
nannying by the surprise success 


of the book. 


Jane Eyre 

By Charlotte Bronte 

Eyre is the original working girl 
who did her job, retained her 

: independence, got her man, 

' and lived happily ever after. 





Little Women 

f By Louisa May Alcott 

Simple, Jo March is, and has been, 
? the role model for working 

* (and for that matter, non-working) 
women all over the world. 


Bitch: In Praise Of Difficult Women 
By Elizabeth Wurtzel 

A celebration of defiant and 
destructive women through 

the ages—Delilah, Amy Fisher, 
Princess Di, and more of 


the like. 
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Disclosure 

Micbael Douglas, Demi Moore 

Directed by Barry Levinson 

Based on a book by Michael Crichton 

Not content with grabbing a promotion 
everyone thinks should go to Douglas, 
her former lover, Moore sets out to ruin 
him by sexually harassing him, then 
smartly turning the tables. 


Erin Brockovich 

Julia Roberts. Directed by Steven Soderbergh 
Unemployed single mother becomes 
paralegal, then almost single-handedly 
brings down a large polluting California 
power company. Hurrah! 


Bridget Jones's Diary 

Renee Zellweger, Colin Firth, Hugh Grant 
Directed by Sharon Maguire 

Based on a book by Helen Fielding 

A working girl’s search for the perfect 
man that most single women will relate 
to; as will a legion of middle-rung execs 
to Jones’ working life. 


Mona Lisa Smile 

Julia Roberts, Kirsten Dunst 

Directed by Mike Newell 

Set in the 1950s when women were very 
much the weaker sex, this motion pic is 
about a Wellesley art professor (Roberts) 
who tries to do her bit to open the 
minds of her students. 


Down With Love 

Renee Zellweger, Ewan McGregor 
Directed by Peyton Reed 

A parody of the typical 1960s sex comedy, 
Down... details the adventures of a 
feminine advice author (Zellweger) who 
makes it big in the world of publishing. 
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Fitness Tips For New Moms 


HREE MONTHS BACK, SOON AFTER THE ARRIVAL OF A NEW BABY, 

| caught my significant other looking ruefully at one of her favourite 

pairs of jeans: a well-worn, low rise, boot-cut, thigh-hugging num- 
ber, which fitted her like a second skin. Pre-pregnancy, that is. She caught 
me looking at her and laughed: “Don’t smirk; I’m getting back to the gym 
soon and I'll be back to my svelte old form in no time!” 

If it were that easy, all new mothers could sigh with relief. Many 
expectant mothers, particularly those who exercised regularly before preg- 
nancy (like my s.o.), secretly hope that they can shrink back into their old 
clothes in a wink after junior arrives. And, often, this results in unrealistic 
goals and deadlines for weight-loss and muscle toning. Here's something 
you should know: it takes longer than you think. But that's no reason to 
feel discouraged. Here are a few tips that may be of help: 

Break up workouts. The biggest problem in getting back into shape is the sud- 
den paucity of time that new mothers face. between nappy changes and feeds, 
45- to 60-minute workouts are lux- 
uries that you can kiss goodbye. 
Solution: instead of one long 
workout, grab several small 
ones. While the baby is sleeping, 
do a 10-minute session of push- 
ups and stretches; steal a 10- 
minute brisk walk when she's 
in the stroller with you at the 
park; grab that rope and squeeze 
in another 10 minutes of skip- 
ping while you sterilise the bot- 
tles and so on. All of it adds up 
and burns calories, which is the 
basic objective, isn't it? 
Set your goals realistically. Let's face it. Not everyone can be Madonna. 
Sure, you can get as ripped as her at 46 but (and ponder this for a 
moment) do you have her support system (read personal trainers, a 
battery of nannies, dieticians, coaches, what have you)? And remember, 
your body may never look as it did when you were in college, but does 
it matter? After all, the idea is to be in shape, not win contests. 
Be as active as your baby. As your child grows, do what she does. Run, climb, 
race, jump, exercise in the park when she's getting dirty in the sand-pit. Make 
that a habit. Take an afternoon walk with your baby, either in a sling or a 
stroller, Your walk should be brisk enough to make you breathe deeply but not 
sock you out of breath. You can burn around 100 calories in a 2-km brisk walk. 
Get part-time help. A responsible babysitter or helper may cost money but 
can free you up for a couple of hours to tend to your workouts. Besides, 
buying nice training wear like a snazzy sports bra or spandex shorts may 
help in motivating you too, even if you have to wear that billowy shirt and 
loose pants over all of that. 
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Write to musclesmani@intoday.com 
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Pregnancy 
And Work 


OR WORKING WOMEN, 
Fi as much a period of de 
as it is of distress. Here is a F. 
that should help. 





SHOULD YOU WORK? Normal, 
healthy pregnant women should 
work. "Work till you are comfort- 
able; keep busy," suggests 
Nutan Pandit, a Delhi-based 
childbirth counsellor. You could 
ease things by taking work 
home. At office, "Take intermit- 
tent breaks, put your feet up and 
try and have a lie-down during 
lunch," says Dr. Sohani Verma, 
Senior Consultant, Gynaecology 
and IVF at Indraprastha Apollo 
Hospital. And yes, put a cushion 
behind your back. 


PRECAUTIONS TO TAKE: The usual | 
suspects: avoid lifting heavy obj- 

ects, and don't drink or smoke. 

Verma also suggests: "Air travel 

should be avoided in the first 

trimester and the last six weeks." 


DIET? BALANCED, OF COURSE: "Have 
five meals instead of three," says 
Verma. This reduces acidity and 
indigestion. Have fruits, protein 
biscuits, soaked almonds, milk 
(plain) and /ass/. Pandit suggests 
“a mix of jaggery and chana to 
munch on” at work. If nauseous, 
eat what you can keep down and 
indulge in a midnight snack. 
Remember, the healthy weight 
to put on is between 8-12 kg. 


WHAT ABOUT EXERCISE? You could 
walk in the morning and even- 
ing, do yoga, swimming and 
back exercises. Never point 
your toes, walk straight and 
yes, no high heels. 


ABOUT REJOINING WORK: Six 
weeks is minimum, three 
months, normal and six months, 
ideal. To ward off any embar- 
rassment, Pandit suggests: 
“Before rejoining work, stop 
feeding the baby between the 
hours you will work. The body 
takes a week to adjust, and you 
don't want to leak at work." 
AMANPREET SINGH 
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The viewers 
ave voted with 
their remote. 


Headlines Today is no.1 in stickiness. 








Channel C&S, Males, ABC, 25+ Yrs C&S, Males, AB, 25+ Yrs C&S, Males, AB, 15+ Yrs 
Avg. mins (Viewer) Avg. mins (Viewer) Avg. mins (Viewer) 

Headlines Today 20 23 

NDTV 24x7 16 17 

CNBC TV18 12 13 


Source: TAM week 34 (ending 215! August 2004), 6 metros 


BT PEOPLE 
an Of Letters 


i Ep YOU ARE THE HEAD OF AN IMPORTANT 
regulatory agency, people tend to hang on to 
everything you say. And G.N. Bajpai, Chairman of SEBI, 
has a lot to say. In the 30 months as the chief of 
stockmarket watchdog, Bajpai, 62, has delivered more 
than 100 speeches on various occasions. For the bene- 
fit of those who missed the more important ones, 
Global Business Press has brought a book comprising 
16 of Bajpai's speeches. Launching the book at the start 
of this month was no less than Finance Minister 
Palaniappan Chidambaram himself. While CEO-au- 
thors may be a rarity, Bajpai is no stranger to the 
world of publishing. Previously, as the head of state 
insurer LIC, Bajpai penned an inspirational How To 
Become a Super Successful Insurance Salesman and 
Start Winning. Should we expect a page-turning 
memoir of his days at SEBI? “That will have to wait till 
my retirement (end of February 2005)," declares 
the man. That's just as well. Most bureaucrats get 
interesting only after they have retired. 






A 
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©). OF THE REGULARS AT THE SHIRDI SAI BABA 
temple near Chennai en route to Mamallapuram 
is K.V. Ramani, CEO of the city-based FutureSoft. 
Until recently, that was because he built the temple out 
of his own money. Now, though, it would probably be 
because he simply wants to thank God for a windfall— 
hard earned, just the same—that’s come his way. Ina 
span of less than 16 weeks, Ramani sold his shares in 
two companies—Hughes Software, which he co-foun- 
ded, and FutureSoft—to hardware manufacturing 
/ giant Flextronics. It's not yet public how much Ramani 
made in the two deals, but it's obviously significant 


Sh utte rh lj CEO enough for him to gift Rs 100 crore worth of Hughes 
g shares to a trust he also manages. Moral of the story? 


H OW MANY TECH CEOS YOU KNOW ARE 
mathematicians by education, avid gardeners, and 
photographers to boot, all at once? If you said just one, 
then you are talking about Agendra Kumar, Country 
Manager, Veritas Software, who last fortnight put 
33 of his favourite photos of heritage sites and 
places of scenic beauty on display at an exhibition 
called “Symphony of Silence" in Delhi. Says the 43- 
year-old who hails from Uttar Pradesh: “I want to 
prove to the corporate world that despite our 
heavy schedules, we can find time to indulge our 
hobbies." The number of techies interested in 
working for Veritas may have just shot up. 
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Rising Son 


HE JUST 35 BUT PREFERS 
to spend his after-office 
hours watching art house films 
and reading books on philoso- 
phy. That's possibly one rea- 
son why Karan Paul, and not 
either of his sisters, Priya and 
Priti, got anointed recently as 
the Chairman of the Kolkata- 
headquartered Apeejay group, 
which has interests in ship- 
ping and hospitality, among 
others. Make no mistake, 
though. The Brown Univer- 
sity-educated Paul, who suc- 
ceeds his mother Shirin, is 
no weed-smoking philoso- 
pher. He’s a businessman in 
a tearing hurry. “My aim is 
to make Apeejay the largest privately-owned group in the coun- 
try in the next five years,” says the Page 3 regular. It seems Paul has 
hit the ground running. When BT caught him on his cellphone, he 
was in London and about to board a flight. 


— — 
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í “Bajai” In Trouble 


Tue A MINI-REVOLT BREWING ON 
the roads of Jakarta, and the man 
responsible for it—unwittingly, for sure— 
is our very own Rahul Bajaj, Chairman of 
Bajaj Auto. No, the 66-year-old Bajaj 
hasn’t turned a neo-colonialist. It’s just 
that the three-wheelers his company 
made and sold in Jakarta are at the centre 
of a battle between rickshaw operators 
and the city administration. The latter has 
banned Bajaj three-wheelers, called Bajai 
locally, because they have raised pollution 
levels in the city to an alarming level. 
Therefore, the city, where some 15,000 
Bajais ply, wants to replace them with 
Indonesian-made Kancil, a four-wheeler. 
Not surprisingly, Bajai owners have risen in 
revolt, and recently blocked a busy road 
in Jakarta in protest. Meanwhile, Bajaj is 
test marketing its CNG three-wheelers all 
over Indonesia and waiting for the govern- 
ment’s approval to sell. Will Bajaj pre- 
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R K SWAMY BBDO 
GUIDE TO-URBAN MARKETS 


Increase the 


productivity 
of your marketing 


eitorts. 





R K SWAMY BBDO Guide to Urban Markets provides 
the most comprehensive inputs in determining the 
market potential of 784 cities/towns with a 
population of 50,000 +-. It provides indices such.as 
Market Potential Value, Market Intensity Index (an 
indicotor of the quality of morket) ond Medic 
Exposure Index for all these towns, grouped on on 
all-India os well as state-wise basis. The Guide 
comes with an interactive user-friendly CD. Already 
hundreds of progressive companies have bought this 
Guide ond are benefitting from it in formulating their 
marketing strategies 


The guide helps you: 
e [n setting sales torgets 
e In allocating scarce resources 
for maximum returns 
e In raising funds from retail investors 
e In determining stock points for 
consumer soft and durable products 
e In tour planning for salesmen 
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Raymond Gift Voucher Worth Rs 3000 ! 


Rewotd yourself with the finest textiles ond 
apparel from Raymond, Pork Avenue, Pom ond 
Colour Plus or get accessories and personal 
grooming oids. 


Offer evoiloble until 30th Sep! 2004 with even 
purchase of the RK SWAMY BBDO Guide ro Urban 
Markets or on the bundled offer below. Hurry 





RK SWAMY BEDO Guide to Urban Markets Rs.29, 700 only 
Also ovailoble: R K SWAMY BBDO Guide to Market Planning 
(1999) Rs 27,300 only. Bundied offer for both combined 
value ot Rs 57 000/-, now tor only Rs.33,750. Sove 40% 








vail? Watch this space. Œ a gee ciini ages 
Order today: R K SWAMY BBDO Advertising Private Limited, 
Elphinstone House, Murzban Road, Mumbai 400 001 Tel: 022- 
22077476 Fox: 022-22074975 E-mail: quide@rksbbdo.com 


CONTRIBUTED BY ROSHNI JAYAKAR, ALOKESH 
BHATTACHARYYA, NITYA VARADARAJAN, 
ARNAB MITRA AND ABIR PAL 
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Motivation Pays 


RONNIE SCREWVALA, CEO, UTV 


EADERSHIP PRINCIPLES ARE TIMELESS AND 

universal; good leaders-are those who 

have the ability to rationally apply 
them to solve the problem, in hand. This 
kind of rationality comes from a clear sense 
of distinction between the apt and the irrel- 
evant, and, an eye for detail. 

[he onus of inspiring subordinates to 
accomplish seemingly impossible tasks also lies 
with the leader. Great leaders are those who 
induce confidence into their subordinates by 
walking the talk themselves. Another key 
characteristic of goi d leaders is their ability to 
communicate hard truths and help people 
cope with the realities of change. Sometimes 
such truths demoralise individuals—it is 
then the leader's responsibility to make 
them realise that nothing is impossible to 
achieve if the right strategy is applied and a 
sincere effort is made to resolve the issue. 
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Leadership is not just about enduring 
setbacks; it is also about teaching others to 
cope with difficult situations. Shared lead- 
ership often goes a long way in making sub- 
ordinates behave more responsibly than they 
normally do. Good leadership also demands 
a high level of confidence. This enables the 
leader to not only motivate oneself, but also 
motivate others. It is, however, essential for 
leaders to maintain a fine balance between 
confidence and humility. Lack of humility can 
impair rational decision-making and this 
could prove harmful. 

So while it is important for leaders to 
break old rules and pave way for positive 
change, it is equally important for them to 
dråw a line between pioneering and being 
before one’s times. A good leader is one 
who shapes the future by intelligently 
interpreting the present. @ 
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superhero 


secret weapon 


Faster than a speeding bullet, more powerful than a scheming 
hacker. It’s the most secure PC available. Only from IBM. 


Who needs a mask and cape when you can get a powerful, new IBM PC with the Embedded Security 
Subsystem’. It gives an extra layer of protection to passwords and confidential data. That means extra 
peace of mind. IBM PCs are powered by the intel® Pentium® 4 Processor with HT Technology, which 
helps keep your data secure by letting you run virus scans without disrupting productivity. Sleek, powerful, 


hacker-resistant IBM technology. Hey, even superheroes need a sidekick. think protection 


Call 1600 446767 or go to ibm.com/shop/in 


to buy direct, locate an IBM reseller or for more information. 


IBM is a registered trademark of International Business Machines Corporation in the US and/or other countries. Other company product or service names may be 
trademarks or service marks of their respective Owners Microsoft and Windows are registered trademarks of Microsoft Corporation Certain Microsoft® software 
product(s) included with this computer may USE technological measures for copy protection. IN SUCH EVENT, YOU WILL NOT BE ABLE TO USE THE PRODUCT IF 
YOU DO NOT FULLY COMPLY WITH THE PRODUCT ACTIVATION PROCEDURES Product activation procedures and Microsoft's privacy policy will be detailed during 
the initial launch of the product, or upon certain reinstallations for the software product(s) or reconfigurabons of the computer, and may be completed by Internet 
or telephone (toli charges may apply) Free download/preload. "Available on select products only * Eetimated street price. Sales tax and other levies extra. Offer and 
prices subject to change without prior notice. Intel, Intel logo, Intel inside intel inside logo, Intel Centrino intel Centrino logo, Celeron, Intel Xeon Intel SpeedStep 
itanium, Pentium, and Pentium |i! Xeon are trademarks or registered trademarks of intel Corporation or its subsidiaries in the United States and other countries 


IBM recommends 
Microsoft’ Windows XP | 
Professional for Business. 


IBM ThinkCentre A50 desktc 


Ps 


(Part No. 81751 BA) j 
Distinctive IBM innovations: 

e Rapid Restore Ultra 

« IBM Embedded Security Subsystem 
e Access IBM 


e System Migration Assistant 


System features: 


e Intel® Pentium® 4 Processor with 


‘ty 


HT Technology 2.8 GHz (800 MHz FR 


e Microsoft® Windows XP Profession 
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« 256 MB DDR RAM (333 MHz) 

e 1 MB Cache 

«40 GB HDD 7200 RPN 

. 48X CD ROM Drive Si 

+ 38.1 cm (15 in) colour monitor 

e IBM Embedded Security Subsystem’ 


- 
e Three-year limited warranty 


Special Price Rs. 39,990/- " 


Buy now! 


Special price for limited period only. 
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